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SALES MEETING TOOL KIT:  
BETTER LISTING PRESENTATIONS 

 
 
 
Successful listing is a combination of careful research, innovative marketing, and cultivated 
sensitivity to the personalities and concerns of prospective clients. By helping to improve the 
listing skills of your sales associates, you help ensure prosperity for them and for your company.  
 
Use this tool kit—including ready to go agenda, activities, and talking points—to help your 
salespeople improve their listing presentations and their rate of success in securing new listings.  
 
Each element of this toolkit (worksheets, notes) is numbered at the top of the page so you can 
easily move through the content chronologically. 
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Component 1: Facilitator Talking Points 
 
  
These notes will guide you and your salespeople through a discussion and activities on 
making better listing presentations.  
 
Pre-meeting preparation: 

• Review all the meeting documents in this kit.  

• Review, and ask your sales associates to review, the listing materials provided by 
your company (if applicable).  

• Ask your sales associates to bring copies of their own listing packages to share at 
the meeting.  

 
Print the following: 
 
1. Print materials (check materials as they are printed): 
 
2. These facilitator talking points (Component 1) 
 
3. Better Listing Presentations Agenda (Component 2) 
 
4. Activity 1: Selling the Benefits of You (Component 3) 
 
5. Activity 1: Selling the Benefits of You Idea Sheet (Component 4) 
 
6. Activity 2: Constructing a Listing Presentation (Component 5) 
 
7. Handout 1: Listing Presentation Tips (Component 6) 
 
8. Activity 3: Thinking on Your Feet (Component 7) 
 
9. Activity 3: Thinking on Your Feet Idea Sheet (Component 8) 
 
10. Handout 2: Pricing Pointers (Component 9) 
 
11. Handout 3: Sellers' Homework Checklist (Component 10) 
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Component 1:  continued 
 
Welcome (1 min.)  
Ask two or three participants to share a war story about their best or worst listing 
presentation and what they learned from the experience.  
 
Background and objectives (2 min.) 
Explain that unless your principal focus is buyer's representation, good listings are the 
backbone of a successful real estate business.  
 
In this meeting, we will: 

• Identify ways sales associates can reinterpret their skills as seller benefits.  

• Discuss new components to add to your listing presentation.  

• Practice techniques for adapting your listing presentation to different prospects.  

• Review some tips for pricing homes.  

 
Activity 1: Selling the Benefits of You (5 min.) 
Use this exercise to demonstrate the difference between characteristics and benefits. 
Remind participants that characteristics are focused on you, while benefits are focused on 
the clients and what you can do for them. Ask the participants to list two characteristics 
about themselves under each of the six topic areas on Component 3. When they have 
completed the task, call on one participant to share a characteristic and the resulting 
benefit. Use the Selling the Benefits Ideas Sheet (Component 4) to suggest some benefits 
if participants are stumped.  
 
Activity 2: Constructing A Listing Presentation (12 min.) 
Although components of a listing presentation may vary, there are certain standard 
components that appear frequently. Use the Constructing a Listing Presentation handout 
(Component 5) to determine which listing package components your company provides, 
which components are generally supplied by sales associates, and which components 
could be added.  
 
Next, use your company's standard listing package to discuss the purpose of each piece in 
the package. Ask participants to share pieces of their own listing presentations that they 
have found to be particularly effective. Brainstorm other components that could be added 
to the company presentation and write them on the flip chart. 
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Component 1:  continued 
 
 
Handout 1: Listing Presentation Tips ( 5 min.) 
Distribute the Listing Presentation Tips handout (Component 6). Ask participants to 
suggest other tips that they have found useful.  
 
 
 
Activity 3: Thinking on Your Feet (10 min.) 
Use the situations on the Thinking on Your Feet handout (Component 7) to help 
participants understand the value of adapting listing presentations to the personalities and 
needs of the prospective sellers. Ask one participant to suggest a strategy for each 
situation. Then, ask the group for other suggestions. Use the Thinking on Your Feet Idea 
Sheet (Component 8) to prompt your group for answers. If time permits, ask participants 
to describe other situations they have encountered that required a quick change of 
strategy and what actions they took.  
 
Handout 2: Pricing Pointers (5 min.) 
Distribute the Pricing Pointers Handout (Component 9) and use it as a basis for a 
discussion of how participants should work with sellers to arrive at a realistic sales price 
for the home. Ask one participant to read each pricing pointer aloud and then give an 
example of a situation where the tips would be useful. Ask participants to share other 
pricing tips.  
 
Handout 3: Sellers' Homework Checklist (5 min.) 
Give participants the Sellers' Homework Checklist (Component 10) of items they should 
ask sellers to complete once the listing is signed. Ask participants if there are other 
documents or activities that they find useful to obtain soon after listing.  
 
Adjourn.  
Thank participants for their time. Stress the importance of being prepared as well as 
being able to adapt your presentation to meet the need of the prospect.  
 
Running Time: 45 minutes 
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Component 2: Agenda 
 
Welcome (1 min.) 
 
Background and objectives (2 min.) 
 
Activity 1: Selling the Benefits of You (5 min.) 
Learn how to present your characteristics and skills in terms of their benefits to the client. 
 
Activity 2: Constructing a Listing Presentation (12 min.)  
Review the components of the company's and your own listing presentations and 
brainstorm new items you could add for a more effective listing presentation.  
 
Handout 1: Listing Presentation Tips (5 min.)  
Share ideas for more successful listing presentations.  
 
Activity 3: Thinking on Your Feet (10 min.) 
Discuss strategies for adapting your basic listing presentation to respond to the 
personalities and needs of different prospective sellers.  
 
Handout 2: Pricing Pointers (5 min.)  
Review strategies to help sellers arrive at a realistic listing price for their home.  
 
Handout 3: Sellers' Homework Checklist (5 min.) 
Consider what information sellers could give you to make the sales process smoother. 
 
Adjourn. 
 
Running Time: 45 minutes 
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Component 3: Activity 1, "Selling the Benefits of You" Idea Sheet 
 
Directions: In the spaces provided under each topic, list at least two characteristics or 
skills that separate you from other salespeople. Next to each characteristic, list the benefit 
that this offers your clients. 
 
 
   

Characteristic/Activity Benefit  
Topic 1: Education   
1.   
2.    
Topic 2: Experience   
1.    
2.    
3.    
Topic 3: Professional Contacts   
1.    
2.    
Topic 4: Achievements   
1.    
2.    
3.    
Topic 5: Your Marketing Strategy   
1.    
2.    
3.    
Topic 6: Personality Traits    
1.    
2.    
3.   
4.    
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Component 4: Activity 1, "Selling the Benefits of You" Answer Sheet 
 
Use these suggested characteristics to prompt participants in recognizing the benefit of 
each to the seller. 
Remember: Characteristics and activities are about you and what you do; benefits are 
ways these characteristics and activities help your client. 
   
 
 
 

Characteristic/Activity Benefit  
Topic 1: Education 

1. Real estate designation Exposure to the best practices in the real estate industry helps you apply the best 
strategies to the client's sale. 

2. Degree in business or real 
estate 

You are well-prepared to provide guidance on financial and tax implications of 
homeownership to clients. 

Topic 2: Experience 
1. Long experience in the 
business 

Your familiarity with all types of real estate issues means you're not easily thrown 
by situations. 

2. New to the business Enthusiasm, time to concentrate on your home 
3. Skills learned in former 
profession that help in real 
estate  

Salesperson in other field—selling skills Homemaker—understand needs of the 
family Teacher—good at handling diverse personalities and explaining complex 
ideas to make them understandable. 

Topic 3: Professional Contacts 
1. Active in REALTOR® 
association 

Your regular contacts with other professionals keeps alliances strong and ensure 
that others will show your properties. 

2. Active in civic or charity Your high visibility and name recognition in the community attracts buyers 
Topic 4: Achievements 

1. Awards and honors  Unbiased recognition by third parties that you excel shows sellers they will 
receive the same level of quality.  

2. Testimonials from clients Sellers will benefit from the same high level of service as past customers. 

3. Sales figures/closing ratios The proven speed and quality of your marketing will help give sellers a quick sale 
at a good price.  

Topic 5: Your Marketing Strategy 
1. Extensive advertising, 
custom color brochure 

Wide exposure will help ensure a prompt sale and supports the quality image of 
the property. 

2. Mailings to top salespeople Mailings to top contacts gives the property a high profile with those that sell the 
most and helps a prompt sale. 

3. Broker open houses in first 
two weeks 

Your aggressive commitment to selling the property gives sellers a sense of their 
home's importance to you.  
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Component 4:  continued 
 
 
Topic 6: Personality Traits  
1. Good 
communicator/mediator 

Your skill means easier negotiation and better result for sellers; minimizes lost 
sales. 

2. Aggressive, go-getter Your extensive activity and showings will lead to a prompt sale.  

3. Caring, people person Your understand of sellers or buyers needs means increased satisfaction for all 
parties.  

4. Well-organized, good 
follow-through  

The many details needed to close will be completed correctly, offering an easier 
sale in less time 
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Component 5: Activity 2, Constructing a Listing Presentation  
 
 
Element Provided by Company Used by Salesperson 
History of the Company     
Services Provided by the 
Company     

Reasons for Choosing the 
Company     

Sales Record of the 
Company     

Information on Franchise (if 
applicable)     

Listing Agreement 
(including agency disclosure 
if needed) 

    

Property Profile Sheet      
Seller Qualification 
Questionnaire     

Pricing Guidelines 
Worksheet     

Real Estate Transaction 
Facts for Sellers     

Salesperson Resume and 
Photo     

Service Pledge (What You 
Promise to Do for the 
Sellers) 

    

Salesperson's Sales Record 
and Achievements     

References and 
Testimonials      

Photos of the Seller's 
Property     

Comparable Market 
Analysis     

Marketing Plan     
Market Trends Report     
Neighborhood Information     
List of Vendors for Sellers     

SALES MEETING TOOL KIT: 
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Component 6: Handout 1, 15 Tips for Turning Presentations into Listings 
 
1. Always reconfirm the appointment. 
 
2. Be sure your materials are ready. 
 
3. Take a paper backup of your presentation if you use a laptop. 
 
4. Get good directions and arrive on time. 
 
5. Break the ice with chitchat. 
 
6. Compliment the home during the tour. 
 
7. Qualify sellers to be sure they are motivated to sell. 
 
8. Create a basic flyer with the property's photo before the listing. 
 
9. Mirror the sellers' demeanor to put them at ease. 
 
10. Ask open-ended question to get more information. 
 
11. Listen carefully to responses and adapt your presentation. 
 
12. Watch body language to assess responses. 
 
13. Avoid real estate jargon. 
 
14. Pause to give an opportunity for questions.  
 
15. Ask for the listing. 
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Component 7: Activity 3, Thinking on Your Feet 
 
 
Directions: Read each of the following scenarios, and suggest ways that you could adapt 
your presentation plans quickly to meet the situation.  
 
Scenario 1: You notice that there is a lot of electronic equipment in the house, and you 
didn't bring a laptop with you. How do you bring technology into your presentation? 
 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
 
Scenario 2: After you've made your initial listing presentation, the prospective sellers tell 
you that they can't list their current home until they've bought a new one. What do you do 
to convince them not to wait? 
 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
 
Scenario 3: As you make your listing presentation, the prospective sellers continually 
question the value of your services and seem very skeptical about real estate 
professionalism in general. How would you handle this situation? 
 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
 
Scenario 4: You try to convince a FSBO to list with you. What are some strategies you 
would use? 
 
_____________________________________________________________________ 
_____________________________________________________________________ 
_____________________________________________________________________ 
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Component 8: Activity 3, Thinking on Your Feet, Answers 
 
 
Directions: Read each of the following scenarios, and suggest ways that you could adapt 
your presentation plans quickly to meet the situation.  
 
Scenario 1: You notice that there is a lot of electronic equipment in the house, and you 
didn't bring a laptop with you. How do you bring technology into your presentation? 
 
1. Suggest putting digital photos of the house on CDs for distribution to buyers. 
 
2. Ask the prospects' permission to view your Web site on their computer. 
 
Scenario 2: After you've made your initial listing presentation, the prospective sellers tell 
you that they can't list their current home until they've bought a new one. What do you do 
to convince them not to wait? 
 
1. Ask if they will have enough to make a down payment on the new house before their 
current house is sold.  
 
2. Suggest that the sellers may end up paying a higher price for their new house if they 
have to purchase it based on a contingency that they sell their current house.  
 
Scenario 3: As you make your listing presentation, the prospective sellers continually 
question the value of your services and seem very skeptical about real estate 
professionalism in general. How would you handle this situation? 
 
1. Ask the prospective sellers frankly if they have had a bad experience with a real estate 
associate in the past. Then address the specific issue that is raised in this response. 
 
2. Provide a list of your marketing activities and the approximate time you will spend on 
each to demonstrate your value and the fairness of your commission. 
 
Scenario 4: You try to convince a FSBO to list with you. What are some strategies you 
would use? 
 
1. Show FSBOs the long list of tasks required to sell and close a home. 
 
2. Remind FSBOs that real estate professionals have access to MLS, which will expand 
the opportunities for buyers and other salespeople to view their home. 
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Component 9: Handout 2, Pricing Pointers 
 
 
 
Setting a realistic selling price for a listing is often a major stumbling block. Try these 
tips to help the process go more smoothly.  
 
Have a price range in mind for the home before you go to the • listing presentation.  
 
Use the other properties in your comparable • market analysis as a starting point for a 
realistic price range. 
 
Weigh • the house's condition when selecting a price.  
 
Provide a summary of • pricing trends in the neighborhood over the last six months. 
 
Review • your city's general economic forecast for the next several months to see how it 
might affect demand.  
 
Consider any new construction that might affect • supply in the area over the next six 
months. 
 
Take sellers' urgency into • account. 
 
Ask for a built-in price reduction up front. •  
 
nowΚ • when to say "no." If the sellers refuse to set a listing price you consider realistic, 
be prepared to walk away from the listing. 
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Component 10: Homework Checklist for Sellers 
 
 
 
To help the selling process move forward more easily, suggest that the sellers gather the 
following information within one week after the listing is signed. 
 
Prior year's tax bill • 
 
Prior year's • utility bills 
 
Prior year's water and sewer bills—source of water if not • city 
 
Any declarations, covenants, or deed restrictions on the • property 
 
Information on assessments and special • assessment 
 
Survey and plat • 
 
Age of all major appliances and • major building components, with  
documentation if possible 
 
Items • that will be excluded from the sale 
 
Copies of any recent inspections • for pests, environmental hazards 
 
Completion schedule for repairs you • have suggested 
 
Three sets of keys to the home • 
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Component 11: Other Resources 
 
 
Review the Realtormag Online Listings Tool Kit. 
 
For information on listing niche homes, visit these parts of The Virtual Libraryat 
REALTOR.org. 
 
Vacation homes  
 
Luxury properties  
 
For more information on listing, search REALTOR.org under "listings."  
 
Review the following articles at Realtormag Online: 
 
"Beyond a Fresh Coat of Paint" 
Judy Richtel and Linda Morrell, Today's REALTOR®, NATIONAL ASSOCIATION OF 
REALTORS®, March 1996. 
 
"Buyer's Guide: Virtual Tours" 
Michael Antoniak, REALTOR® Magazine, NATIONAL ASSOCIATION OF 
REALTORS®, March 2000. 
 
"Masterful Listing Presentations" 
Michael Russer, "Mr. Internet," Realtormag.com, "Ask Mr. Internet," NATIONAL 
ASSOCIATION OF REALTORS®, July 1999. 
 
"New Habits for the New Year" 
Walter Sanford, "Selling-Doing Business," REALTOR® Magazine, NATIONAL 
ASSOCIATION OF REALTORS®, December 2000.  
 
"Saying "No" to Listings" 
Ralph Roberts, "Sales Clinic," Realtormag.com, NATIONAL ASSOCIATION OF 
REALTORS®, February 2001.  
 
"7 Steps to More Listings" 
Elyse Umlauf-Garneau, REALTOR® Magazine, NATIONAL ASSOCIATION OF 
REALTORS®, March 1999.  
 
 

http://www.realtor.org/rmotoolkits.nsf/pages/listingsmain?opendocument
http://www.realtor.org/vlibrary.nsf
http://lnchilib.realtors.org:255/nbresrch.nsf/8525608600345b9d8525601c005f21a9/f92125fed22bfd4d8625686d007755be?OpenDocument
http://lnchilib.realtors.org:255/nbresrch.nsf/8525608600345b9d8525601c005f21a9/0adc27ba540654958625686600707e1a?OpenDocument
http://www.realtor.org/
http://www.realtor.org/rmomag.nsf/pages/BeyondAFreJudArchive1996Mar?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/BuyersGuidMicArchive2000Mar?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/MakemasterMicArchive1999Aug?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/NewhabitfoWalArchive2000Dec?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/SayingNotoRalArchive2001Feb?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/MarketingTElyArchive1999Mar?OpenDocument
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Component 11: continued 

 
 
 
"The 30-Minute Listing" 
Christina Spira, REALTOR® Magazine, NATIONAL ASSOCIATION OF REALTORS®, 
December 1996.  
 
"Three More Ways to get Sellers to Improve Their Listings" 
Stephen and Jean Leslie, Today's REALTOR® , NATIONAL ASSOCIATION OF 
REALTORS®, March 1996.  
 
"Working for the Enemy? A Look at Four In-House FSBO Programs" 
Robert Liparulo, Today's REALTOR® , NATIONAL ASSOCIATION OF REALTORS®, 
June 1998.  
 
"You Work Hard for Your Money" 
Christina Hoffmann, Today's REALTOR® , NATIONAL ASSOCIATION OF 
REALTORS®, May 1996. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.realtor.org/rmomag.nsf/pages/HotTipThe3ChrArchive1996Dec?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/ThreeMoreWSteArchive1996Mar?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/ALookatFouRobArchive1998Jun?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/YouWorkHarChrArchive1996May?OpenDocument
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Few professionals need time management skills more than real estate salespeople. Your time is 
unstructured, you have few set office hours, and you are constantly being interrupted by phone 
calls from clients (you hope). Good time management can help you be more productive, earn 
more, and keep your sanity. 
 
Use this tool kit—including a ready-to-go agenda, activities, and talking points—to help your 
salespeople improve their time management skills.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move through 
the content chronologically. 
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Component 1: Facilitator Talking Points 
 
These notes will guide you and your salespeople through a discussion and activities 
designed to help improve time management skills and enhance productivity.  
 
Pre-meeting preparation 
Before the meeting  

• Review all the meeting documents in this kit.  

• Consider the particular time management problems you have observed in your 
sales associates.  

• Ask participants to keep a log of how they spent their time in the week preceding 
the meeting and to bring the log to the meeting. You may preprint copies of 
Handout 2 (Component 4) for participants to use in this activity.  

Print the following: 
 
1.   These facilitator talking points—Component 1 
 
2.   Better Time Management Agenda—Component 2 
 
3.   Handout 1: Time Log—Component 3 
 
4.   Handout 2: Tips for Better Time Management—Component 4 
 
5.   Activity 1: Setting Your Priorities Rating Scales—Component 5 
 
6.   Activity 1 Setting Priorities Response Sheet—Component 6 
 
7.   Handout 3: Tips for Using Scrap Time—Component 7 
 
8.   Activity 2: Suggestions for More Efficient Ways—Component 8 
 
9.   Handout 4: Time Management for the Time Challenged—Component 9 
 
10. Activity 3: Avoiding Interruptions—Component 10 
 
11. Activity 3: Suggested Answers for Avoiding Interruptions— 
      Component 11 
 
12. Other Resources 

http://www.adsrve.com/linkredirect.php?h=73,28443191,76.7,1
http://www.realtor.org/rmotoolkits.nsf/pages/time01
http://www.realtor.org/rmotoolkits.nsf/pages/time02
http://www.realtor.org/rmotoolkits.nsf/pages/time03
http://www.realtor.org/rmotoolkits.nsf/pages/time04
http://www.realtor.org/rmotoolkits.nsf/pages/time05
http://www.realtor.org/rmotoolkits.nsf/pages/time06
http://www.realtor.org/rmotoolkits.nsf/pages/time07
http://www.realtor.org/rmotoolkits.nsf/pages/time08
http://www.realtor.org/rmotoolkits.nsf/pages/time09
http://www.realtor.org/rmotoolkits.nsf/pages/time10
http://www.realtor.org/rmotoolkits.nsf/pages/time11
http://www.realtor.org/rmotoolkits.nsf/pages/time11
http://www.realtor.org/rmotoolkits.nsf/pages/time12
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Component 1: continued 
  
Welcome (1-2 minutes) 
Ask participants if they have ever lost a listing or a sale because poor time management 
caused them to be inadequately prepared. Ask how they changed their time management 
processes after this event.  
 
Background and objectives and goals (2 min.) 
The top producer and the also-ran both have the same 24 hours in a day. Only by 
improving your productivity can you accomplish more work without working more 
hours.  
 
In this meeting, we will: 

• Review some tips for improving time management.  

• Analyze how you spend your time now, and what changes you could make that 
would help you achieve your career goals.  

• Learn some ways to use small segments of time productively.  

• Practice ways to reduce interruptions that sap productivity.  

 
Handout 2: Tips for Better Time Management (5 min.)  
Read the time management tips on Handout 2 (Component 4). Ask participants to give an 
example of how one of the tips could be applied to real estate sales activities. Encourage 
participants to share other time management tips with the group.  
 
Activity 1: Setting Your Priorities (15 min.) 
Remind participants that good time management is based on the idea of doing the most 
important task first. The most important task isn't what is easiest, or what you feel like 
doing, but what will help you achieve your long-term goals. Use this exercise to help 
participants prioritize their activities based on the degree that that activity helps them 
achieve a goal.  
 
Before they can set their priorities, participants must develop a consistent system of 
ratings. Review the Setting Priorities Rating Scales (Component 5). The example shows a 
four-point rating system, with 1 being "Urgent," the highest priority, and "Of Limited 
Value," the lowest priority. Another option is an A,B,C ranking. First, ask participants 
how they would define each of the four categories. For example, are only tasks with an 
outside deadline of today "urgent," or should "urgent" be anything that is critical to do 

http://www.adsrve.com/linkredirect.php?h=502,28443191,76.7,1


that day, such as making prospecting calls? Then ask them to suggest some typical real.  
estate activities that might be ranked under each of the categories 
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Component 1: continued 
Next, ask participants to take out the Time Log (Handout 1) that they have completed 
during the preceding week. Ask them to write two of their personal long-term career 
goals in the open space at the top of their forms. Next, ask participants to prioritize each 
of their weekly activities on the degree it directly contributes to achieving their goals. 
Select the goals of one or two participants and ask the group to contribute other activities 
that would work directly toward that goal. Write the answers on a flip chart. Use the 
Suggested Responses to Priorities (Component 6) to help suggest priority activities for 
some common real estate goals.  
 
Handout 3: Tips for Using Scraps of Time—Component 7 (5 min.)  
Point out to participants that if they earn $60,000 a year, adding an extra hour of 
productive time a week, they would earn an extra $1,200 year. One way to increase 
productivity is to reclaim the lost scraps of time we currently waste—opening mail, 
waiting on hold, sitting in traffic, waiting to pick up the kids at school. Review the list of 
ideas for making more productive use of short periods of down time. Ask participants if 
they have other suggestions for places to find scraps of time or tasks to productively use 
these found moments.  
 
Activity 2: Looking for A More Efficient Way—Component 8  
Ask participants to again bring out their time logs of last week's work. Have participants 
look at the tasks they performed and suggests items that they could delegate to someone 
else, perform in some of the small scraps of time they have each week, or eliminate as 
unnecessary. In addition, ask participants to look for tasks that could be automated to 
reduce the time needed to perform them. Ask one or two participants to share their lists 
and ask the group to make suggestions on other efficiencies they see. Use the Suggestions 
for More Efficient Ways (Component 8) to suggest some possible efficiencies to 
respondents. To impress participants with the value of increased efficiency, ask them to 
add up the time they would save if they adopted all the efficiencies they found.  
 
Handout 4: Time Management for the Time Challenged—Component 9  
Ask how many participants have tried a time management system similar to the one used 
in Activities 1 and 2, but found it unhelpful. Remind participants that although the time 
log-priority list is a well-established time management staple, it is not the only way. 
Review these contrarian time management tips from author Ann McGee-Cooper. 
 
Activity 3: Avoiding Interruptions—Component 10 
Use these scenarios to help participants learn successful techniques to avoid time wasters. 
Ask one participant to read each scenario and suggest what could be done to tactfully 
avoid this interruption. Use the Responses to Avoiding Interruptions (Component 11) to 

http://www.adsrve.com/linkredirect.php?h=502,28443191,76.7,1
http://www.adsrve.com/linkredirect.php?h=536,28443191,76.7,1
http://www.adsrve.com/linkredirect.php?h=536,28443191,76.7,1
http://www.adsrve.com/linkredirect.php?h=536,28443191,76.7,1


prompt the discussion.  
 
Adjourn.  
Thank participants for their time. 
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Component 2: Better Time Management Agenda 
 
Welcome (1-2 minutes) 
 
Background and objectives and goals (2 min.) 
 
Handout 1: Time Log (handed out one week prior to meeting) 
Use this simple log to track your current use of time.  
 
Handout 2: Ten Tips for Better Time Management (5 min.) 
Review some basic tips to get you started in better time management.  
 
Activity 1: Setting Your Priorities (15 min.) 
Practice prioritizing your daily activities to achieve your long-term career goals.  
 
Handout 3: Tips for Using Scraps of Time (5 min.) 
Learn some ways you can use those short downtime periods more effectively. 
 
Activity 2: Looking for a More Efficient Way (10 min.) 
Use your time log (Handout 2) to look for time wasters and ways to do things more 
efficiently. 
 
Handout 4: Time Management for the Time Challenged ( 5 min.)  
Learn some unconventional tricks to help you stay organized and on schedule.  
Activity 3: Avoiding Interruptions (5 min.) 
Try a few techniques for politely preventing colleagues and clients from wasting your 
time. 
 
Adjourn. 
 
Running time: 48 minutes 
 
 
 
 
 

http://www.adsrve.com/linkredirect.php?h=502,28443191,realtor.org,1
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Component 3: Handout 1, Time Log 
  
 
Use this sample time log to track your activities and prioritize your time. 

Goals Time Task Time 
Spent

Priority 
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Component 4: Handout 2, Tips For Better Time Management 
 
 
 
14 Ways to Manage Your Time More Efficiently 
 
1. Spend the first 15 minutes of every day, or the last 15 minutes at night, making a to-do 
list.  
 
2. Decide what times of day you are the most productive, and schedule your most 
difficult jobs then. 
 
3. Use waiting-time effectively by planning small tasks you can do in short segments of 
time.  
 
4. Build flexibility into your schedule so you can adapt when things don't go according to 
schedule or new opportunities arise.  
 
5. When you return a phone call, minimize phone tag by including a time you can be 
reached.  
 
6. Spend the most time on the job that produces the most income. 
 
6. Don't let non-productive tasks consume your time.  
 
7. Take a break to refresh yourself; you'll be more productive. 
 
8. Split longer tasks into smaller increments to allow you to fit them into available time. 
 
9. Divide a difficult job into several parts so you don't burn out before it's done, suggests     
Max Messmer in Business Credit magazine (June 2000).  
 



10. Set completion dates for tasks to avoid procrastination. 
 
11. Create a system to prioritize tasks, but plan on re-evaluating priorities daily.  
 
12. Reward yourself with 15 minutes of fun after completing a difficult job. 
 
13. Delegate routine chores, but be sure you train your helpers well.  
 
14. Value your time, and ask others to do the same. 
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Component 5: Activity 1, Rating Your Priorities 
  
 
An essential part of establishing a useful time management system is to devote time first 
to the tasks with the highest priority. Each person's priorities will be different, but 
deciding on what each of your priority ratings signifies and using those ratings 
consistently will help ensure that the jobs you truly consider most important will always 
be given priority. 
 
One possible rating system to use is this four-point scale.  
 
1. Urgent: What you must complete to avoid an immediate crisis.  
(Example: Deliver contract for closing)  
 
2. Important: Critical to achieving a major goal, but slightly less time sensitive. 
(Example: Prepare listing presentation for meeting in two days.) 
 
3. Routine: Needs to be done regularly and but there are no specific deadlines. 
(Example: Make prospecting calls) This category may also include items that can be 
delegated to others 
 
4. Of limited value: Could easily be eliminated or postponed. 
(Example: Read newspaper) 
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Component 6: Activity 1, Setting Priorities Response Sheet 
  
 
Examples of some possible career goals and activities that might be priorities for 
achieving them are: 
 
1. Increase closed sales volume by 15 transactions a year. 
A. Spend 2 hours a day prospecting to increase number of listings by 15 percent. 
B. Spend one-half hour a day following up with prospects who have seen a house in the 
last week.  
C. Spend one hour a week studying books or tapes to improve closing techniques. 
 
2. Reduce work week to 45 hours a week without sacrificing income. 
A. Spend two hours this week training part-time assistant in use of contact management 
software.  
B. Visit computer store to investigate purchase of business card scanner software. 
C. Spend three hours requesting and reviewing bids for outside vendor to create monthly 
marketing newsletter. 
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Component 7: Handout 3, Tips for Using Scraps of Time 
  
 
1. Make a quick call to a prospect or client. 
 
2. Review your to do list. 
 
3. Write a brief note or card to a former client. 
 
4. Listen to a motivational or training tape.  
 
5. Complete some paperwork. 
 
6. Plan your strategy for a listing appointment or showing. 
 
7. Compose a new prospecting letter or a story for your newsletter. 
 
8. Check over a CMA or contract before presentation to a client. 
 
9. Bring your contact database up to date. 
 
10. Do a stress reduction exercise. 
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Component 8: Activity 2, Suggestions for More Efficient Ways 
  
 
1. Look for items that are marked urgent, but which do not really contribute to a life goal. 
For example, a colleague may want to know urgently if you will serve on a neighborhood 
committee, but unless this community involvement is vital to one of your personal or 
professional goals, responding may be not be as high a priority to you as completing a 
CMA by four o'clock today. Differentiate between the urgent and the important.  
 
2. Reduce socializing in meetings by starting on time and setting a time limit on 
discussion.  
 
3. Combine tasks such as returning phone calls and opening mail for greater efficiency.  
 
4. Suggest to a colleague who comes in to chat that you'd prefer to arrange a lunch or 
dinner to catch up.  
 
5. Set up a phone "meeting" at a specific time when you will be available; then screen 
calls during that period to ensure a connection. 
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Component 9: Handout 4, Time Management for the Time Challenged 
 
  
If your creativity rebels at neat time logs and numeric rating systems, try these different, 
but still effective, approaches.  
 
1. Use fun supplies and bright colors for your to-do list. Silly slogans and fluorescent file 
folders will make getting organized less oppressive. 
 
2. Use the pile technique of organization—everything for one project in one pile. As long 
as you know where things are, who cares if your desk looks messy?  
 
3. Decide which tasks can be done less than perfectly and let "quick and dirty" suffice. 
 
4. Look for ways to let one effort serve more than one purpose. Reuse the copy you write 
for your prospecting letter as a part of your listing presentation.  
 
5. Let survival of the fittest decide what gets done. If a less important item remains on 
your to-do list for more than three months, let it die.  
 
6. Give yourself a present or other reward for completing a tough task on time.  
 
7. Build in flexibility by using post-it notes attached to a bulleting as your to-do list. Then 
it's easy to change the priority order without erasing and feeling as if you've made an 
error.  
 
8. Keep your to-do list in plain sight so you won't be as likely to ignore it.  

http://www.adsrve.com/linkredirect.php?h=502,28443191,,1


 
9. Before you agree to perform a job, estimate how much time it will take. That may help 
you say no. 
 
10. No matter what the deadline, take a break in a big project for 5 to 10 minutes of 
relaxation. You'll come back refreshed and more creative.  
 
Tips in this handout are compiled from Time Management for Unmanageable People, by 
Ann McGee-Cooper (Bantam Books, 1994) 
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Component 10: Activity 3, Avoiding Interruptions 
  
 
Review each of the scenarios below and suggest tactful, but effective ways to end the 
interruption. 
 
1. Bob has a listing presentation in two hours for a beautiful house he's sure will sell 
immediately. He's working away reviewing and polishing his presentation when Les 
sticks his head in the door. "Bob, I need some advice on how to convert a FSBO in my 
market. You're so good at that." 
 
What could Bob say to show his willingness to help Les but avoid interruptions? 
 
2. Sue is the acknowledged office expert on technology. She has just returned from an 
entire morning of showing properties to an out-of-town buyer and has twenty phone 
messages to return before 5:00 p.m. Her fellow associate Rickie comes in to ask Sue's 
help in programming his brand-new PDA. This is the fourth time Rickie has asked for 
help this month. How can Sue say "no?" 
 
3. Jeff is a great sales manager in many ways, but he loves meetings. Oscar estimates 
from his time log that he has lost 10 hours this month to unproductive meetings. What 
can he do to avoid losing 10 more next month? 
 
 
 
 

http://www.adsrve.com/linkredirect.php?h=471,28443191,,1
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Component 11: Activity 3, Suggested Answers for Avoiding Interruptions 
 
1. Bob has a listing presentation in two hours for a beautiful house he's sure will sell 
immediately. He's working away reviewing and polishing his presentation when Les 
sticks his head in the door.  
 
"Bob, I need some advice on how to convert a FSBO in my market. You're so good at 
that." 
 
What could Bob say to show his willingness to help Les but avoid interruptions? 
 
Refer him to someone else: "Les, I'd love to help you, but I'm on a deadline right now. 
Why don't you asked Carmen. She listed two FSBOs last month, and I know she's in the 
office today. 
 
Schedule another time: "Les, unfortunately, it's really important that I finish the listing 
presentation now. If you haven't set up an appointment with the owner yet, I'd be happy 
to talk to you at 10 tomorrow morning and see if I can be of any help." 
 
Answer the question briefly: "Les, I've always found that the best technique for 
converting FSBOs is showing them how many hours you usually spend to close a sale. 
Once they see the time it takes, many owners are relieved to hand off the job to a 
professional." 
 
2. Sue is the acknowledged office expert on technology. She has just returned from an 
entire morning of showing properties to an out-of-town buyer and has 20 phone messages 



to return before 5:00 p.m... Her fellow associate Rickie comes in to ask Sue's help in 
programming his brand-new PDA. This is the fourth time Rickie has asked for help this 
month. How can Sue say "no?"  
 
Just say "no." Politely but firmly. Vague answers just offer encouragement.  
 
Explain the reasons for her refusal. "Rickie, I'd like to help you, but if I spend time 
with you, I'll have to sacrifice the time I promised my son to help him with his hitting. I 
have to make my family a priority." 
 
Offer an alternative. "Rickie, why don't you call the tech support number for your 
PDA's vendor? The call is free, and the last time I called the technician was very helpful."  
3. Jeff is a great sales manager in many ways, but he loves meetings. Oscar estimates 
from his time log that he has lost 10 hours this month to unproductive meetings. What 
can he do to avoid losing 10 more next month? 
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Component 11: continued 
 
 
Review the agenda, and go only to the part of the meeting that has value. "Jeff, I 
can't stay for the entire meeting, but I'm very interested in discussing the new company 
Web site. Could you make that the first item of discussion?" 
 
Send a written statement as a substitute. "Jeff, I won't be able to attend the meeting, 
but since you asked for my input, I've written up a few ideas on the new marketing 
campaign." 
 
Ask to receive copies of the minutes. "Jeff, I'm sorry I can't attend the Monday meeting, 
but please give me a copy of the group's conclusions so I can stay informed."  
Several of these suggestions for addressing interruptions were compiled and 
adapted from The Time Trap, by Alex Mackenzie, (American Management 
Association, 1990) 
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Component 12: Other Resources 
 
 
Field Guide to Time Management for Real Estate Professionals 
 
Field Guide to Productivity for Real Estate Professionals 
 
"Time is Money: Look to the Clock," Lucien Salvant, REALTOR® Magazine, Sales 
Meeting Tool Kit, December,  

http://www.realtor.org/libweb.nsf/pages/fg208
http://www.realtor.org/LibWeb.nsf/pages/fg217
http://www.realtor.org/rmomag.nsf/pages/TimeismoneLucArchive1999Dec?OpenDocument
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Prospecting for expireds can have its emotional ups and downs. After failing to sell their 
homes with other sales associates, homeowners may feel angry and frustrated. But with a 
little psychology and a few skills acquired from this tool kit, salespeople can turn 
expireds into a productive, profitable niche.  
 
Use this tool kit—including a ready-to-go agenda, activities, and talking points—to help 
improve your sales peoples' understanding of what they currently spend on business costs 
and what returns they receive for those expenditures.  
 
Each element of this tool kit is numbered at the top of the page, so you can easily move 
through the content chronologically. 
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Component 1: Facilitator Talking Points 
 
These notes will guide you and your salespeople in understanding how to develop a 
prospecting plan for converting expireds. 
 
Pre-meeting preparation 

• Review all the meeting documents in this kit.  
• Ask participants to be prepared to share a story about one successful and one 

unsuccessful expired listing attempt.  

Print the following: 
 
These facilitator talking points—Component 1 
 
Converting Expireds Agenda—Component 2 
 
Handout 1: 7 Sure-Fire Ways to List Expireds—Component 3 
 
Handout 2: An Expired Prospecting Plan—Component 4 
 
Activity 1: Responding to Expireds' Objections—Component 5 
 
Activity 1: Responding to Expireds Objections Answer Sheet—Component 6 
 
Handout 3: 10 Questions to Ask Expired Sellers—Component 7 
 
Activity 2: Role Play—Expireds Up Close—Component 8 
 
Activity 2: Role Play—Expireds Up Close Discussion Directors—Component 9 
 
Handout 4: 6 Warning Signals That an Expired Won't Sell—Component 10 
 
Welcome (1 min.) 
 
True stories (2 min.)  
Share your most unexpected expired listing. Ask participants to share their biggest 
success—or most frustrating failure—in securing an expired listing.  
 
To segue into the training, remind participants that expireds can be one of the most 
lucrative niches in real estate sales. After all, think how many cold calls you might have  
to make to find a homeowner who wants to sell. Every expired does. 
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Component 1: continued 
 
Background and goals (2 min.) 
Because expireds are an important source of listings, understanding how to reach and 
appeal to expireds can be a great source of business for your salespeople.  
 
In this meeting, we will:  

• Review tips for prospecting for and listing expireds  

• Suggest a basic prospecting plan for expireds  

• Give you practice in interacting with expireds and responding to their objections.  

• Consider warning signals that might make an expired a poor listing to take.  

Handout 1: 7 Sure-Fire Ways to List Expireds (5 min.) 
Ask one participant to read each of the suggested strategies for getting expireds to list 
with a real estate professional. Ask participants to suggest other reasons that they have 
found effective in listing expireds.  
 
Handout 2: An Expireds Prospecting Plan (10 min.) 
Work through the suggested activities in each part of the plan, and then ask participants if 
they have other successful prospecting techniques to share. Have participants write these 
down on the lines provided at the end of each plan section. Also, encourage participants 
to suggest ways to alter the prospecting plan to make it more productive for their style of 
working.  
 
Activity 1: Responding to Expireds' Objections (10 min.) 
Ask one participant to read each objection and suggest an effective counter response. 
Encourage all participants to suggest counters that they have used successfully for each 
objection. Use the Responding to Expireds' Objections Answer Sheet (Component 6) to 
prompt the discussion or suggest options participants might not have considered.  
 
Handout 3: 10 Questions to Ask Expired Sellers (5 min.) 
Ask one participant to read each question, and then suggest a possible response. Next, ask 
participants how they would use this answer to position themselves as the best choice for 
the expired.  
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Component 1:  continued 

 
 
Activity 2: Role Play—Expireds Up Close (15 min.) 
Divide up participants into pairs and give each pair one of the three scenarios to practice 
converting expireds. Explain to participants that the talking points are not designed as a 
script, but as an indication of the issues and points of view of the characters. Ask  
participants to take a minute or two to read their character's talking points and think about 
what issues motivate the character. Then ask participants to spend five minutes in role 
play. Encourage them to improvise. 
 
When the role plays are completed, ask all participants who played each scenario to share 
what they learned about expireds' motivations and the responses they found effective. 
Write each effective strategy down on a chalkboard or flip chart. If necessary, use the 
Role Play Discussion Directors (Component 9) to direct the discussion toward effective 
responses to each scenario. 
 
Handout 4: 6 Warning Signs That an Expired Won't Sell (5 min.)  
Review each question. Ask participants what sort of responses would send up a red flag 
to them that the prospective expired might not make a good client. In addition, ask them 
how they would respond to answers they considered negative.  
 
Adjourn. 
 
Running time: 55 min. 
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Component 2: Agenda 
 
Welcome (1 min.) 
 
True stories (2 min.) 
 
Background and goals (2 min.) 
 
Handout 1: 7 Sure-Fire Ways to List Expireds (5 min.) 
Use these tips in planning your marketing presentation to expireds. 
 
Handout 2: An Expired Prospecting Plan (10 min.) 
Develop a strategy to convert expireds into listings 
 
Activity 1: Responding to Expireds Objections (10 min.) 
Learn some effective responses to counter common expired concerns. 
 
Handout 3: 10 Questions to Ask Expired Sellers (5 min.) 
 
Activity 2: Role Play—Expireds Up Close (15 min.) 
Practice responding to expireds and convincing them to list.  
 
Handout 4: 6 Warning Signals That an Expired Won't Sell (5 min.) 
Watch for these potential problems before you agree to represent an expired. 
 
Adjourn 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 



SALES MEETING TOOL KIT:  
CONVERTING EXPIREDS 

 
 

Component 3: Handout 1, 7 Sure-Fire Ways to List Expireds 
 
1. Call early. Check your MLS for expireds and call sellers before they leave for work to 
set up an appointment. Even better, deliver a marketing package the same day. 
 
2. Listen. Ask them why they think their home didn't sell, and then give specific 
examples of what you will do differently. But remember to be positive; don't criticize the 
other salesperson. 
 
3. Take the homeowner's side. They are angry and humiliated that their home didn't sell. 
Be empathetic to these concerns and reinforce to them that they have a desirable home.  
 
4. Provide value immediately by offering a competitive market analysis and examples of 
your marketing materials. Use material available from the MLS to write a sample ad for 
the expired property.  
 
5. Give expireds a marketing plan demonstrating how you'll promote the property. Tell 
them specifically what you will do in the first two weeks and the first month of the listing 
to ensure that buyers and other salespeople are aware of their home.  
 
6. Convince expireds that you'll keep them in the loop. Promise to call them on the same 
day each week and update them on your activities.  
 
7. Give sellers the right to fire you with 10 days' notice. This will convince them that you 
intend to perform. (Be sure that your listing agreement ensures that you will still receive a 
commission if the property is sold to a buyer you introduced to the transaction. 
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Component 4: Handout 2, Prospecting Plan for Expireds 
 
Use this plan as a basis for prospecting for expireds. Add other successful strategies you 
have tried as you learn more about what is most effective in your market.  
 
Locate Expireds  
You should spend 30 minutes each morning, as early as possible, printing out a list of 
expired listings from the MLS.  

• Focus on expired properties in your market area or that you feel have a strong 
market appeal because of price or features.  

• Keep track of how long properties that you consider particularly salable have been 
on the market. If you learn that a listing is about to expire, offer a referral fee to 
the listing salesperson to let you negotiate a new listing with the seller prior to 
expiration. This gives you the inside track.  

 
What other lead sources for expireds have you found helpful? 
________________________________________________________________________ 
________________________________________________________________________ 
 
Develop a Tracking System 
You often will need several weeks of contact before you can convert an expired to a 
listing. Once they've had a bad experience with another real estate practitioner, expireds 
may not be immediately receptive to a real estate practitioner. You will need to 
demonstrate to them why you're different from their prior salesperson.  
 
Your tracking system should include:  

• Name, address, and phone number of expired  
• Information on the property from the MLS, including previous list price, and, if 

possible, days on the market.  
• Date that the listing expired and previous salesperson.  
• Date, time, medium of every contact, and response with an expired, in 

chronological order—for example, phone call at 9 a.m. on 9/14, offered free 
comparable market analysis. If you do mailings or e-mails to expireds, be sure to 
include those contacts in your tracking system.  

 
Other tracking information you've found valuable: 
________________________________________________________________________ 
________________________________________________________________________ 
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Component 4: continued 
 
Develop a Solicitation Schedule 
Although expireds are usually sold on working with a real estate salesperson, a bad 
experience with their previous real estate associate may make them distrustful of your 
promises. Keep this in mind, and focus your solicitation on providing consultative 
services that emphasize your past successes.  
 
Week One  
On the day the listing expires 
Mail, or better yet drop off, a marketing package. If possible, do something to make your 
marketing package stand out from the many others an expired is likely to receive. 
Options include, sending it in a colorful or oversized envelope, adding a special delivery 
or personal/confidential stamp, or hanging it on the door in a plastic bag preprinted with 
you name and a drawing of a house. 
 
Later that week 
Mailings: Send a follow-up letter or postcard if you don't get an appointment. Again, 
provide a supportive message, such as "Sometimes, even a great home doesn't sell right 
away." Also, include a statistic noting what percentage of your listings sell in 90 days or 
less.  
 
What other techniques have you used for making initial contact? 
_______________________________________________________________________ 
_______________________________________________________________________ 
 
 
Week Two 
Recheck the MLS to be sure that the home was not re-listed. Also, drive by the house and 
look for a sign. Be alert to the possibility that a frustrated expired might become a FSBO. 
 
Mail another marketing letter, emphasizing your success rate in selling listings in 90 days 
or less. Include information on any recent sales near the expireds home, to subtly 
reinforce the going price range for the area. 
 
Other techniques for maintaining contact: 
_______________________________________________________________________ 
_______________________________________________________________________ 
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Component 4: continued 
 
Week Three 
 
Recheck the MLS to be sure that the home has not re-listed. 
 
Phone calls: Follow up to ensure that expired has received your service package. Use this 
opportunity to ask if you can come over and see the house so that you can keep your 
buyer clients informed of everything available in the neighborhood. Low-traffic times at 
open houses are a good time to make expired follow-up calls, suggests author Danielle 
Kennedy.  
 
Buyer interest: If you have an appropriate customer, call expireds and ask if they would 
be willing for you to show the house to a buyer.  
 
Other techniques for getting your foot in the door: 
________________________________________________________________________ 
________________________________________________________________________
________________________________________________________________________ 
 
Week Four  
Recheck the MLS to be sure that the home has not re-listed. Drive by and check for a 
yard sign. 
 
Listing presentation: If you've gotten an appointment and the mood is right, present a 
prepared listing agreement during your visit for signature. As an alternative, promise the 
expireds that you will complete a marketing plan of the property within 48 hours for their 
review. Present the plan, then ask for the listing.  
 
Final letter: If you've been unable to get an appointment, send a final letter asking 
expireds if their interest in selling their property has waned. Enclose a personal marketing 
brochure and suggest that they keep it for future reference if they later decide to list 
again.  
 
Other strategies for getting the listing signed: 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
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Component 5: Activity 1, Responding to Expireds' Objections 
 
Read each objection to signing a listing contract and write in your most effective 
response in the blanks below.  
 
Objection 1: I've wasted three months listing with a real estate salesperson who did 
nothing. I can do a better job myself.  
 
Your most effective response: 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
______________________________________________________________________ 
 
 
Objection 2: I need to save every cent that I can get from the sale to put toward my new 
house. I can't afford to list it at the price you're suggesting.  
 
Your most effective response: 
_______________________________________________________________________ 
_______________________________________________________________________ 
_______________________________________________________________________ 
_______________________________________________________________________ 
 
 
Objection 3: What makes you different from the last salesperson I listed with?  
 
Your most effective response: 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
 
 
Objection 4: My last salesperson told me it was a waste of time to fix up the house, since 
whoever buys it would want to do their own decorating.  
 
Your most effective response: 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 



 
SALES MEETING TOOL KIT: 

CONVERTING EXPIREDS 
 

Component 6: Activity 1, Responding to Expireds' Objections 
Answer Sheet 
 
 
Use these answers to suggest possible counters to some common expireds' objections.  
 
Objection 1: I've wasted three month listing with a real estate salesperson who did 
nothing. Not one offer. Why should I pay you to do nothing and waste more time? I can 
do a better job myself. 
 
Most effective responses:  

• From what you've told me, I don't think that your salesperson did very much to 
market the property. I've shown you my comprehensive marketing plan for the 
property with deadlines for when I'll complete each phase. That will make a huge 
difference.  

• I know that you're frustrated, but just like (whatever the homeowner does for a 
living), real estate sales takes special skills. You need to know about disclosure 
requirements, sources of financing for buyers, and contracts. Plus showing the 
house takes a lot of time.  

• Selling your house yourself may seem like a money-saver, but a recent NAR 
survey (2003 Profile of Home Buyers and Sellers) has determined that homes sold 
by a real estate professional gross an average of 21 percent more than those sold 
by the owners. So even with my commission, you'll do less work and probably 
come out with more money.  

 
Objection 2: I need to save every cent that I can get from the sale to put toward my new 
house. I can't afford to list it at the price you're suggesting.  
 
Most effective responses: 

• Real estate salespeople don't dictate price; the market does. And you can see from 
the comparative market analysis I did for you, the price you're setting is 
significantly higher than any other house similar to yours.  

• The amount of money you need to buy your new home isn't a factor in the price.  

• Even if you find a buyer who'll pay your price, banks won't provide a mortgage to 
buyers if their appraisal finds the price too high.  
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Component 6: continued 
 
Objection 3: What makes you different from the last salesperson I listed with?  
 
Most effective responses: 

• You can read the testimonials in my listing presentation, but if you want the 
chance to talk directly with my clients, I know they'd be glad to talk to you. Plus, 
I represented the Jones family who lived on the next block when they moved a 
year ago. Let me ask them first if they'd be willing to chat with you and if they 
are, I'll ask them to give you a call.  

• I'm the second highest performer in my agency, and I sell my listings in average 
of X days, compared to X days on the market for the area. I wouldn't have been 
able to achieve that success if I wasn't dedicated and hard working and I didn't 
know how to sell homes.  

• I understand your need to be an active participant in your home's sale. I recognize 
that no one knows your home better than you. I make it my policy to contact 
every homeowner who lists with me twice a week to give updates on what I'm 
doing and who's interested in the house.  

 
Objection 4: My last salesperson told me it was a waste of time to fix up the house, since 
the buyer will want to do their own decorating.  
 
Most effective responses: 

• It's true that making major renovations is probably not worthwhile, but making 
minor repairs and fix-ups are just a way to put your home's best foot forward. For 
some people looking at homes, even a small negative like a sticking door or 
peeling paint can often be enough to put your home out of the running.  

• If you don't want to spend the time and money making repairs, that's certainly 
your decision. But I've found that buyers usually subtract two or three times the 
cost of the repair from their offering price, so you'll probably get less for your 
home than you'd hoped.  

• There's so much new construction in our area that people are used to looking at 
bright, shiny newness. Older houses have lots of great things to offer—established 
yards, closer- in locations—but sometimes people let themselves be ruled by first 
impressions.  
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Component 7: Handout 3, 10 Questions to Ask Expired Sellers 
 
Understanding how effectively the previous salesperson marketed an expired listing is 
critical both to getting that listing, and pricing and marketing it in a way that will sell.  
 
Use the questions below to learn more about the previous salesperson's approach. 
 
      1. What sort of marketing plan was your previous sales associate using?  
 
 

2. How often was your home advertised? In what media (newspaper, home         
magazines, etc.?) 
 
 

      3. How many open houses were held? 
 
 

      4. How many offers did you receive for the house? If offers were received, why    
weren't they accepted? 
 
 

      5. Why do you think your house didn't sell? 
 
 
      6. Did you lower the price during the time the house was listed? 
 
 
      7. What more do you think your salesperson could have done to market your house? 
 
 

8. Did your salesperson give you regular progress reports on selling and marketing   
activity? If so, how often? 
 
 

     9. Did you make minor repairs, keep the house clean, and vacate the home during   
showings? 
 
 

     10. Are you still committed to selling your home in a timely fashion? 
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Component 8: Activity 2, Role Play—Expireds Up Close   
 
Divide participants up into pairs and then assign each pair one of the three scenarios to 
role-play for five minutes. Then use a flip chart or chalkboard to write the suggestions for 
responses and share them with participants.  
 
Expireds A:  
Jane and Jack Jones. A successful two-career couple. He's been transferred by his 
company to California and has to be at his new job in another 30 days. She's concerned 
about staying behind and wants to move before the new school year starts in four months. 
They listed their property at $15,000 above comparable homes in the area and didn't want 
to come down because they know they'll need the extra money to buy a home in 
California.  
 
Jane's talking points:  
"We really have to have at least a three-bedroom house, but I'm afraid we just can't afford 
it in California unless we make a lot of money on this house. I really don't want Jack to 
be out there by himself too long." 
 
Salesperson talking points:  
"The market dictates the price. I can help you find a way to move now and buy a house 
out there before your house here sells."  
 
Expireds B:  
Lucy and Herbert Mason. The Masons are empty nesters who've just retired. They're 
planning on moving to a condo they own in Florida, but still have lots of friends in the 
area. They first listed their home with Sara Sholti, an old family friend, who listed the 
home on the MLS but did little else. The Masons received no offers from the listing.  
 
Herbert's talking points:  
"Sara is a nice person and plays bridge with Lucy, but she really just does real estate as a 
hobby. I'm so tired of the winters here, but we've lived here all our lives and so many of 
our friends are nearby. I'm afraid we'll be lonely in Florida." 
 
Salesperson talking points:  
"What a great opportunity for your friends to take a trip to Florida to visit you." 
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Component 8: continued 
 
Expireds C:  
Phil and Phyllis Proctor are a middle-aged couple with two children who want to move 
up to a nicer home. They had a home picked out, but had to back out of the deal when 
their home didn't sell. They got one low offer, but otherwise nothing. They believe that 
their salesperson didn't do enough to sell their home and didn't communicate effectively 
with them.  
 
Phyllis' talking points: 
That home was so perfect. I just can't believe that the salesperson was so incompetent. 
We would have negotiated on the price and everything. I'm so afraid we've missed the 
chance to find a great home for our kids. 
 
Salesperson talking points: 
It's more of a buyer's market than ever in move-up homes. I'll handle both sides of the 
transaction for you. 
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Component 9: Activity 2, Role Play—Expireds Up Close—                        
Discussion Directors 

 
Divide participants up into pairs and then assign each pair one of the three scenarios to 
role-play for five minutes. Then use a flip chart or chalkboard to write the suggestions for 
responses and share them with participants.  
 
Expireds A:  
Jane and Jack Jones. A successful two-career couple. He's been transferred by his 
company to California and has to be at his new job in another 30 days. She's concerned 
about staying behind and wants to move before the new school year starts in four months. 
They listed their property at $15,000 above comparable homes in the area and didn't want 
to come down because they know they'll need the extra money to buy a home in 
California.  
 
Expired issue: Price. They need to get more money to buy a new home.  
 
Salesperson response: I understand how important it is for you be in a good position to 
buy a home in California. And your home is in terrific shape. But you can see from the 
market analysis I gave you that no other home in this area has sold for as much as you're 
asking. We can list the home at the price you want, and I promise to do my utmost to sell 
it. But I'd like a promise from you that if the home doesn't receive an offer in 30 days, 
that we'll lower the price to the one I've suggested.  
 
Expired issue: Time. They want to move within 90 days. 
 
Salesperson response: The aggressive marketing plan I've done for you should ensure that 
a lot of buyers see your home right away. But because I'm accustomed to working with 
relocating buyers and sellers, it will be easy for me to work on selling your home after 
you move. I'll e-mail/phone you with weekly updates on my activities and arrange for a 
service to keep the lawn mowed. Also lowering the price or being willing to negotiate the 
price could help result in a quicker sale. 
 
I also could introduce you to Jack Smith down at the bank. He's arranged bridge loans for 
some of my other relocating clients so that they have the money for a down payment on 
their new home before they've sold their current house.  
 
 on the MLS but did little else. The Masons received no offers from the listing.  
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Component 9:  continued 
 
Expireds B:  
Lucy and Herbert Mason. The Masons are empty nesters who've just retired. They're 
planning on moving to a condo they own in Florida, but still have lots of friends in the 
area. They first listed their home with Sara Sholti, an old family friend, who put the home 
 
Expireds issue: Lack of urgency. The Masons already own another home and don't need 
to sell by a set date. Also, they may be ambiguous about leaving the area where they still 
have many connections.  
 
Salesperson response: Why not spend half your time here and half in Florida? There are 
some great townhouses overlooking the river that are scheduled for completion next 
spring. The management company handles all the exterior maintenance, so when you're 
not here, you'll know the place is in good hands. And by listing with me and leaving the 
day-to-day selling in my hands, you can be all moved and settled in Florida in time for 
the holidays. Then come back next spring to get settled in your new home here.  
 
Expireds issue: Incompetent agent. The Masons chose someone they liked personally, but 
who obviously didn't apply much time and effort to making the sale.  
 
Salesperson response: Listing a home on the MLS is good, but it's just the first step. I've 
been one of the top-performing salespeople in my company for 10 years so I have learned 
the hard way how important a comprehensive marketing plan with advertisements, open 
houses, and agent tours are to selling a home. It's especially important to hold promotions 
and open houses in the first 30 days after listing. That's the sort of promotional effort I 
think your home deserves and the one I outlined in the marketing plan I showed you. 
(Note here that the salesperson does not say anything directly negative about the other 
salesperson.) 
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Expireds C:  
 
 
Phil and Phyllis Proctor are a middle-aged couple with two children who want to move 
up to a nicer home. They had a home picked out, but had to back out of the deal when 
their home didn't sell. They got one low offer, but otherwise nothing. They believe that 
their salesperson didn't do enough to sell their home and didn't communicate effectively 
with them.  
 
Expireds issue: Anger at the salesperson. They’re frustrated and angry that the agent they 
spent so much time and selecting an agent who did so little. 
 
Salesperson response: I don't really know the circumstances of your last bad experience, 
so I'm not really in a position to comment on your last salesperson. Choosing a 
salesperson is difficult. It's important to evaluate their past success rate, as you did in 
your selection process. But it's also important to select an associate who will make 
showing your home and providing service to you a priority. In our business, it's hard to 
say "no" to a listing, but I only take on the number of clients I think I can service 
effectively at one time. I want to be able to give your home the attention it deserves and 
have the resources to devote to a comprehensive marketing plan like the one we 
discussed.  
 
Expireds issue: Frustration at losing the home they wanted to buy and fear that they won't 
find another one that suits them as well.  
 
Salesperson response: I know how frustrating it is to lose a home you love. But if 
anything, it's a better market for buyers now than it was three months ago when you were 
previously looking. Homes in the higher price range you're looking at are selling more 
slowly than those in the lower price range of your current house, so you'll be in a great 
position to find a terrific new home. I'd be glad to work with you on finding a new home 
at the same time that I'm helping you sell your current place. And it won't cost you 
anything, since the seller usually pays the buyer's agent commission. 
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Component 10: Handout 4, 6 Warning Signals That an Expired           
Won't Sell 
 
 
 
Watch for these possible red flags during your initial meeting with the expireds. If you 
can't successfully convince them to change their minds on any problem issues, you may 
not want to take the listing.  

 
1. The list price on the property is much too high, and the sellers are adamant that 
they won't come down. 
 
 
2. The sellers had offers for the property but rejected each one because they 
"didn't like" the prospective buyers. 
 
 
3. The sellers object to having a sign in front of the house, allowing for reasonable 
showings, and permitting other basic marketing techniques needed to present their 
home to buyers. 
 
 
4. Sellers seem ambiguous about whether or not they want to sell their home. 
 
 
5. Sellers refuse to consider seller financing or other concessions that you think 
might be needed to sell the home.  
 
 
6. The property is in poor shape, but the sellers respond very negatively to 
spending any time or money in clean-up and minor repairs.  
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For-sale-by-owner homes—FSBOs for short—are a fertile prospecting source for most 
real estate salespeople. According to the NATIONAL ASSOCIATION of REALTORS® 
2003 Survey of Home Buyers and Sellers, 14 percent of all homes sold in 2003 were sold 
by FSBOs.  
 
Use this tool kit—including ready-to-go agenda, activities, and talking points 
—to help your salespeople tap into this potential source of business.  
 
Each component of this tool kit (worksheets, notes) is numbered at the top of the page so 
you can easily move through the content chronologically 
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Component 1: Facilitator Talking Points 
 
These notes will guide you and your salespeople in understanding how to develop a 
prospecting plan for FSBOs and to improve their techniques for convincing FSBOs to 
list.  
 
Pre-meeting preparation:  

• Review all the meeting documents in this kit.  
• Review your company's policy on offering fee-for-service options.  
• Ask each participant to be prepared to share a story about one successful and one 

unsuccessful FSBO conversion.  

 
Print the following: 
 
1. These facilitator talking points—Component 1 
 
2. The Converting FSBOs Agenda—Component 2 
 
3. Handout 1: Eight Reasons FSBOs Need You—Component 3 
 
4. Handout 2: A FSBO Prospecting Plan—Component 4 
 
5. Activity 1: Responding to FSBO Objections—Component 5 
 
6. Activity 1: Responding to FSBO Objections Answer Sheet—Component 6 
 
7. Handout 3: Ten Free Things FSBOs Want—Component 7 
 
8. Activity 2: Role Play—FSBOs Face-to-Face—Component 8 
 
9. Activity 2: Role Play—FSBOs Face-to-Face—Discussion Directors—Component 9 
 
10. Handout 4: Getting Fees from FSBOs—Component 10 
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Component 1: continued 
 
Welcome ( 1 min.) 
 
True stories (2 min.) 
Share your most unexpected FSBO conversion. Ask participants to share their biggest 
success in converting a FSBO to a listing. 
 
To segue into the training, remind participants that according to the 2000 National  
Association of REALTORS Profile of Home Buyers and Sellers, 68 percent of FSBOs 
would consider using a real estate salesperson the next time they sell. Clearly, the FSBO 
experience is not an easy one.  
 
Background and goals (2 min.) 
Showing your salespeople how to demonstrate the complexity of selling a home and the 
value a real estate salesperson to FSBOs will help them obtain more listings. But it's 
essential to understand the objections that typically prompt FSBOs to try and go it alone.  
 
In this meeting, we will:  

• Review reasons that FSBOs can benefit from working with a real estate 
professional.  

• Develop a basic prospecting plan for FSBOs.  

• Show you some effective ways to respond to FSBO objections.  

• Give you practice interacting with FSBOs to better understand their resistance and 
how to overcome it.  

• Consider some fee-for-service options to generate income from FSBOs.  

Handout 1: Eight Reasons FSBOs Need You (Component 3) (5 min.) 
Ask one participant to read each of the reasons a FSBO should list with a real estate 
professional. Ask participants to suggest other reasons that they have found effective in 
convincing FSBOs in the past.  
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Component 1: continued 
 
Handout 2: A FSBO Prospecting Plan (Component 4) (10 min.) 
Go through the suggested activities in each part of the plan, then ask participants if they 
have other prospecting techniques that they have found effective. Have participants write 
these extra ideas on the blank lines at the end of every section. Also, encourage 
participants to suggest ways that they could alter the weekly prospecting schedule to 
make it more productive for them. 
 
Activity 1: Responding to FSBO Objections (Component 5) (10 min.)  
Ask one participant to read each objection and suggest an effective counter. Encourage 
all participants to suggest counters they have used. Suggest that participants write down 
the counters they consider most effective in the blank space on the handout and then keep 
them for future reference. Use the Responding to FSBO Objections Answer Sheet 
(Component 6) to prompt the discussion or suggest options that might not occur to. 
participants 

 
Handout 3: Ten Free Things FSBOs Want (Component 7) (5 min.) 
Review the list of possible giveaways with participants, and ask them which they feel 
would be most effective in converting FSBOs in their market. Ask participants what other 
items they include in a free services package.  
 
Activity 2: Role Play—FSBOs Face-to-Face (Component 8) (15 min.) 
Divide up participants into pairs and give each pair one of the three scenarios to use to 
practice converting FSBOs. Explain to participants that the talking points are not 
designed as a script, but as an indication of the issues and point of view of the character. 
Ask participants to take two or three minutes to read their character's talking points and 
think about what issues motivate the character. Then ask participants to spend five 
minutes in a role-play. Encourage them to improvise. 
 
When the role-plays are completed, ask all the participants who played out each scenario 
to share what they learned about the FSBOs' motivation and the responses that were 
effective. Write each effective strategy on a chalkboard or flip chart. If necessary, use the 
Role Play—Discussion Directors (Component 9) to help direct the discussion toward 
effective responses to each scenario.  
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Component 1: continued 
 
Handout 4: Getting Fees from FSBOs (Component 10) (5 min.) 
Use this exercise only if your company permits salespeople to offer fee-for-service 
options. If you don't offer this option, use only the first section of the handout to discuss 
free services that will help build relationships with FSBOs. 
If you do use the entire handout, ask participants who offer a fee-for-service option if 
these services help them convert FSBOs to listings or simply serve as sources of added 
income. Ask participants to share which of the services they offer are most in demand 
among FSBOs. 
 
 
Adjourn 
 
 
Running time: 55 minutes 
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Component 2: Agenda 
 
Welcome (1 min.) 
 
True stories (3 min.) 
 
Background and goals (2 min.) 
 
Handout 1: Eight Reasons FSBOs Need You (5 min.) 
Use these tips in planning your presentation to FSBOS. 
 
Handout 2: A FSBO Prospecting Plan (10 min.) 
Base your FSBO solicitations on a plan like this. 
 
Activity 1: Responding to FSBO Objections (10 min.) 
Learn some effective responses for countering common objections from FSBOs. 
 
Handout 3: Free Things FSBOs Want (5 min.) 
Improve your reception from FSBOs with these value-added ideas. 
 
Activity 2: Role play—FSBOs Face-to-Face (15 min.) 
Practice recognizing the reasons FSBOs may resist listing with you and ways to change 
their minds.  
 
Handout 4: Getting Fees for FSBOs (5 min.)  
Consider alternative ways you can earn fees short of a listing.  
 
Adjourn 
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Component 3: Handout 1, 8 Reasons FSBOs Need You 
 
Use these ideas in preparing to solicit FSBO prospects.  
 
1. You can sell their house for more money. 
According to the 2003 NATIONAL ASSOCIATION OF REALTORS® Profile of Home 
Buyers and Sellers, the typical FSBO home sold for $145,000, compared to $175,000 for 
a salesperson-assisted home. This means that even if FSBOs pay you a 6-percent 
commission, they will realize $164,500.  
 
2. You understand how to complete the many contracts, forms and disclosure 
statements required in a real estate transaction. 
Giving FSBOs a list of the forms needed to complete a transaction—lead paint disclosure 
statement, property condition disclosure statement, purchase contract, legal description of 
the property, contingency clause addendum—may intimidate them so much that they 
decide to list with you. According to the 2003 NATIONAL ASSOCIATION OF 
REALTORS® Profile of Home Buyers and Sellers, difficulty with paperwork was the 
biggest problem FSBOs had in selling their own homes.  
 
3. You do this full-time. 
Often FSBOs don't recognize how many hours a real estate salesperson spends. Keep 
track of how many hours you work on each home you list and sell and use this average to 
demonstrate to FSBOs the amount of time they'll have to take from their free time to sell 
their home themselves. 
 
4. You have the market knowledge to price the home competitively. 
FSBOs may know what one or two homes near them have sold for, but they don't have 
the access to the wide number of comps you do or the market knowledge to adjust 
pricing. In some cases, a competitive market analysis of their home is an effective tool to 
demonstrate the professional value to FSBOs. However, don't discuss their listing price 
with them until you have a signed agreement. According to the 2003 NATIONAL 
ASSOCIATION OF REALTORS® Profile of Home Buyers and Sellers, setting the right 
price was the third most difficult problem FSBOs had in selling their own homes. 
 
5. You can be objective, handle criticism of the house, and focus on how well the 
homes suit a buyer.  
All owners have emotional attachments to their homes and will emphasize the features 
they consider most desirable during a showing. However, as a trained professional, you 
are more attuned to the buyers' needs and able to highlight the home's features that have 
the most appeal to each buyer.  
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Component 3: continued 
 
 
6. You can assess buyers' ability to afford the property and help them locate the best 
places to obtain financing.  
Often buyers, especially inexperienced ones, rely on the real estate salesperson to help 
them obtain a mortgage. Explain to a FSBO that you have experience in helping buyers 
locate a lender and select between fixed, adjustable, or balloon mortgages. You are also 
more experienced in prequalifying buyers so that they will not make an offer on a home 
they cannot afford. Again, the complexity of mortgage financing may convince the FSBO 
to hire an expert—you. 
 
7. You know how to negotiate and overcome objections.  
Balancing offers and counteroffers, as well as handling many of the contingencies that 
usually accompany real estate transactions, can be frustrating or frightening for FSBOs. 
Compile statistics on what percentage of the listing price you typically sell a home for, 
and use it to convince FSBOs of your value as a negotiator. 
 
8. You can get the transaction closed.  
Many FSBOs think that once the purchase agreement is signed, their work is over. But 
you know better. Develop a list of the tasks that must be completed before closing, 
including home inspection, termite inspection, title insurance, building permits for 
improvements, and so forth. Once again, sellers may decide they need professional help 
once they see what it takes to get the deal completed. 
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Component 4: Handout 2, A FSBO Prospecting Plan 
 
Use this plan as a basis for prospecting FSBOs. Add other successful strategies you have 
tried as you learn more about what is most effective in your market.  
 
LOCATE FSBOs 
You should spend one or two hours a week (preferably right before the weekend) 
checking the sources listed for new FSBO listing. Focus in on FSBO properties that are in 
your market area or that you feel have a strong market appeal because price or features.  
• Drive-bys. Often FSBOs put up yard signs as a first step in marketing, so spending an 
early morning looking for yard signs can sometimes give you the first crack at FSBOs, 
suggest author and trainer Danielle Kennedy.  
• Your Web site. Place a free services package (See Component 10) offer prominently on 
your site, and let FSBOs find you. 
• Newspaper ads. Don't forget free or less expensive neighborhood papers, which appeal 
to FSBOs. 
• Internet sites for FSBOs—including owners.com, sellyourhomeyourself.com, and 
homesforsaleguide.com 
Other sources of FSBO leads: 
_______________________________________________________________________ 
_______________________________________________________________________ 
 
DEVELOP A TRACKING SYSTEM 
You will often need several weeks of contact before you can convert a FSBO to a listing. 
Once they've spent some time trying to sell their homes, FSBOs are often more receptive.  
 
Your tracking system should include: 
 
Name, address, and phone of FSBO—use reverse phone directories or search title records 
for this information. 
Date and source where you first found the FSBO—for example, newspaper ad in the 
March 15th Morning Bugle. Continue to look for ads for the same property even after 
you've added them to the list to determine if a FSBO is still actively marketing or 
becoming discouraged.  
Date, time, medium of every contact, and response with FSBO, in chronological order—
for example, phone call at 9 a.m. on 9/14, offered and sent free services package. If you 
do mailings or e-mails to FSBOs, be sure to include those contacts in your tracking 
system.  
 
Other tracking information you've found valuable: 
________________________________________________________________________
_____________________________________________________________________ 
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Component 4: continued 
 
DEVELOP A SOLICITATION SCHEDULE 
Because they are initially less interested in talking to you than other homesellers, you 
must build relationship over time with FSBOs to gain their trust—and the listing. Regular 
solicitations once or twice a week are the key. Thursdays or Fridays—just before the 
sellers come on the weekend—are great days to offer FSBOs free service packages or 
advice. Sunday—after a discouraging weekend with no offers—is a good time to call or 
drop and try to get the listing. The schedule below is a good, basis solicitation model; 
adapt as you go along and determine what works best. 
 
Week One  
 
Two mailings: Send two different items from your service package—such as a copy of a 
real estate purchase contract or a lead-paint disclosure brochure. Be sure that each item 
bears a sticker with "Compliments of …" and your name and contact information. Attach 
a personal note to each form offering to provide more information on how the FSBO can 
use the form in the transaction.  
 
Other techniques for making initial contact: 
________________________________________________________________________
________________________________________________________________________ 
 
Week Two 
 
Phone call: Use this call to solicit information on why the owners are selling, how long 
they have been trying to sell, and what success they have had. Offer your free service 
package. 
 
Mail service package: Again include a note offering more information. Be careful that the 
wording of your note does not imply that the FSBO is not bright enough to understand 
the information.  
 
If the FSBO doesn't agree to receive the package, go back to the activities of Week One, 
sending other material, such as information on mortgages, staging a home, or home 
inspections. Then, move on to Week Two again. 
 
Other techniques for expanding the relationship: 
________________________________________________________________________ 
________________________________________________________________________ 
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Component 4: continued 
 
Week Three 
 
Phone call: Follow up to ensure that FSBOs have received your service package. Use this 
opportunity to ask if you can come over and see the house so that you can keep your 
buyer clients informed of everything available in the neighborhood.  
 
Face-to-face visit: Tour the home and make one or two suggestions on things FSBOs 
could do to improve salability. Leave behind your brochure on getting your house ready 
for sale. Use this visit as an opportunity to ask if the owner would be willing to establish 
a cooperating relationship and pay you a commission if you bring in a buyer who 
purchases the home. If the FSBO agrees, send out a written letter of agreement stating the 
terms of the agreement for signature.  
 
If FSBOs say they cannot pay you a commission even if you produce a buyer, ask if they 
would be willing to share the names of buyers who saw their home or came to an open 
house but were not interested.  
 
Other techniques for making it official: 
________________________________________________________________________
________________________________________________________________________ 
 
Week Four  
 
Face-to-face visit: Stop by—without an appointment if the homeowner seems easygoing. 
Offer advice on a problem the FSBO might have encountered showing the house. Use 
this visit to assess the FSBOs frustration level and shift toward a willingness to list 
 
Listing presentation: If the mood is right, present a prepared listing agreement during 
your visit for signature. As an alternative, you could set up a full-scale listing 
presentation, but by then the FSBOs' discouragement may have gone away.  
 
If you aren't able to get a signed listing, leave the door open by offering advice and 
telling FSBOs that if they change their mind and want to list, to please call you first.  
 
Other strategies for getting the listing signed: 
________________________________________________________________________ 
________________________________________________________________________ 
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Component 4: continued 
 
Week Five and Beyond 
 
Continue contact: A mixture of phone calls and weekly or biweekly visits are essential to  
staying in touch. If the FSBOs have agreed to pay a coop commission, call the FSBOs to 
update them on your buyer's feedback. Putting FSBOs on your regular newsletter or e-
mail contact list is also helpful in keeping your name in front of them.  
 
Monitor mood and act when you see a shift. You need direct contact to monitor when a 
FSBO might be ready to list, so try to call or drop by weekly. Other indicators of 
discouragement might be not advertising or holding open houses. In extreme cases, a 
FSBO might take the home off the market.  
 
Other advice on maintaining long-term contact with FSBOs: 
________________________________________________________________________ 
________________________________________________________________________ 
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Component 5: Activity 1, Responding to FSBO Objections 
  
 
Read each objection to signing a listing contract and write in your most effective 
response.  
 
Objection 1: I'm sure I'll get a buyer in no time. I've only had the house on the market 
one week, and I've already had three people come and see it. 
Most effective counter: 
______________________________________________________________________ 
 
______________________________________________________________________ 
 
 
Objection 2: I need every cent I can get from the sale to put toward my new house. I 
can't afford to pay a real estate commission.  
Most effective counter: 
______________________________________________________________________ 
 
______________________________________________________________________ 
 
 
Objection 3: What do I need you for? I can put up a sign in my yard just like you would.  
Most effective counter: 
______________________________________________________________________ 
 
______________________________________________________________________ 
 
 
Objection 4: If I list my property, it will be with my friend in real estate. 
Most effective counter: 
______________________________________________________________________ 
 
______________________________________________________________________ 
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Component 6: Activity 1, Responding to FSBO Objections Answer 
Sheet 
  
Use these answers to suggest possible counters to some common FSBO objections.  
 
Objection 1: I'm sure I'll get a buyer in no time. I've only had the house on the market 
one week, and I've already had three people come and see it. 
 
Most effective counters: 
1. That's great you've had so much interest. Could I come over and preview the property? 
I might have a buyer who would be interested. 
2. How many of those people have come back a second time? One of the problems with 
showing a house is that you get a lot of browsers who just like to see other people's 
homes. 
3. Did you have anyone who made an offer? Often prospective buyers find that they can't 
really afford the houses they find appealing in the ads. As a real estate professional, I 
always try to prequalify buyers first so that I'm not wasting an owner's time showing 
buyers houses they can't afford.  
 
Objection 2: I need every cent I can get from the sale to put toward my new house. I 
can't afford to pay a real estate commission.  
 
Most effective counters: 
1. I know that it's important to have the biggest down payment possible. But a NAR 
survey (2000 Profile of Home Buyers and Sellers) found that people who sell their homes 
through a real estate professional sell their homes for almost 15 percent more than people 
who sell their homes themselves. So even if I charge a 6-percent commission, you will 
probably come out ahead.  
 
2. Often, the buyer who wants the house most will be willing to pay the highest price. 
Because our company advertises so many (include number) of homes every week, we 
probably get a call from just about every buyer in the market. If more than one buyer gets 
interested in your home, you might be able to get a better price.  
 
3. You know, buyers understand about real estate commissions, too. Any buyers who 
purchase from an owner will automatically assume that they can discount the price by the 
amount of the commission. The only person who gains if you sell your house directly is 
the buyer.  
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Component 6: continued 
 
Objection 3: What do I need you for? I can put up a sign in my yard just like you would.  
 
Most effective counters: 
1. It's true that your sign will attract buyers, but many of them won't be able to afford 
your home. When I get a call from a house sign, I can prequalify the buyer before 
showing the house and steer them to a house that fits their financial abilities.  
 
2. When you advertise your own home, you have an inventory of one. We currently have 
many (include number) listings. So every call I receive from a buyer gives me a prospect 
of several homes. That means that if you get ten calls from your yard sign, you might 
have five prospects. But if I get ten calls from the houses I've listed, I might have 30 
prospects for your home.  
 
 
Objection 4: If I list my property, it will be with my friend in real estate. 
 
Most effective counters: 
1. It's great to be loyal to your friends. But you know that your home is probably your 
single biggest asset. Do you really think your friend is the person who could get you the 
best price for your home? 
 
2. I've always found that the biggest problem with working with friends is that it's so hard 
to fire them if they don't perform. You take such a risk of losing their friendship and 
wasting a lot of time not selling your house.  
 
3. Can you afford to list your property with a friend for 60 or 90 days, and take the 
chance that it won't sell. If you're planning on buying another home, that's a big gamble. 
Our company sells homes in your area fast (number of days on market). 
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Component 7: Handout 3, 10 Free Things FSBOs Want 
  
 
Include several of these giveaways in a free services package targeted to FSBOs. Use 
others to mail one at a time to FSBOs to build a relationship (See Component 4 for 
mailing suggestions). 
 
• How to get your home ready for sale—this can be the same handout you use for sellers 
who list with you. 
 
 
• How to conduct an open house. 
 
 
• A lead-paint disclosure brochure from HUD and information on how they can obtain a 
supply of lead-paint disclosure pamphlets. 
 
 
• A list of required property disclosure forms. 
 
 
• A list of suggested inspections often required by sellers—home inspection, termite 
inspection, radon, and so forth. 
 
 
• Sellers' and buyers' net sheet for calculating what they will realize in the transaction. 
 
 
• Suggestions on way to market their property—include items here such as listing with 
the MLS, posting on listing Web sites, and suggestions for local papers and home books 
that feature real estate ads.  
 
 
• A brief overview of mortgage financing, including fixed and adjustable loans, points, 
loan-to-value ratios, and so forth. 
 
 
• A sheet explaining how to qualify buyers. 
 
 
• A copy of the HUD 1 Settlement Statement. 
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Component 8: Activity 2, Role Play--FSBOs Face to Face 
  
Use these scenarios to practice techniques for convincing FSBOs to list their properties 
with you.  
 
FSBO Scenario A:  
Susie and Sammy Smith. A successful two career couple—she's in HR, he's an attorney. 
They have one child, with a second on the way. They're moving up to a bigger home in a 
suburb with better schools. They're smart, selling into a strong market, and don't see why 
they should "waste money" on a real estate associate who won't do much for them 
anyway. 
 
FSBO Susie's Talking Points: We're so busy. We work 60 hours a week and hardly have 
any time to spend with our daughter. Plus this second pregnancy seems harder than the 
first.  
 
We're both college-educated professionals who understand contracts and marketing. 
We've also talked to several of our neighbors, so we know what homes are worth in our 
area. 
 
Salesperson's Talking Points: I do this full-time, so I can be available when a buyer 
needs me. And the sellers will still have a life.  
 
Of course, the sellers are probably smart enough to do what has to be done. But why 
spend all the time figuring out something you may not do more than a few times in your 
life. Let someone who has experience do the work for you.  
 
FSBO Scenario B:  
Fred and Ethel Merton. The Mertons have lived in their home for 30 years. Their children 
are grown and they're planning on moving to a condo they own in Florida. They think it 
will be fun to show people around their beautiful home that they've spent so much time 
working on.  
 
FSBO Fred's Talking Points: We have a lot of time on our hands so selling our home 
would give us some thing to do. We love our house and we are proud to show it off—but 
we want our buyers to love it as much as we do. 
 
Salesperson's Talking Points: Why wait to start the exciting new life, with new 
experiences and new friends you'll have in Fla. Because I talk to a great many more 
buyers than you do, I'll have a better chance of finding a buyer who likes your home than 
you will. . 
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Component 8: continued 
 
 
FBSO Scenario C:  
Phil and Phyllis Proctor are a middle-aged couple with two children who moved here two 
years ago because of a company transfer. They had the "world's worst experience" buying 
their home through a competitor and swore they would never work with a real estate 
salesperson again. 
 
FSBO Phyllis's Talking Points: Transferring is so hard for the kids; we just moved here 
three years ago and just as they started to make friends, we have to move again. Plus, 
we're afraid they'll get behind in school. We just felt that the other real estate salesperson 
didn't care about us at all. She never told us what was happening, and she almost made us 
miss the closing because she "forgot" to tell use about repairs that the buyers wanted 
made before closing.  
 
Salesperson's Talking Points: Being in your new home before school starts is guaranteed 
if you let me sell you home. I can show the home even after you've moved. My clients 
love me, and I've got the testimonials to prove it. 
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Component 9: Activity 2, Role Play--FSBOs Face to Face  
Discussion Directors 
 
Divide participants up into pairs and then assign each pair one of the three scenarios to 
role-play for five minutes. Then use a flip chart or chalkboard to write the suggestions for 
responses and share them with participants.  
 
FSBO Scenario A:  
Susie and Sammy Smith. A successful two career couple—she's in HR, he's an attorney. 
They have one child, with a second on the way. They're moving up to a bigger home in a 
suburb with better schools. They're smart, selling into a strong market, and don't see why 
they should "waste money" on a real estate associate who won't do much for them 
anyway. 
 
FSBO issue: Time: They have a busy, hectic life.  
Salesperson response: Time: You would have more time for your job and your family if 
you let someone else take care of the many details of selling a home. 
 
FSBO issue: Intelligence: We're smart, and we can do anything you can do. 
Salesperson response: Intelligence: I'm sure you're able to understand what's involved in 
a real estate transaction and your input on the best selling features of your home would be 
very valuable. But I have experience on my side. I've been selling homes for (number of 
years), and I have been faced with quite a few different situations. After all, would you 
like to have your baby delivered by a brand-new resident or a doctor that's delivered 100 
healthy children. It's not the basics of the transaction; it's how much experience you have 
to know how to react if something goes wrong.  
 
FSBO Scenario B:  
Fred and Ethel Merton. The Mertons have lived in their home for 30 years. Their children 
are grown, and they're planning on moving to a condo they own in Florida. They think it 
will be fun to show people around their beautiful home that they've spent so much time 
working on.  
 
FSBO issue: Lack of urgency. The Mertons already own a home and don't need to sell by 
a set date.  
Salesperson response: Why waste your time hanging around waiting for the house to sell 
when you could be playing golf in Florida. By listing with me and leaving the day-to-day 
selling in my hands, you can be all moved and settled in Florida in time for the holidays.  
 
FSBO issue: Pride in home. The Mertons have a tremendous sentimental attachment to 
their home, and Mr. Merton has spent hours and hours on home improvement. 
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Component 9: continued 
 
Salesperson response: Because we advertise so many properties, we get a huge number 
of buyers coming through our office, many more than you're going to be able to find with 
your own promotions. I'm confident I'll be able to find the perfect buyer who will 
appreciate and care for your home as much as you do. OR (If the owners have had 
prospects not return or seem reluctant to make an offer) Sometimes, it's hard for a buyer 
to be honest about a home with owners like you who have put so much care and love into 
the property. A buyer might like the home, but want to make changes, and feel 
uncomfortable discussing them with you. As an outsider, the buyer will understand that 
I'm objective and feel more comfortable negotiating with me.  
 
FSBO Scenario C:  
Phil and Phyllis Proctor are a middle-aged couple with two children who moved here two 
years ago because of a company transfer. They had the "world's worst experience" buying 
their home through a competitor and swore they would never work with a real estate 
salesperson again. They're also eager to move because Phil's company has transferred 
him again, and he has to start working in the new city in September.  
 
FSBO issue: Concern over timely sale. The entire family would like to move when Phil 
is transferred so that their children could start the new school year in their new city.  
Salesperson response: Currently, our company has been selling homes in your 
neighborhood within (number of days), which should give you plenty to time to close the 
sale and get settled in by September. And if you need to move before the house is sold or 
closed, I can continue to market the home or coordinate property inspections and repairs 
for you. Finally, if necessary, I could help you locate a lender that might provide interim 
bridge financing so you can buy a new home before you close on your current one.  
 
FSBO issue: Earlier bad experience with real estate salesperson. This salesperson's 
carelessness almost lead to sale of the Proctor's last house falling through, which would 
have left them owning two homes.  
Salesperson response: I don't really know the circumstances of your last bad experience, 
so I'm not really in a position to comment on your last salesperson. Unfortunately, real 
estate, like every profession, has a few people who really don't belong in the business. 
But if you don't give good customer service, you usually don't last long in real estate. I've 
been in the real estate business for (number of years) and have hundreds of satisfied 
clients. You can read some of the testimonials in my listing presentation, but if you want 
the chance to talk directly with my clients, I know they'd be glad to talk to you. (Here try 
to mention a client that might be somehow connected to the client--I sold a home last 
month to the sales manager of your company, Phil. Plus, I represented the Jones who live 
in the next block when they bought their home a year ago.) Let me ask them first if they'd 
be willing to chat with you and if they are, I'll ask them to give you a call. 

 



SALES MEETING TOOL KIT: 
 CONVERTING FSBOs 

 
 
Component 10: Activity 4, Getting Fees From FSBOs 
 
 
If your company permits it, you can still gain some income by offering limited service 
options to FSBOs who may not want to enter into a full-service listing agreement. 
 
Free Offers  
Use these offers as ways to build a relationship that leads to a full-service listing. 
 
• Brochure box 
• For Sale signs 
• Flags and open house signs 
• List of advertising sources 
• Free school report for buyers 
 
Income Sources 
If you can secure a full listing, these tasks can bring in some income and keep you in 
contact with the FSBO. And, of course, you can offer to fold all prior charges into your 
commission if the FSBO lists with you before the home is sold.  
• Any transaction-related activity charged on a per hour fee  
 
• Creating a CMA for the property 
 
• Developing a marketing plan for the property 
 
• Listing the home on the MLS 
 
• Showing the property to buyers  
 
• Earning a partial commission if you locate a buyer for the home—commission rate and 
terms should be agreed upon in writing through a letter of agreement signed by both 
parties. 
 
• Negotiating purchase agreement and amount of deposit 
 
• Overseeing inspections and other tasks necessary for closing. 
(In an April 15, 2001, article in Real Estate Broker's Insider, Julie Garton-Good, Garton-
Good Companies, Lenore, Idaho, noted that in a survey she conducted, sellers were 
willing to pay between $1,500 and $2,000 for assistance in negotiating and closing a 
transaction.) 
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Component 11: Other Resources 
 
 
Field Guide to Working with FSBOs prepared by the NATIONAL 
ASSOCIATION of REALTORS library staff.  

If you want to consider fee-for-service options for FSBOs, consult the Fee For Service 
Guide prepared by the NATIONAL ASSOCIATION of REALTORS library staff.  

Suggest that participants read "Warm Calling—Prospecting for FSBOs" and "Six 
Suggestions for FSBOs" in the Sales and Marketing Tool Kit.  

Article Resources  

Farming FSBOS on the Internet, Robert Liparulo, Today's REALTOR, November 1997.  

FSBOs: They're out there and they're not going away, Robert Sharoff, REALTOR 
Magazine Online, August 1999.  

A Look at Four In-House FSBO Programs, Robert Liparulo, Today's REALTOR, June 
1998.  

Your Best Hook for Reeling in FSBOS, Christina Spira, REALTOR Magazine Online, 
October 1997 

 
 

http://lnchilib.realtors.org:255/nbresrch.nsf/8525608600345b9d8525601c005f21a9/3963701ec8f5e44a862568410061d794?OpenDocument
http://lnchilib.realtors.org:255/nbresrch.nsf/8525608600345b9d8525601c005f21a9/6ec6a035b67ad2e18625698300553255?OpenDocument
http://lnchilib.realtors.org:255/nbresrch.nsf/8525608600345b9d8525601c005f21a9/6ec6a035b67ad2e18625698300553255?OpenDocument
http://www.realtor.org/rmotoolkits.nsf/pages/pros07
http://www.realtor.org/rmotoolkits.nsf/pages/list26
http://www.realtor.org/rmotoolkits.nsf/pages/list26
http://www.realtormag.com/rmomag.NSF/pages/FarmingFSBRobArchive1997Nov
http://www.realtormag.com/rmomag.NSF/pages/FSBOsTheyrRobArchive1999Aug
http://www.realtor.org/rmomag.NSF/pages/ALookatFouRobArchive1998Jun
http://www.realtor.org/rmomag.NSF/pages/YourBestHoChrArchive1997Oct
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Part of every successful marketing effort is visualizing the "perfect" buyers for your listing 
and "speaking" directly to them through your advertising. But to ensure that every buyer 
has the equal opportunity to see and make an offer on the "perfect" home, advertising must 
be written and published in compliance with fair housing regulations. Learning both the 
letter of the Fair Housing Act and the subtle variations in language that might 
unintentionally give an exclusionary message help ensure that all buyers have equal 
opportunity to find the "perfect" home for them.  
 
Use this tool kit—including a ready-to-go agenda, activities, and talking points--to help 
improve your salespeople's understanding of the Fair Housing Act as it applies to real 
estate advertising and to let them practice their skills at identifying and eliminating 
exclusionary practices in their property ads.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move 
through the content chronologically. 
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Component 1: Facilitator Talking Points 
 
These notes will guide you and your salespeople through the ways the provisions of the 
Fair Housing Act affect real estate advertising practices.  
Pre-meeting preparation: 

• Review all the meeting documents in this kit  

• Know your local and state fair housing laws and any ways they differ from federal 
statute. If your municipality or state includes protected classes other than those in 
Handout 1, create a separate handout listing those groups.  

• Review your company's policy on fair housing and advertising practices.  

• Ask each participant to bring several copies of two recent property ads they have 
run for properties to the meeting  

Print the following: 
1.  These facilitator notes (Component 1) 
 
2.  The Fair Advertising Practices Agenda (Component 2) 
 
3.  Handout 1: Who is Protected by Fair Housing? (Component 3) 
 
4.  Handout 2: Your Company's Fair Housing Policy? (Component 4) 
 
5.  Activity 1: Quiz: Say It Fairly (Component 5) 
 
6.  Activity 1: Answer Sheet to Say It Fairly (Component 6) 
 
7.  Handout 2: What's in a Word (Component 7) 
 
8.  Activity 2: Advertising Critique—Sample Ads (Component 8) 
 
9.  Activity 2: Suggested Ad Changes (Component 9) 
 
10. Handout 3: Avoiding the Selectivity Trap (Component 10) 
 
11. Activity 3: Let's Play Ad Agency (Component 11) 
 
12. Activity 3: Ad Creation Tips (Component 12) 
 
 

http://www.adsrve.com/linkredirect.php?h=73,28443191,76.7,0
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Component 1: continued 
 
Welcome (1 minute)  
 
True stories (2 min.) 
1. Ask the group about whether any of them have been sued or threatened with suit for a 
fair housing violation by a past client. Ask if they would be comfortable sharing their 
experiences.  
To segue from the true stories to the discussion, tell participants that the NATIONAL 
ASSOCIATION OF REALTORS® Code of Ethics prohibits REALTORS®from printing, 
displaying, or circulating any statement or advertisement with respect to the selling or 
renting of a property that indicates any preference, limitations, or discrimination based on 
race, color, religion, sex, handicap, familial status or national origin.  
 
Background and goals (2 min.) 
Developing targeted advertising that will highlight the features of a property and speak 
specifically to buyers is a key component of successful real estate sales. But it is also 
essential to guard against inadvertent exclusionary wording or graphics in developing 
property advertising.  
 
In this meeting, I'll 

• Review the protected classes under the federal Fair Housing Act and applicable 
state laws.  

• List some common words that might be interpreted as discriminatory.  

• Practice finding and eliminating discriminatory phrases in sample advertisements.  

• Review possible discrimination that may arise from exclusionary ad placement or 
graphic representations.  

• Develop some sample ads that comply with the advertising guidelines of the Fair 
Housing Act.  

Handout 1: Who is Protected by Fair Housing? (5 min.) 
Read this summary of Section 804 of the Fair Housing Act that pertains to advertising 
(Component 3). Ask the group for examples of persons who might fall under each of the 
protected classes, as well as any other groups protected in your area. Next review the 
exceptions to the Fair Housing Act. Point out that even though private owners may not be 
bound by the provisions of the Fair Housing Act in sales or rentals, they may not publish 
discriminatory advertising. 
 

http://www.adsrve.com/linkredirect.php?h=14,28443191,76.7,0
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Component 1: continued 
 
 
Handout 2: Your Company's Fair Housing Policy (5 min.) Distribute copies of your 
company's fair housing policy and briefly review the portions of the policy that pertain to 
advertising. If your company does not have such a policy, use Component 4 to assist you 
in developing a written policy.  
 
Activity 1: Quiz, Say It Fairly (10 min.) 
Have participants complete this short quiz (Component 5) to see if they can pinpoint 
some common causes of discrimination violations in advertising. Call on different 
participants to read the correct answer to each question and why they chose it. Use the 
Answer Sheet to Say It Fairly (Component 6) to lead the discussion.  
 
Handout 3: What's in a Word? (5 min.) 
Review this list of generally acceptable and non-acceptable words for property 
advertising (Component 7). Ask participants if they can suggest words or phrases to add 
to either list. Suggest to participants that a good way to determine if a particular word 
might be discriminatory is to imagine that the ideal buyer for this property is disabled or a 
member of a minority. Then ask yourself if a word would in any way suggest that this 
house is not for this ideal buyer. Remind participants that a good basic guidelines is: 
Describe the property, not the potential buyer or tenant.  
 
Activity 2: Advertising Critique (10 min.) 
Ask participants to pass around copies of their recent ads or use the Sample Ads 
(Component 8). Select two or three depending on the time available), and ask participants 
to point out any words or phrases that might be interpreted as discriminatory. Ask 
participants to suggest alternative language that would not seem discriminatory. Use 
Component 7 as a basis for determining if language might be discriminatory. Use the 
Suggested Ad Changes (Component 9) to discuss changes in the sample ads that will 
bring them into compliance with fair housing regulations.  
 
Handout 4: Avoiding the Targeting Trap (5 min.)  
Ask participants to review this list of selective advertising placement practices 
(Component 10) that can result in inadvertent discrimination. Ask participants for 
suggestions on ways to focus property advertising without falling into the targeting trap.  
 
 
 
 
 
 

http://www.adsrve.com/linkredirect.php?h=624,28443191,76.7,0
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Component 1: continued 
 
 
Activity 3: Let's Play Ad Agency (10-15 min.)  
Give participants the opportunity to develop a property ad based on fair housing 
compliance principles they have learned. Depending on time available, either have 
participants create ads for the Let's Play Ad Agency property descriptions (Component 
11) as a group, or divide participants into three groups. Use the Ad Creation Tips 
(Component 12) to give examples of acceptable and unacceptable word choices based on 
these descriptions.  
 
Adjourn, and thank participants for their time. 
 
Running Time: 55 min 
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Component 2: Agenda 
 
 
Welcome ( 1 min.) 
 
True stories (2 min.) 
 
Background and Objectives (2 min.) 
 
In this meeting we will: 

• Review the classes of individuals protected under the Federal Fair Housing Act 
and subsequent legislation and any additional groups protected by fair housing 
legislation in your state.  

• Review your company's policy on fair housing  

• Learn some words and phrases to avoid in developing advertising.  

• Evaluate some ads to detect fair housing violations.  

• Practice developing ads that comply with the Fair Housing Act.  

 
Handout 1: Who Is Protected by Fair Housing (5 min.) 
Review the groups covered by fair housing legislation, and a few exceptions. 
 
Handout 2: Your Company's Fair Housing Policy (5 min.) 
Review your own guidelines for nondiscrimination.  
 
Activity 1: Say It Fairly (5 min.) 
Test your advertising phrases that may violate fair housing laws. 
 
Handout 3: What's In A Word? (5 min.) 
Learn which words will get you in fair housing hot water.  
 
Activity 2: Advertising Critique 
Use your knowledge to recognize and eliminate fair housing violations from some sample 
ads. 
 
 

http://www.adsrve.com/linkredirect.php?h=41,28443191,overture.com,1


SALES MEETING TOOL KIT:  
FAIR ADVERTISING PRACTICES 

 
Component 2: continued 
 
 
Handout 4: Avoiding the Selectivity Trap ( 5 min.) 
Review these easily overlooked mistakes in ad design and placement that can result in 
fair housing violations.  
 
Activity 3: Let's Play Ad Agency (10-15 min.) 
Use your creativity to develop effective, compliant ads.  
 
 
Adjourn 
 
 
Running Time: 55 minutes  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 



 
SALES MEETING TOOL KIT: 

 FAIR ADVERTISING PRACTICES 
 
 
Component 3: Handout 1, Who is Protected by Fair Housing? 
 
Section 804 of the Fair Housing Act states that it is unlawful to make, print, or publish or 
cause to be made, printed, or published, any notice, statement, or advertisement, with 
respect to the sale or rental of a dwelling that indicates any preference, limitation, or 
discrimination based on: 

• race  

• color  

• religion  

• handicap—including physical and mental impairments, AIDS and HIV, 
alcoholism, and prior drug addiction. Current drug addiction or conviction for the 
sale or manufacture of drugs does not entitle a person to handicap status.  

• familial status—any children under 18 years of age who lives with a parent or 
custodian. Also includes pregnant women and those in the process of adoption.  

• national origin  

• sex  

 
or any intention to make any such preference, limitation, or discrimination. 
 
Exceptions to Fair Housing Provisions 

• Housing intended solely for the elderly. To qualify for this exemption, 80 percent 
of the units must be occupied by at least one person 55 and older and the policies 
and procedures of the property must demonstrate that the property is intended for 
the elderly.  

• Religious organizations that own or operate dwellings for other than commercial 
purposes. These groups may limit sale and rental to persons of the same religion, 
provided that membership in that religion is not restricted by race, color, or 
national origin.  
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SALES MEETING TOOL KIT: 
 FAIR ADVERTISING PRACTICES 

 

Component 3: continued 

 

• Shared-living arrangements, in which roommates all use the same portions of a 
dwelling, may advertise preferences based on sex.  

 
Although private owners selling their own properties and private landlords who live on 
the premises occupied by four or fewer families may show preferences in the sale or 
rental of their property (with the exception of race), they may not publicize (advertise) 
the intent to screen prospective buyers or renters. 
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SALES MEETING TOOL KIT: 
 FAIR ADVERTISING PRACTICES 

 
 

Component 4:  Suggestions for a Company Fair Housing Policy 
 
 
 
While having a written fair housing policy does not guarantee that a company will not be 
charged with violations of the Fair Housing Act, it does provide guidelines for sales 
associates and serves as evidence of the company's intent to provide equal opportunity to 
all customers. Use these guidelines as a starting point for developing a company fair 
housing policy.  
 
1. Develop a written statement of the company's public commitment to policies of 
nondiscrimination in all real estate activities, including advertising. 
 
2. Distribute this policy to all sales associates and ensure that all associates receive 
training in fair housing compliance. 
 
3. Assign a company "fair housing officer" to keep current on any law changes and to 
answer questions on fair housing issues that arise. 
 
4. Develop an "equal service report" to ensure that all prospects are asked the same 
qualifying questions. Encourage associates to retain copies of these reports for two years 
as proof of fair treatment.  
 
5. Keep records of all advertisements and ad placements for two years as proof of fair 
advertising policies. 
 
6. Monitor associate behavior for possible discrimination and take action to correct 
failures in performance.  
 
Excerpted from Don't Risk It: A Broker's Guide to Risk 
Management, 2nd edition, published by the NATIONAL ASSOCIATION OF 
REALTORS®. 
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SALES MEETING TOOL KIT: 

 FAIR ADVERTISING PRACTICES 
 

 
Component 5:  Activity 1, Say It Fairly Quiz 
 
 

 
Take this brief quiz and test your understanding how the Fair Housing Act applies to 
advertising.  
 
1. You must include an Equal Opportunity logo in ads larger than 3 inches by 3 inches 
that promote residential property for sale.  
 
T F 
 
2. The description of a house used on the local MLS is also subject to fair housing 
guidelines. 
 
T F 
 
3. Indicating in an ad that a property has handicapped accessibility is a violation of the 
Fair Housing Act. 
 
T F 
 
4. Brokers are liable for discrimination in ads placed by sales associates even if they had 
no knowledge of the ad before publication. 
 
T F  
 
5. It is acceptable to use only white models in your advertising provided that your market 
area is at least 85 percent white and that you do not include any discriminatory language 
in the copy of your ads.  
 
T F 
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SALES MEETING TOOL KIT:  
FAIR ADVERTISING PRACTICES 

 
 
Component 6: Activity 1, Say It Fairly Quiz Answers 
 
 
 
1. You must include an Equal Opportunity logo in ads larger than 3 inches by 3 inches 
that promote residential property for sale.  

Answer: False. The Fair Housing Act does not require the use of Equal 
Opportunity logo or slogan in any ad. However, using the logo is good evidence 
of the company's commitment to fair housing compliance. Regulations do require 
the display of the HUD fair housing poster at the brokerage office and at 
dwellings under construction.  

 
2. The description of a house used on the local MLS is also subject to fair housing 
guidelines. 

Answer: True. Information made available over an MLS, including any 
comments on the listing, is subject to the same fair housing guidelines as any 
other form of advertising.  

 
3. Indicating in an ad that a property has handicapped accessibility is a violation of the 
Fair Housing Act. 

Answer: False. Information on accessible features such as ramps and grab bars is 
permissible in advertising a dwelling for either sale or rental.  

 
4. Brokers are liable for discrimination in ads placed by sales associates even if they had 
no knowledge of the ad before publication. 

Answer: True. Brokers may be named in any discrimination suits brought against 
agents under their control. To protect themselves, brokers should have a written 
company fair housing policy, train all associates in fair housing practices, and 
take prompt action to identify and correct failures in performance. Note: If teh 
brokerage is incorporated, it is generally the corporation that is liable, not an 
innocent broker personally.  

 
5. It is acceptable to use only white models in your advertising, provided that your market 
area is at least 85 percent white and that you do not include any discriminatory language 
in the copy of your ads.  

Answer: False. Advertising that uses only models of one race over an extended 
period of time is considered discriminatory. Models used in property advertising 
should also include both sexes, children, persons with a variety of disabilities, and 
a diversity of racial and ethnic representatives.  

 
 
 



 
SALES MEETING TOOL KIT: 

 FAIR ADVERTISING PRACTICES 
 
 
Component 7: Handout 3, What's in A Word? 
  
 
Choosing the best word in your ads not only attracts buyer but guards against 
discrimination. In selecting wording for your property ads:  

• Avoid any words or phrases in advertising that convey the preference of one 
group over another. When in doubt use words that describe features on the 
property—jogging trail—rather than the features of the buyer who might want to 
use the feature—great for joggers.  

• Avoid words or phrases relating to race, color, religion, age, familial status, or 
national origin to describe the dwelling, the area, the tenants, or the owners. For 
example, Hispanic neighborhood, adult building  

• Avoid catchwords such as "exclusive," "private," or "integrated" to convey 
preferences for one group over another.  

• Never write directions that include references to well-known racial, ethnic, or 
religious landmarks.  

 
Acceptable Words  
Family room 
Cozy  
Near Radner Elementary School 
Friendly neighborhood  
Secluded 
Private driveway/entrance  
Quality construction 
Mother-in-law suite 
Play area  
Prestigious  
 
 
 
 
 
 
 
 



 
 

SALES MEETING TOOL KIT: 
 FAIR ADVERTISING PRACTICES 

 
 
Component 7: continued 
 
 
Words to Avoid 
Perfect for singles 
Ideal for couple 
Empty nesters 
Near St. Michael's Catholic Church (Avoid Locations or landmarks that have religions or 
ethnic overtones.) 
Integrated neighborhood 
Restricted community 
Senior citizens (except for qualified housing for older persons) 
Active 
Adult 
Singles 
Executive  
Board approval required 
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SALES MEETING TOOL KIT: 
FAIR ADVERTISING PRACTICES 

 
 
Component 8: Activity 2, Advertising Critique 
 
 
 
These sample ads illustrate some commonly used promotional phrases that violate Fair 
Advertising practices.  
 
  
Exclusive Home On Golf Course 
Retire with your spouse in luxury to this stylish 3-bedroom home with pool. Cabana 
equipped with grab bars and ramp could easily convert to mother-in-law suite or 
guesthouse. Cathedral ceilings and great view of private lake. Short walk to health club 
helps you stay physically fit.   
  
 
H
If you're good at fixing
is for you. Secure neighborhood near Loyola Cathedral School, Bethel Synagogue and 
Lantry Grocery. Get in on the ground floor of this quiet, rapidly improving neighborhoo
 

andyman's Dream 
 things and aren't too busy to spend some sweat equity, this home 

d.  

ozy Cottage 
 so quaint, you'll think you're in the country. Perfect for a single or young 

ure 

 

 
  
C
This tiny gem is
couple ready to buy their first home or empty nesters who want to downsize. Two 
bedrooms and recently renovated bathroom makes this home ready to occupy. Mat
garden. Walk to library and park with play area. 
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SALES MEETING TOOL KIT: 

 FAIR ADVERTISING PRACTICES 
 
 
Component 9: Activity 2, Suggested Ad Changes 
 
Exclusive Home On Golf Course 
Retire with your spouse in luxury to this stylish 3-bedroom home with pool. Cabana 
equipped with grab bars and ramp could easily convert to mother-in-law suite or 
guesthouse. Cathedral ceilings and great view of private lake. Short walk to health club 
helps you stay physically fit.  

 
Suggested changes: 
"Exclusive" might imply restrictions on minorities—change to "Desirable" or 
"Tranquil" 
 
"Retire" might imply preference for senior citizens—inappropriate unless 
community is age restricted 
 
"Grab bar" and "ramp" (accessibility features) are permitted even though they 
indicate facilities for seniors or handicapped. 
 
"Mother-in-law suite" is considered by HUD to be an acceptable description of a 
separate unit. 
 
"Health club" is permissible because it states a feature of the property without 
implying a preference for those who might take advantage it.  
 
"Short walk" and "physically fit" might imply discrimination against persons with 
disabilities. It's better to say a health club is nearby. 

 
Handyman's Dream 
If you're good at fixing things and aren't too busy to spend some sweat equity, this home 
is for you. Secure neighborhood near Loyola Cathedral School, Bethel Synagogue, and 
Lantry Grocery. Get in on the ground floor of this rapidly improving, quiet neighborhood.  

 
Suggested changes: 
"Handyman's" is permissible, since it is used as a generic description—Fixer-
upper would be even better.  
 
Loyola Cathedral School and Bethel Synagogue might imply preferences for 
buyers of those religions, substitute near places of worship. 
 
Secure and improving neighborhood might imply a racially mixed neighborhood 
and should be avoided. 
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Component 9: continued 
 
Cozy Cottage 
This tiny gem is so quaint, you'll think you're in the country. Perfect for a single or young 
couple ready to buy their first home or empty nesters who want to downsize. Two 
bedrooms and recently renovated bathroom makes this home ready to occupy. Mature 
garden. Walk to library and park with play area.  

 
Suggested changes: 
Cozy is permissible because even though it implies a small size, it does not 
indicate a desire to limit the number of occupants. Single, young couple, and 
empty nester all imply a preference for families without children and should be 
avoided.  
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SALES MEETING TOOL KIT: 

 FAIR ADVERTISING PRACTICES 
 
 

Component 10: Handout 4, Avoiding the Targeting Trap 
 
 
In many cases, advertising violates the Fair Housing Act because of poor word choices. 
But pictures, graphics, and media placement strategies may also result in exclusionary 
advertising. Consider these three major causes of nonverbal violations and some 
strategies for avoiding them.  
 
1. Avoid selective use of advertising media. For example, as a general rule, do not run 
ads in zoned editions of newspapers or specialty newspapers (for example, a paper in a 
foreign language) that are distributed only in particular geographic areas or targeted to a 
particular ethnic or national group. Such an advertising strategy is particularly suspect if 
the decision is based on limiting the awareness of the property among certain protected 
groups. Using selective advertising media on a regular basis has the effect of preventing 
other groups from learning about the property.  

Solution: Formulate your market based on other criteria—income, desire for a 
maintenance-free lifestyle, desire for lots of room for entertaining, access to 
activities—which do not depend on their inclusion in or exclusion from a 
protected class. Advertise property in a broad range of media.  

 
2. Avoid using human models representing only one group in an advertising 
program. Models should be clearly definable as representing majority and minority 
groups, both sexes, persons with various disabilities, and children.  

Solution: Either avoid the use of human models in photos or graphics, or plan a 
series of ads that rotate illustrations featuring different groups.  

 
3. Avoid erratic use of the Equal Housing Opportunity logo or statement. Although 
using these symbols in ads is optional, using it only in some ads might be considered a 
subtle signal that minority buyers are welcome for only some homes.  

Solution: Although it is not legally required, make a habit of using the equal 
opportunity logo in all ads of four column inches or larger (in line with HUD 
guidelines) as a way to demonstrate a commitment to fair housing. 
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SALES MEETING TOOL KIT: 
 FAIR ADVERTISING PRACTICES 

 
 
Component 11:  Activity 3, Let's Play Ad Agency 
 
 
Use these three property descriptions to create sample ads that comply with the Fair 
Housing Act. 
 
1. Property Details: Four-bedroom, three-bath house, brick colonial, established 
neighborhood, finished basement, ½ acre lot professionally landscaped with built-in 
putting green and brick barbecue for entertaining. Near historic town center with 
Weslyan Church, Old Court House, Old North Cemetery, park with jogging trail and 
workout area, and restaurants. No schools nearby. Priced at $500,000 (top end of market).  
 
2. Property Details: A large old house near a university occupied by the owner. She is 
an elderly lady who wants to rent an upstairs floor finished as a separate apartment, with 
small kitchen and separate entrance. She does not want students because she thinks they 
are noisy and will not take care of her house. She will lower rent for the "right person."  
 
3. Property Details: A modern house just built in a rapidly gentrifying in-fill 
neighborhood that five years ago had the highest crime rate in the city. Two large 
bedrooms, deck with Jacuzzi, and eat-in kitchen. Garage and small backyard. Priced at 
mid-market for new construction in the area. 
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SALES MEETING TOOL KIT 

 FAIR ADVERTISING PRACTICES 
 
 
Component 12:  Activity 3, Ad Creation Tips 
 
 
 
1. Property Details: Four-bedroom, three-bath house, brick colonial, established 
neighborhood, finished basement, ½ acre lot professionally landscaped with built-in 
putting green and brick barbecue for entertaining. Near historic town center with 
Weslyan Church, Old Court House, Old North Cemetery, park with jogging trail and 
workout area, and restaurants. No schools nearby. Priced at $500,000 (top end of market).  

Ad tips: 

o Don't promote this as empty-nester home.  
o Don't tie location to church.  
o Mention jogging trail, but don't promote "to joggers".  
o Avoid words such as executive and exclusive.  

 
2. Property Details: A large old house near a university occupied by the owner. She is 
an elderly lady who wants to rent an upstairs floor finished as a separate apartment, with 
small kitchen and separate entrance. She doesn't want students because she thinks they 
are noisy and will not take care of her house. She will lower rent for the "right person."  

Ad tips: 

o Avoid phrases such as "right person," which might be considered 
discriminatory.  

 
3. Property Details: A modern house just built in a rapidly gentrifying in-fill 
neighborhood that five years ago had the highest crime rate in the city. Two large 
bedrooms, deck with Jacuzzi, and eat-in kitchen. Garage and small backyard. Priced at 
mid-market for new construction in the area.  

Ad tips: 

o Even though house is small, avoid mentioning its suitability for a couple 
or single.  

o Avoid mention of improved safety and gentrification, which might imply a 
preference for non-minorities in the neighborhood.  
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Component 13: Other Resources 
 
 
Field Guide to Fair Housing  

Four Ways to Avoid Discrimination in Your Ads  

Fair Housing Quiz  

8 Real-Life Fair Housing Violations  
 
Fair Housing in the Trenches  
 
Fair Housing Compliance Checklist 
 
5 Keys to Reducing Fair Housing Liability 
 
4 Strategies from a Fair Housing Trainer 
 
Red Flags for Potential Violations 
 
2 Discrimination Cases: You Be the Judge  

Fair Advertising Practices  

Watch Your Language  

Illegal Target Marketing  

Fair Housing and Disabilities  

Comply With the ADA at the Brokerage Office  

Field Guide to Complying with the ADA  

NAR's Commitment to Fair Housing 
 
 
 

http://www.realtor.org/libweb.nsf/pages/fg705
http://www.realtor.org/rmotoolkits.nsf/ca2dae5fa466338d862567e6004ad5ff/b33a895c2bf9089086256d8600774d60?OpenDocument#one
http://www.realtor.org/rmoquiz2.nsf/FairHousingQuiz?OpenForm
http://www.realtor.org/rmotoolkits.nsf/pages/brokerrisk24?OpenDocument
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Component 13: continued 

 

NAR's At Home With Diversity Program: Fair Housing Resources 
 
At Home With Diversity: Other Resources 
 
REALTOR.org Store: Risk Management Publications 
 
Fair Housing Talking Points 
 
Legal Case Search 

 

http://www.realtor.org/divweb.nsf/FairHousing?OpenView
http://www.realtor.org/divweb.nsf/pages/weblinks?OpenDocument
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Component 2: The Negotiating Agenda  
 
Component 3: Handout 1, Tips for Better Negotiations  
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SALES MEETING TOOL KIT: 
 NEGOTIATING RESOLVABLE DIFFERENCES 

 
 

 
 

Negotiating skills are a critical weapon in your real estate arsenal. Your ability to negotiate often 
determines how many listings a company obtains, how rapidly those listings are converted into 
offers, and how many offers are converted into closed sales. The ability to resolve temporary 
conflicts and disagreements between the parties to a real estate transaction makes everybody—
buyer, seller, salesperson, associate, and real estate company—a winner.  
 
Use this tool kit—including ready-to-go agenda, activities, and talking points—to help your 
salespeople improve their negotiating skills and close more deals. 
 
Each element in this tool kit (worksheets, notes) is numbered at the top of the page so you can 
easily move through the content chronologically 
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SALES MEETING TOOL KIT:  

NEGOTIATING  RESOLVABLE  DIFFERENCES 
 
 
Component 1: Facilitator Talking Points 
 
 
 
 These notes will guide you and your salespeople through a discussion and 
activities to improve negotiating skills.  
 
Before the meeting: 

• Review all the meeting documents in this kit  

 
Print the following: 
 
1.   These facilitator notes—Component 1 
 
2.   The Negotiating Agenda—Component 2 
 
3.   Handout 1: Tips for Better Negotiations—Component 3 
 
4.   Activity 1: Emotion vs. Logic—Component 4 
 
5.   Activity 1: Emotion vs. Logic Idea Sheet—Component 5 
 
6.   Activity 2: Reading Non-Verbal Signals—Component 6 
 
7.   Activity 2: Reading Non-Verbal Signals Answer Sheet—Component 7 
 
8.   Handout 2: Avoiding an Impasse—Component 8 
 
9.   Activity 3: Negotiating Scenarios—Component 9 
 
10. Activity 3: Negotiating Scenarios Idea Sheet—Component 10 
 
11. Handout 3: Responding to Common Objections—Component 11 
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SALES MEETING TOOL KIT: 
NEGOTIATING  RESOLVABLE  DIFFERENCES 

 
 
Component 1: continued 
 
Welcome (1 min.)  
 
True stories (2 min.) 
 
 
To get the meeting going, 
1. Ask participants if any of them want to share stories of frustrating negotiations that 
turned out well. Or offer a story of your own. 
2. Ask participants to estimate how many of their sales fell through during the 
negotiation.  
 
Background and objectives (2 min.) 
Negotiation is not a contest, but a process designed to bring both parties to an agreement 
of mutual benefit. There may be conflict during a negotiation, but a successful 
negotiation is one where problems are resolved and everyone involved feels like a 
winner.  
 
In this meeting, we will: 

• Review and discuss negotiating tips that apply to every negotiating situation.  

• Explore the roles of emotion and logic in negotiations, and demonstrate how to 
respond to different levels of emotional/logical responses.  

• Demonstrate a few of the non-verbal signals that give clues to a person's attitudes.  

• Examine a few ways to get a negotiation started again when it reaches an impasse.  

• Give you the chance to try out your negotiating skills in some sample scenarios.  

 
Handout 1: Tips for Better Negotiations (10 min.)  
Ask participants to read each negotiating tip aloud to the group and describe a situation 
where they have applied or failed to apply this tip. Ask the group for ideas on ways the 
tip could have been used in each situation described or for other tips they could share 
with the group. 
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SALES MEETING TOOL KIT:  

NEGOTIATING  RESOLVABLE  DIFFERENCES 
 
 
Component 1: continued 
 
 
Activity 1: Emotion vs. Logic (10 min.)  
Explain that everyone's actions are influenced by both emotion and logic. Identifying the 
influence of each factor on other parties to a negotiation and deciding where each falls 
along the emotion-logic continuum offers negotiators a clue on how to communicate  
effectively. Use the handout for Activity 1 to describe the traits of the four personality 
types listed on the left-hand side of the page. After you describe each personality type, 
ask participants to suggest the most effective ways to communicate with that type of 
individual and write these ideas on a flip chart. Use the Emotion vs. Logic Idea Sheet 
(Component 5) to prompt the discussion.  
 
Activity 2: Reading Non-Verbal Signals (5-7 min.) 
Demonstrate, or ask a volunteer to demonstrate, each of the non-verbal signals listed on 
the handout. Ask participants to suggest the attitude that each gesture indicates. Use the 
Non-Verbal Signals Idea Sheet (Component 7) to direct and prompt the discussion.  
 
Handout 2: Avoiding an Impasse (5 min.) 
Use this handout to discuss strategies for getting the negotiation started again if it stalls. 
Ask participants for other tactics they have tried to break a negotiation impasse. Some 
ideas include: splitting the difference, using questions to ask for more explanation of a 
point of disagreement, postponing the session to another time. 
 
Activity 3: Negotiating Scenarios (10–20 min.) 
Ask one participant to read each of the negotiating scenarios and suggest a good response 
to the tactic. Then ask the group for other possible responses. Use the Negotiating 
Scenarios Idea Sheet (Component 10) to prompt the discussion.  
 
Handout 3: Responding to Common Objections (5–10 min.) 
Use this handout to review common objections participants may hear from buyers and 
sellers. Ask a participant to read each objection and the suggested response. Then ask the 
group for other possible responses to these statements.  
 
Adjourn  
Wrap up with a summary of the meeting. 
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SALES MEETING TOOL KIT: 

 NEGOTIATING  RESOLVABLE  DIFFERENCES 
 
 
Component 2: Agenda 
 
Welcome (2 minutes) 
 
True stories (1-2 min.) 
 
Background and objectives (2 min.)  
 
Handout 1: Tips for Better Negotiations ( 5 min.)  
Review these negotiating tips, and suggest some of your own. 
 
Activity 1: Emotion vs. Logic (10 min.) 
Recognize the roles that emotion and logic play in a negotiation and how to adapt your 
negotiation to the use each effectively. 
 
Activity 2: Reading Non-Verbal Signals (5 min.)  
Learn to recognize some common non-verbal clues to feelings and attitudes.  
 
Handout 2: Avoiding an Impasse (5 min.) 
Discuss ways to get the negotiation started again if it stalls. 
 
Activity 3: Negotiating Scenarios (10 min.)  
Use these situations to apply negotiating principles to actual scenarios.  
 
Handout 3: Responding to Common Objections (5 min.) 
Review some often-heard objections and learn about how you should respond to keep the 
negotiation going.  
 
Adjourn 
 
Running time: 45 minutes 
 
 
 
 
 
 
 
 
 
 

http://www.adsrve.com/linkredirect.php?h=97,28443191,realtor.org,1
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Component 3: Handout 1, Tips for Better Negotiations 
 
 
Becoming a successful negotiator takes practice, but starting off with some helpful expert 
tips gives you a head start on the process.  
 
· Be prepared. It works in negotiation just like in the Boy Scouts. Be sure that all the 
facts are available and verified before the negotiation begins. Postponements for fact 
finding can cause a negotiation to bog down.  
 
· Present a united front. You represent clients and must act on their wishes. You may 
not agree with their position, but don't share that with the other side during a negotiation. 
In private, you can try to get your clients to change their mind.  
 
· Leave your attitude at the door. Don't let your personal opinions of the parties or the 
situation cloud your judgment or endanger the transaction. Treat everyone in the 
negotiation with respect. If you disagree, disagree with an idea, not the person. 
 
· Hold something back. Plan in advance what concessions your clients are willing to 
make and then use these concessions when the bargaining gets underway. 
 
· Don't sweat the small stuff. Never let a negotiation bog down over a minor point. If 
you can't agree, put the point aside and come back to it later. Concentrate on getting 
agreement on major points such as price and terms.  
 
· Get all the decision makers together. Nothing is more frustrating than to think you 
have an agreement to find that someone else must sign off on it.  
 
· Avoid distractions. Choose a location that is pleasant, quiet, and away from confusion. 
Ask everyone to turn off phones and pagers and don't accept calls until the negotiation is 
complete. 
 
· Don't share information unnecessarily. Knowledge is power in a negotiation, so 
telling the other side extra information may weaken your own negotiating position. 
Conversely, learn as much about your opponent as you can.  
 
· Just keep quiet. Greeting an offer or concession with silence undermines the other 
side's power and often props an immediate reaction.  
 
· Leave something on the table. Remember that a successful negotiation is not the same 
as grinding the opponent into the ground. No one should leave a negotiation angry; you 
never know when you might have to negotiate with these same people again. 

http://www.adsrve.com/linkredirect.php?h=410,28443191,,1
http://www.adsrve.com/linkredirect.php?h=309,28443191,,1
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Component 4: Activity 1, Emotion vs. Logic 
 
 
The actions of every individual are motivated by a combination of emotion and logic. 
Where individuals fall on the emotion-logic continuum determines their communication 
style and provides clues on how to negotiate with them successfully. How would you 
communicate with these four types of people? 
 
 
 
Emotion-logic continuum:  
emotion emotion/logic logic/emotion logic 
Verbalizer Reasoner Convincer Rationalizer 
 
 
How to negotiate with various types of people:  
Traits Identification Criteria How to Communicate 
How to deal with emotion 
 
The Verbalizer 

• prefers talking through 
issues 
• does not like detail, charts, 
etc. 
• skips from topic to topic 
• may seem indecisive 
gets bored easily 

 

How to deal with 
emotion/logic 
 
The Reasoner 

• prefers to listen instead of 
talk 
• prefers not to take charge 
• may defer to others for 
assistance in negotiating  
• moves at own pace 
values not making a bad 
decision over taking a more 
aggressive approach 
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Component 4: Activity 1, Emotion vs. Logic 
 
 
How to deal with  
logic/emotion 
 
The Convincer 

• is equally comfortable 
talking and listening  
• likes negotiation and likes 
to win 
• uses people skills and logic 
equally well 
• stays focused on the 
process as long as it serves 
end result  
will negotiate at the expense 
of others 

 

How to deal with logic 
 
The Rationalizer 

• prefers to listen as long as 
talk is direct and not wasting 
time  
• values details and back-up 
materials 
• often comes across as cold
• wants to get to the "bottom 
line' as quickly as possible  

 

 
 
 
Adapted from "The 3Ps of Negotiating," by John C. Ritchie Jr., published by South-
Western Publishing 2001 (800/347-7707). This book is used in the negotiating course 
taught through the Education Center of Realtor.org. 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.naruniversity.com/includes/content.real?action=Catalog&state=International&abrv=INT&Locale=Course&CourseID=189585&iCNID=48315&iSem=2377
http://www.adsrve.com/linkredirect.php?h=506,28443191,realtor.org,1
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Component 5: Activity 1, Emotion vs. Logic Idea Sheet 
 
 
The actions of every individual are motivated by a combination of emotion and logic. 
Where individuals fall on the emotion-logic continuum determines their communication 
style and provides clues on how to negotiate with them successfully. How would you 
communicate with these four types of people? Prompt your group with these 
communication ideas. 
 
Emotion-logic continuum:  
emotion emotion/logic logic/emotion logic 
Verbalizer Reasoner Convincer Rationalizer 
 
How to negotiate with various types of people:  
Traits Identification Criteria How to Communicate 
How to deal with emotion 
 
The Verbalizer 

• prefers talking through issues
• does not like detail, charts, 
etc. 
• skips from topic to topic 
• may seem indecisive 
gets bored easily 

• Ask questions requiring 
commitments during the 
process. 
• Get something in writing 
defining expectations. 
• Don't spend too long on a 
point. 
• Appeal to "gut instincts".  

How to deal with 
emotion/logic 
 
The Reasoner 

• prefers to listen instead of talk
• prefers not to take charge 
• may defer to others for 
assistance in negotiating  
• moves at own pace 
values not making a bad 
decision over taking a more 
aggressive approach 

• Supply a combination of 
verbal support and logical 
details.  
• Avoid applying pressure or 
rushing. 
• Create good feelings about 
the negotiation. 
• Be patient.  
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Component 5: continued 
 
 
How to deal with  
logic/emotion 
 
The Convincer 

• is equally comfortable 
talking and listening  
• likes negotiation and likes 
to win 
• uses people skills and logic 
equally well 
• stays focused on the 
process as long as it serves 
end result  
will negotiate at the expense 
of others 

• Clearly define the 
boundary of the end result. 
• Make few concessions or 
risk losing respect.  
• Keep control of the 
negotiation. 
• Allow a small advantage 
to give the illusion of 
control. 

How to deal with logic 
 
The Rationalizer 

• prefers to listen as long as 
talk is direct and not wasting 
time  
• values details and back-up 
materials 
• often comes across as cold
• wants to get to the "bottom 
line' as quickly as possible  

• Move the negotiation 
along as rapidly as possible. 
• Support any difference of 
opinion you have with 
focused facts. 
• Stay on track and avoid 
distractions. 

 
 
 
 
Adapted from "The 3Ps of Negotiating," by John C. Ritchie Jr., published by South-
Western Publishing 2001 (800/347-7707). This book is used in the negotiating course 
taught through the Education Center of Realtor.org. 
 
 
 
 
 
 
 
 
 
 

http://www.naruniversity.com/includes/content.real?action=Catalog&state=International&abrv=INT&Locale=Course&CourseID=189585&iCNID=48315&iSem=2377
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Component 6: Activity 2, Reading Non-Verbal Signals 
 
 
How do you interpret these non-verbal signals? 
 
Arms crossed on chest  
 
Unbuttoned coat  
 
Sitting on edge of chair  
 
Doodling  
 
Turned sideways to you  
 
Hands over mouth  
 
Moving closer to you  
 
Hands in steeple  
 
Clinched fists  
 
Hands behind head/leaning back  
 
Compiled from "The Art of Negotiating," tape series by Gerard I. Nierenberg, 
Nightengale-Conant Corp. 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.audible.com/huffman/store/amazonProduct.jsp?amazonCategory=product&productID=BK_DOVE_000368&source_code=WSAZS01001102000&scic=0
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Component 7: Activity 2, Reading Non-Verbal Signals Idea Sheet 
 
 
Use this answer sheet to prompt your group for the correct interpretations. 
 
 

Arms crossed on chest Defensive 
Unbuttoned coat Open  
Sitting on edge of chair Eager 
Doodling Bored 
Turned sideways to you Suspicious 
Hands over mouth  Doubtful 
Moving closer to you Accepting  
Hands in steeple Confidant 
Clinched fists Frustrated 
Hands behind head/leaning back Dominant 
 
 
Compiled from "The Art of Negotiating," tape series by Gerard I. Nierenberg, 
Nightengale-Conant Corp. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.audible.com/huffman/store/amazonProduct.jsp?amazonCategory=product&productID=BK_DOVE_000368&source_code=WSAZS01001102000&scic=0
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Component 8: Handout 2, Avoiding an Impasse 
 
 
• Set a time by which you must finish the negotiation because of another appointment 
or a business trip. Knowing that the clock is ticking helps keep the negotiation going. 
 
• Break an insoluble problem into several parts, and try to solve one at a time.  
• Set an insoluble problem aside. Make a note of the point of disagreement, and come 
back to it at the end of the negotiation. If you're very close to a deal, both parties will be 
motivated to find a solution to this last piece of the puzzle.  
 
• Take a break or change the setting. It gives people a chance to relax and may break 
an impasse. 
 
• Ask the other side for help. "How do you suggest we solve this problem?" 
 
• Review the points that you agree upon to create an atmosphere of shared interest. 
 
• Give a small concession. It lets the other side save face and may prompt a concession 
in return.  
 
• Eat something. Talking a break for lunch or refreshments can break tension.  
 
 
Some of the tips on this handout were adapted from Power Real Estate Negotiation, by 
William H. Pivar and Richard W. Post, Real Estate Education Co., 1990. (out of print) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 

http://www.amazon.com/exec/obidos/ASIN/0884628981/realtormagazineo
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Component 9: Activity 3, Negotiating Scenarios 
 
 
Directions: Read each scenario and suggest a way to respond that would counter the 
tactic. 
 
Tactic: A sense of urgency  

Other side says 
If your client makes an offer on a property, the seller's representative might say: "I must 
warn you that we have gotten several offers and your offer is pretty low."  

Your response: 
 
Tactic: Money problems 
 
Other side says 
If they like a property but want to negotiate price, interested buyers might say: 
"I'd love to pay the asking price, but there is a salary freeze at my company (or did not 
get the expected promotion, unexpected expenses came up), and this is as much as I can 
afford to pay." 
 
Your response: 
 
Tactic: Lower commission 
 
Other side says: 
Will you're negotiating the listing agreement, the sellers might say: "We need the full 
amount of the sale price to afford our new house (we need to be able to afford to get the 
house presentable, we need extra money to fix up our new place), so I can't pay you a full 
commission." 
 
Your response: 
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Component 10: Activity 3, Negotiating Scenarios Idea Sheet 
 
 
Directions: Read each scenario and suggest a way to respond that would counter the 
tactic. 
 
 
Tactic: A sense of urgency 
Other side says: 
If your client makes an offer on a property, the seller's representative might say: "I must 
warn you that we have gotten several offers and your offer is pretty low." 
 
 
 
Your response: "We are anxious to hear if your client accepts our offer or has a 
counteroffer."  
 
OR  
 
"I'm pretty sure that our offer is comparable to the sale prices of other homes in the 
neighborhood." 
 
 
Tactic: Money problems 
Other side says:  
If they like a property but want to negotiate price, interested buyers might say: 
"I'd love to pay the asking price, but there is a salary freeze at my company (or did not 
get the expected promotion, unexpected expenses came up), and this much as I can afford 
to pay." 
 
 
 
Your response: "We might be able to defer part of the purchase price and take it back as 
a land contract."  

OR  
 
"We might be able to lower the price if we didn't include the appliances." 
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Component 10: continued 

Tactic: Lower commission 
Other side says: 
Will you're negotiating the listing agreement, the sellers might say: "We need the full 
amount of the sale price to afford our new house (we need to be able to afford to get the 
house presentable, we need extra money to fix up our new place), so I can't pay you a full 
commission." 
 
 

Your response: "If you'll recall, when you listed your property with me, I showed that I 
spend an average of XXX hours selling your property and helping you close the deal. 
Don't you think that $XX is a reasonable price for that amount of work?"  
 
OR 
 
"I certainly understand your need for the extra funds. Perhaps you should talk to your 
lender about making a slightly lower down payment so you will have the extra cash you 
need." 
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Component 11: Handout 3, Responding to Common Objections 
 
 
Objection: The price is too high.  
Response: If you think the price is too high, what would you consider a fair price? 
 
Objection: I really worried that the bedroom is too small (or some other specific 
objection). 
Response: Let's talk about why that concerns you. 
 
 
Objection: I can't list my house until I find a place to buy. 
Response: Will you be able to afford a down payment on your new house without the 
money you get from this sale? 
 
 
Objection: The offer is too low. 
Response: I don't really decide what your home is worth; the market really makes that 
decision. This offer reflects my opinion of the fair current market price.  
 
Objection: What's the lowest price you'll accept? 
Response: Why? Don't you think our asking price is fair? 
 
 
Objection: This offer is all I can afford, and it's only a few thousand lower than your 
asking price. 
Response: Maybe we could split the difference.  
 
Objection: I won't buy this house unless the roof is repaired. 
Response: We'll be glad to get two estimates on the cost of repair the roof and discuss a 
price reduction.  
 
Objection: I think your commission is too high. 
Response: I'm an experienced salesperson who averages more than $5 million in sales a 
year. I'm an experienced negotiator, who usually sells homes at 98 percent of full list 
price. I'm an aggressive marketer, who averages a sale in 35 days. I think you're getting a 
bargain.  
 
Adapted from Power Real Estate Negotiation, by William H. Pivar and Richard W. Post, 
Real Estate Education Co., 1990. (out of print) 
 
 

http://www.amazon.com/exec/obidos/ASIN/0884628981/realtormagazineo
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Component 12: Other Resources 
 
 
Review The Sales and Marketing Tool Kit "Listing" section on overcoming objections 
and defending your commission.  
 
For more information on negotiating, review The Virtual Library on "Negotiating 
Strategies" at REALTOR.org.  
 
Review the following articles at Realtormag.com.  
 
"Avoiding Deadlocked Negotiations" 
David Rathgeber, REALTOR® Magazine, NATIONAL ASSOCIATION OF 
REALTORS® , November 1998.  
 
"Conquer Compensation Conflicts" 
Elyse Umlauf-Garneau, Today's REALTOR® , NATIONAL ASSOCIATION OF 
REALTORS®, February 1997.  
 
"Do You have Any Objections" 
Charles L. Groebe, Today's REALTOR® , "Book Review," NATIONAL ASSOCIATION 
OF REALTORS®, April 1996.  
 
"Get to the Heart of the Negotiation" 
Danielle Kennedy, REALTOR® Magazine, "Selling—Doing Business," NATIONAL 
ASSOCIATION OF REALTORS®, March 2001.  
 
"I Know Your Type" 
Paul Tieger and Barbara Barron-Tieger, Today's REALTOR® , NATIONAL 
ASSOCIATION OF REALTORS®, August 1998.  
 
"Your Primer for Transaction Success" 
Robert Liparulo, Today's REALTOR® , "1996 Selling and Marketing Guide," 
NATIONAL ASSOCIATION OF REALTORS®, February 1996. 
 
 

http://www.realtor.org/RMOtoolkits.nsf/pages/list23?OpenDocument
http://lnchilib.realtors.org:255/nbresrch.nsf/8525608600345b9d8525601c005f21a9/816d0934cca6753386256897005d9e79?OpenDocument
http://lnchilib.realtors.org:255/nbresrch.nsf/8525608600345b9d8525601c005f21a9/816d0934cca6753386256897005d9e79?OpenDocument
http://www.realtor.org/
http://www.realtor.org/rmomag.nsf/pages/AvoidingDeDavArchive1998Nov?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/ConquerComElyArchive1997Feb?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/BookReviewChaArchive1996Apr?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/GettotheheartDanArchive2001Mar?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/IncreaseyoPauArchive1998Aug?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/1996SellinRobArchive1996Feb?OpenDocument


SALES MEETING TOOL KIT: Part 7 
PREQUALIFYING BUYERS 

  
  
 Introduction:    Prequalifying Buyers 
 
 Component 1: Facilitator Talking Points  
 
Component 2: Prequalifying Buyers Agenda 
 
Component 3: Handout 1, The Benefits to Buyers of Prequalifying 
 
Component 4: Handout 2, Asking the Right Questions Questionnaire  
 
Component 5: Activity 1, Asking "Why" to Look Beyond the Obvious 
 
Component 6: Activity 1, Idea Sheet for Beyond the Obvious 
 
Component 7: Handout 3, Some Rules of Thumb on Income  
 
Component 8: Handout 4, The Advantages of Preapproval  
 
Component 9: Activity 2, Discrimination in Prequalification Quiz  
 
Component 10: Activity 2, Answers to Discrimination Quiz  
 
Component 11: Other Resources 



SALES MEETING TOOL KIT: 
PREQUALIFYING BUYERS 

 
 
 

In real estate sales, your time is one of your most valuable business assets. Therefore, the 
time you waste on showing unqualified buyers houses that they don't like or can't afford is money 
down the drain. A great way to stop that drain on time and income is to develop a thorough 
prequalification process and apply it equally to all buyers you work with. 
 
This sales meeting tool kit will help your salespeople learn how to prequalify buyers and how to 
ensure that prequalification does not violate fair housing laws.  
 
Use this tool kit—including a ready-to-go agenda, activities, and talking points—to help improve 
your salespeople's skill at asking prequalifying questions and probing below the surface to 
determine true needs and financial capacities.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move through the 
content chronologically. 
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Component 1: Facilitator Talking Points 
 
These notes will guide you and your salespeople through a discussion and activities on 
prequalifying buyers. 
 
Before the meeting: 

• Review all the meeting documents in this kit.  

• Review your company's existing policy, if any, on prequalifying buyers.  

Print the following: 
 
1. These facilitator notes—Component 1 
 
2. The Prequalifying Buyers Agenda—Component 2 
 
3. Handout 1: The Benefits to Buyers of Prequalifying—Component 3 
 
4. Handout 2: Asking the Right Questions Questionnaire—Component 4 
 
5. Activity 1: Asking "Why" to Look Beyond the Obvious—Component 5 
 
6. Activity 1: Idea Sheet for Beyond the Obvious—Component 6 
 
7. Handout 3: Some Rules of Thumb on Income—Component 7 
 
8. Handout 4: The Advantages of Preapproval—Component 8 
 
9. Activity 2: Discrimination in Prequalification Quiz—Component 9 
 
10. Activity 2: Answers to Discrimination Quiz—Component 10 
 
11. Handout 5: Overcoming Affordability Issues—Component 11 
 
Welcome (1 minute) 
 
True stories (2 min.) 
To get the meeting going, 
1. Ask participants if any of them have found a home for a buyer, negotiated the offer, 
and THEN found out that the buyer could not qualify for enough of a mortgage to afford 
the house. 
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Component 1: continued 
 
2. Ask participants how many hours they usually spend working with the average buyer 
before closing. Then show them how much money they are wasting if that buyer cannot 
close. Use an hourly salary of $50 (the approximate hourly wage of a person earning 
$100,000 a year) for the calculation. 
 
Background and objectives (2 min.) 
Homeownership is the dream of almost every American—and well it should be. But as 
real estate sales professionals, part of our responsibility is to help the people like the 
almost 6 million who bought homes last year balance their dream with the realities of 
what they can afford in the market. One of the best tools for helping buyers understand 
what they can afford is the prequalification process. By prequalifying buyers both in 
terms of the financial capabilities and their housing desires, you can help yourself do a 
better, more efficient job. And you help buyers realize their part of the American dream.  
 
In this meeting, we will: 

• Review and discuss the prequalification questions you should ask buyers.  

• Suggest some ways to make buyers more comfortable with the prequalification 
process.  

• Explain some simple calculations to use to determine a buyer's affordability 
range.  

• Discuss, briefly, the advantages of preapproval.  

• Explore a few financial alternatives for buyers who may not otherwise have the 
funds to purchase a home.  

 
Handout 1 The Benefits to Buyers of Prequalifying  
Read each of the benefits that buyers realize by working with a salesperson to prequalify 
before they look at homes. After you read each item, ask one participant how he or she 
would explain this benefit to a buyer.  
 
Handout 2: Asking the Right Questions Questionnaire  
Hand out this questionnaire, and suggest that participants use it in their sales activities to 
gauge the desires and financial resources of prospective buyers. Discuss whether 
salespeople should continue to work with a prospective buyer who refuses to complete 
the questionnaire.  
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Component 1: continued 
 
 
Activity 1: Asking Why to Look Beyond the Obvious  
Conduct an exercise that helps salespeople look beyond a buyer's first stated preference 
in a home to identify the buyer's underlying need. Hand out the sample criteria that our 
buyers have said they must have in a home and their response to being asked "why." For 
each buyer need, ask participants to suggest other features in a home that would fulfill the 
buyers' true need just as well as what was initially asked for. Use the Ideas Sheet for 
Looking Beyond (Component 6) to prompt yourself in leading the discussion.  
 
Handout 3: Some Financial Rules of Thumb for Buyers  
Distribute Handout 3 and use it to review the basics of financial prequalification with 
salespeople. Ask salespeople to calculate how large a mortgage buyers could afford with 
incomes of $75,000, $100,000 and $150,000. Use a flip chart to do the calculations, or, if 
you have a computer in the room, use one of the mortgage sites suggested in the "More 
Resources" section of the tool kit.  
 
Handout 4: The Advantages of Preapproval  
Use Handout 4 to explain the difference between prequalified and preapproved and to 
discuss the reasons that a salesperson might want to do both. Ask participants if they can 
suggest other advantages to getting buyers preapproved for a loan.  
 
Activity 2: Discrimination in Prequalification Quiz  
Have participants complete this short quiz on avoiding prequalifying questions that might 
violate the Fair Housing Act. Ask a participant for the right answer to each question, 
prompting yourself from the Answer Sheet for the Discrimination Quiz (Component 10). 
 
Handout 5: Overcoming Affordability Issues  
Distribute this list of tips that salespeople can use to suggest alternative sources of 
funding that may increase a buyer's ability to purchase a home. Ask participants if they 
can suggest any other ideas that they have used to assist buyers.  
 
Adjourn. 
Thank participants for their time. 
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Component 2: Prequalifying Buyers Agenda 
 
 
Welcome (1 min.) 
 
True stories (2 min.)  
Relate a true story about a buyer who failed to qualify for a loan after finding a house. 
 
Background and objectives (2 min.) 
 
Handout 1: The Benefits to Buyers of Prequalifying (5 min.) 
Learn ways to convince buyers to share prequalifying information with you. 
 
Handout 2: Asking the Right Questions (5 min.) 
Review this questionnaire of key questions to ask buyers during prequalification. 
 
Activity 1: Asking "Why" to Look Beyond the Obvious (10 min.)  
Consider creative ways to broaden the scope of properties that will meet buyers' criteria. 
 
Handout 3: Some Financial Rules of Thumb on Income (10 min.) 
Review these industry benchmarks for determining how much a buyer can afford to 
spend on housing.  
 
Handout 4: The Advantages of Preapproval (5 min.)  
Learn the advantages to buyers of obtaining a loan preapproval. 
 
Activity 2: Discrimination in Prequalification Quiz (10 min.) 
Take this short quiz to be sure you know how to prequalify without discriminating. 
 
Handout 5: Overcoming Affordability Issues (5 min.) 
Consider a few strategies for helping more buyers afford the homes they want.  
 
Adjourn.  
 
Running time: 50 minutes 
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Component 3: The Benefits to Buyers of Prequalifying 
 
Gives buyers' benchmarks. Many buyers, especially those purchasing a home for the 
first time, do not have a realistic picture of how much they can afford to spend. Typically, 
a family's housing costs (including property taxes and property insurance) shouldn't 
exceed 28 percent of its total income. And the family's total debt payments shouldn't be 
more than 36 percent of income. 
 
Avoids delusions. Some buyers think that if they find the home of their dreams, they'll 
find ways to make sacrifices—skipping lunch, for instance—to afford it. A 
prequalification injects reality into the process. 
 
Saves time. By using the prequalification information, salespeople can help buyers 
eliminate some homes early on, so buyers don't have to spend so much time looking.  
 
Helps establish priorities. No home is going to be perfect, no matter how much you pay. 
Going through the prequalification process helps buyers focus on which of the features 
they want in a home are most important to them.  
 
Avoids frustration. Prequalification can eliminate the frustration buyers feel when they 
find the perfect house only to discover during the loan application process that they can't 
afford it. Once this happens, the homes they can qualify for often don't match their 
expectations. 
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Component 4: Asking the Right Questions 
 
 
The challenge for any salesperson, says sales guru Walter Sanford of Sanford Systems, 
Long Beach, Calif., is to identify good prospects. The first step, he adds, is asking buyers 
to fill out a detailed questionnaire. The following is Sanford's own questionnaire, which 
he shared with Realtormag.com. 
 
Date: 
 
Phone (w): 
 
Phone (h): 
 
Fax: 
 
Email: 
 
Buyer's name(s): 
 
Address: 
 
Street 
 
City 
 
State 
 
Zip code 
 
1. How long have you been looking? 
 
2. Are you working with another salesperson/broker? 
 
Yes 
 
No 
 
If yes, who? 
 
3. How many are in your family? 
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Component 4: continued 
 
4. Do you:   Own      Rent  
 
Rent Amount?  
 
5. Must you sell or complete the lease period before buying? 
 
If you are leasing, how long is the lease? 
 
6. Have you seen any homes/investment properties that you really liked? 
 
Yes        No  
 
If yes, why didn't you buy? 
 
7. How soon do you need to move? 
 
Why? 
 
8. If we can find the right property, are you prepared to make a decision now? 
 
Yes        No  
 
9. What price range have you been considering?  
 
10. How much has a lender told you that you're qualified for?  
 
11. How much cash do you want to use for the purchase?  
 
12. Do you have a budget for monthly payments? 
 
13. What is the name of the lender that pre-approved you? 
 
14. How many bedrooms?  
 
Sq. Ft.? 
 
Units? 
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Component 4: continued 
 
 
15. Is there a particular location in the city you prefer? 
 
16. Is there a particular style that you would prefer? 
 
17. Is there anyone else who will be helping you make the decision about buying? 
 
18. What special requirements do you need in your new property? 
 
19. Where are you employed? 
 
20. Where is your spouse employed? 
 
21. If a salesperson gives you 100 percent of his/her time will you buy your new property 
from him/her? 
Yes 
 
No 
 
22. What times are best for you to look? 
 
23. How do you like us to communicate? 
 
Phone  
Fax  
Mail  
E-mail 
Internet 
 
24. I will call you to go over details of the home hunt. What's the best time to call you? 
And at what number? 
 
25. What are your favorite Web sites to view property? 
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Component 5: Activity 1, Asking "Why" to Look Beyond the Obvious 
 
 
You can broaden the number of homes buyers might like if you look beyond the buyer's 
stated preferences and find other housing options that would fulfill the underlying need. 
Below is a list of buyer requirements and the need behind the stated preference. Next to 
each requirement, list other home features that might fulfill the buyer's underlying need 
just as well. Notice that asking some version of "why" is the best way to dig further and 
find the buyer's underlying need.  
 
1. I need a brick house.  
 
Why?  
I don't want to have to paint every two years.  
 
Home features that would meet the same need:  
 
_____________________________________________________________________ 
  
 
 
2. I need a full basement. 
 
Why?  
I need a place to store my ski equipment. 
 
Home feature that would meet the same need:  
 
______________________________________________________________________ 
 
3. I need at least four bedrooms. 
 
Why?  
I need a separate room for my home office. 
 
Home feature that would meet the same need: 
 
________________________________________________________________________ 
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Component 5:  continued 
 
 
4. I need a home located South of Main Street. 
 
Why?  
I want my children to go the Farley School because of its great class size. 
 
Home feature that would meet the same need: 
 
______________________________________________________________________ 
 
5. I need a house with a big back yard. 
 
Why? 
So I can have a flower garden. 
 
Home feature that would need the same need: 
 
______________________________________________________________________ 
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Component 6: Activity 1, Ideas Sheet for Looking Beyond the Obvious 
 
 
Use these suggestions for alternative features as a way to prompt discussion and get 
participants to suggest still other ideas. 
 
1. I need a brick house.  
 
Why?  
I don't want to have to paint every two years.  
 
Home features that would meet the same need: House with vinyl siding, stone house, 
house in townhouse development where painting is included in the general maintenance.  
 
2. I need a full basement. 
 
Why?  
I need a place to store my ski equipment. 
 
Home feature that would meet the same need: House with an attic, house with a large 
walk-in closet that could accommodate skis, home with large linen or coat closet that 
could be adapted.  
 
3. I need at least four bedrooms. 
 
Why?  
I need a separate room for my home office. 
 
Home feature that would meet the same need: Basement or garage that could be built 
out for office space, home with L-shaped den or living room that could provide privacy 
for a home office, home with large master suite that would have room for a home office.  
 
4. I need a home located South of Main Street. 
Why?  
I want my children to go the Farley School because of its great class size. 
 
Home feature that would meet the same need: Home in other school districts with 
comparable class size, homes in school districts that are constructing new schools that 
will reduce their class size. 
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Component 6:  continued 
 
 
5. I need a house with a big back yard. 
 
Why? 
So I can have a flower garden. 
 
Home feature that would need the same need: Home with a smaller, but sunny and 
well-landscaped yard, home down the street from a community garden that is eager for 
volunteers. 
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Component 7: Handout 3, Some Rules of Thumb on Buyer Income 
 
 

Conventional fixed-rate mortgage:  

80 percent to 90 percent loan-to-value  Payments no more than 28 percent of 
income 

Under 80 percent loan-to-value Payments no more than 36 percent of 
income 

ARM mortgages Payments no more than 28 percent of 
income 

FHA loans Payments no more than 29 percent 
 
Note: Payments include taxes and insurance as well as mortgage debt. 
 
Source: Illinois Association of REALTORS® GRI course materials 
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Component 8: Handout 4, The Advantages of Preapproval 
 
 
Get buyers preapproved, not just prequalified. Preapproval is a lender's commitment to 
lend; prequalifying is a verbal exchange in which the lender tells borrowers in advance 
how much money they can borrow. 
 
Five Good Reasons to Get Buyers Preapproved 
 
1. Preapproval helps you know which houses to show. 
 
2. Preapproval facilitates the closing transaction (and payment of commission). 
 
3. Preapproval makes buyers more attractive to sellers because purchase contracts do not 
have a contingency clause that makes the contract binding only if the buyers qualify for a 
mortgage.  
 
4. Lenders can detect any potential problems that might make obtaining a loan difficult.  
 
5. Learning about credit report errors, high debt balances, and an insufficient down 
payment early may give buyers time to correct the problem before they apply for a loan. 
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Component 9: Activity 2, Discrimination and Prequalification Quiz 
 
 
Directions: Read the following questions and answer true or false to each one.  
 
1. Telling prospective buyers that they cannot afford a home in an exclusive area of town 
is a good way to help them not waste time on looking at the wrong properties.  
 
T________ F_______ 
 
 
2. It's only necessary to ask questions about the finances of prospective buyers if they 
make less than $50,000 a year.  
 
T_______ F_______  
 
 
3. Keeping a copy of the prequalification form you use for buyers will help you defend 
yourself against charges of discrimination.  
 
T________ F______ 
 
 
4. Part of your role as a real estate salesperson is to direct prequalified buyers exclusively 
to neighborhoods in which they will feel comfortable and be likely to buy. 
 
T_______ F_______ 
 
 
5. Asking prospective buyers about their sources of income is a violation of the Fair 
Housing Act. 
 
T________ F_________ 
 
  
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 10: Activity 2, Answers to Discrimination in Prequalification 
Quiz 
 
1. Telling prospective buyers that they cannot afford a home in an exclusive area of town 
is a good way to help them not waste time on looking at the wrong properties.  
 
False. Telling buyers they cannot afford a house might be interpreted as steering—
conduct designed to influence a person's housing choices based on race, religion, sex, 
color, national origin, handicap, or familial status. Instead, salespeople should let buyers 
select the neighborhoods they want to visit or offer homes in all neighborhoods that 
correspond to the buyers' stated price range.  
 
2. It's only necessary to ask questions about the finances of prospective buyers if they 
make less than $50,000 a year.  
 
False. You should ask all buyers the same set of prequalifying questions to avoid any 
appearance of discrimination  
 
3. Keeping a copy of the prequalification form you use for buyers will help you defend 
yourself against charges of discrimination.  
 
True. A copy of the prequalification form you asked buyers to complete is a good way to 
demonstrate that your prequalification criteria are used equally and fairly with all buyers.  
 
4. Part of your role as a real estate salesperson is to direct prequalified buyers exclusively 
to neighborhoods in which they will feel comfortable and be likely to buy. 
 
False. Exercise care in suggesting specific neighborhoods to buyers because doing so 
might be an indication of steering. Instead, ask buyers what neighborhoods they prefer 
and then suggest others with the same characteristics, or ask buyers for what qualities 
they want in a neighborhood and tell them about all the neighborhoods in your area that 
meet those criteria.  
 
5. Asking prospective buyers about their sources of income is a violation of the federal 
Fair Housing Act. 
 
False. Provided that you ask the same questions on income to all buyers, asking for 
sources of income should not violate the federal Fair Housing Act. Note, however, that 
some states and localities do view questions about sources of income as a form of 
discrimination.  
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Component 11: Other Resources 
 
For a more information on prequalification, use the following sources:  
 
Use the mortgage calculators on mortgage and home sales sites as a convenient way to 
prequalify buyers.  
 
Some sites to visit are:  
REALTOR.COM 
e-loan.com 
mortgagebot.com 
mortgage.com 
homestore.com 
homeadvisor.com 
 
Look for the following and other articles at Realtormag.com 
 
"12 Steps toward Equal Housing Opportunity," Lucien Salvant, REALTOR® Magazine, 
April 2000.  
 
"Mortgages and Divorces: A Trial of Patience, a Trail of Paper," Michael Antoniak, 
Today's REALTOR, July 1997 
 

http://www.realtor.com/
http://www.e-loan.com/
http://www.mortgagebot.com/
http://www.mortgage.com/
http://www.homestore.com/
http://wwww.homeadvisor.com/
http://www.realtor.org/rmomag.nsf/pages/12StepstoELucArchive2000Apr?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/MortgagesaMicArchive1997Jul?OpenDocument
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According to a recent study by the NATIONAL ASSOCIATION OF REALTORS®, nearly 70 
percent of all claims against professionals resulted from charges of misrepresentation, 
negligence, or fraud. Proper, timely disclosure would probably prevent many of these suits. In 
addition, federal and state laws mandate certain types of disclosure, such as the possible presence 
of lead-based paint in a home. Understanding what, when, and how disclosures should be made 
is critical in closing sales and keeping buyers and sellers satisfied. 
 
This sales meeting tool kit will help your salespeople learn proper disclosure procedures to 
protect themselves, their clients, and your company from liability.  
 
Use this tool kit—including a ready-to-go agenda, activities, and talking points—to help improve 
your salespeople's understanding of property disclosure and the pitfalls of failing to do it 
properly.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move through 
the content chronologically. 
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Component 1: Facilitator Talking Points 
 
These notes will guide you and your salespeople through an overview of property 
disclosure using activities and discussion. Disclosure is a complex topic and may warrant 
several training session to cover in depth.  
 
Before the Meeting: 
 
• Review all the meeting documents in this kit. 
• Know your state's and your company's policy on property disclosure. 
• Know your state's and community's laws on disclosure under Megan's Law. 
 
Print the following: 
 
1. These facilitator notes—Component 1 
 
2. The Property Disclosure Agenda—Component 2 
 
3. Handout 1: What Is Liability—Component 3 
 
4. Activity 1: Recognizing Improper Disclosure—Component 4 
 
5. Activity 1: Explanations for Disclosure Scenarios—Component 5 
 
6. Handout 2: Tips for Reducing Your Risks—Component 6 
 
7. Handout 3: Disclosure Primer and Your Company's Property Disclosure Form—
Component 7 
 
8. Activity 2: Identifying Defect Red Flags—Component 8 
 
9. Activity 2: Answers to Red Flags—Component 9 
 
10. Activity 3: Lead Out Quiz—Component 10 
 
11. Activity 3: Answers to Lead Quiz—Component 11 
 
12. Handout 4: A summary of your state's disclosure requirements under Megan's Law—   
                         Component 12 
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Component 1:  continued 
 
Welcome (1 minute) 
 
True stories (2 min.) 
 
 
1. Relate a personal story (with names changed if necessary) about a salesperson who 
was charged with misrepresentation.  
2. Ask the group about whether any of them have been sued or threatened with suit by a 
past client. Ask if they would be comfortable sharing their experiences.  
 
To segue from the true stories to the discussion, tell participants that according to the 
most recent NATIONAL ASSOCIATION OF REALTORS® "Legal Environment Scan," 
21.9 percent of all reported cases against real estate professionals centered on the failure 
to properly disclose property information. 
 
Background and goals (2 min.) 
According to a recent study by the NATIONAL ASSOCIATION OF REALTORS®, 
nearly 70 percent of all claims against professionals resulted from charges of some form 
of misrepresentation, negligence, or fraud. Even if charges are later dropped or the suit is 
decided in your favor, your losses are tremendous—in lost time, in lost reputation, and in 
attorney's fees. I wish I could say that after this meeting, you'll never have to worry about 
being sued; but we all know that mistakes can happen and that clients can overreact. But 
what I can promises is that if you learn and follow correct property disclosure procedures, 
your chances of facing legal action will be significantly reduced.  
 
In this meeting, we will: 

• Show how to recognize actions that create liability and how to avoid them.  

• Explain the property disclosure form required in your state, or if no required form 
exists, explain the company's property disclosure form and how and when it 
should be completed.  

• List some common property defects and learn how to identify them.  

• Review the federal regulations on lead-based paint disclosure.  

• Review federal and state regulations on disclosure under Megan's Law.  
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Component 1:  continued 
 
Handout 1: What Is Liability? (5 min.) 
Read the definitions of fraud and misrepresentation in Handout 1. After reading each 
definition, 
ask a participant to describe a situation that creates this type of violation.  
 
Activity 1: Liability Scenarios (10 min.) 
Read each of the three scenarios. Ask participants what disclosure violations occurred  
and what the salesperson in each story could have done differently. Use the explanations 
provided (Component 5) to guide the discussion.  
 
Handout 2: Reducing Your Risk (5 min.) 
Review actions that salespeople can take to avoid the most common causes of liability. 
Reach each risk reduction tip and then ask one participant to give an example of how this 
would apply in a specific real estate transaction. 
 
Handout 3: Along with this disclosure primer, provide copies of your company's property 
disclosure form or the form mandated by law in your state. (5 min.) 
Ask participants to share how they introduce and explain the form to sellers. Emphasis 
the need for salespeople to explain the legal reasons for full disclosure to sellers. Remind 
participants of your procedure for keeping signed disclosure forms.  
 
Facilitator Note: If you don't have time for the entire agenda, this point provides a 
logical break to divide the meeting into two parts.  
 
Activity 2: Identifying Those Defect Red Flags (5 min.) 
After receiving a property disclosure statement, salespeople should make a visual 
inspection of the property and look for red flags that might indicate a problem. Ask 
participants to describe an indicator that the building component listed on the left side of 
sheet used in Activity 2 might have a defect or require repair. Write each item on a flip 
chart and have participants write the indicators in the blank space next to each component 
to keep as a reference. After completing the list, ask participants if they can add 
components and indicators to the list. Some other defects to mention include: faulty 
electrical systems, HVAC problems, and radon.  
 
Activity 3: Get the Lead Out Quiz (5 min.) 
Let participants complete the short, basic quiz on disclosure requirements relating to 
homes that may have lead-based paint. Ask a participant for the right answer to each 
question, prompting yourself with the Lead Answer Sheet (Component 11). Emphasize 
that lead paint disclosure is an important responsibility of all real estate practitioners and 
that they should have a thorough understanding of the law.  
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Component 1:  continued 
 
 
Handout 4: Megan's Law Disclosure (3 min.) 
Obtain a summary copy of your state's requirements, if any, for notifying buyers about 
convicted sex offenders that live in a neighborhood. If your state does not have specific 
guidelines, review the suggested disclosure procedure on Handout 4. 
 
Adjourn.  
Thank participants for their time.  
 
  
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 2: Property Disclosures Agenda 
 
 
Welcome (1 minute)  
 
True stories (2 min.) 
 
Background and goals (2 min.) 
 
Handout 1: What Is Liability? (5 min.) 
Read the definitions of fraud and misrepresentation. 
 
Activity 1: Liability Scenarios (10 min.) 
How disclosure problems occur in real life. 
 
Handout 2: Reducing Your Risk (5 min.) 
Tips for avoiding actions that produce liability. 
 
Handout 3: The Company's Disclosure Policy (5 min.) 
 
Activity 2: Seeing those Defect Red Flags (5 min.) 
Recognizing clues that might indicate some common property defects.  
 
Activity 3: Get the Lead Out Quiz (5 min.) 
A reminder of how to inform buyers about the possible presence of lead-based paint in a 
home.  
 
Handout 4: Megan's Law Disclosure (5 min.) 
 
Adjourn. 
 
Running time: 45 minutes.  
 
  
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 3: Handout 1, What is Liability? 
 
 
Active Fraud: Incomplete or false statements purposely meant to conceal information. 
You lied on purpose. 
 
Passive Fraud: Knowingly failing to disclose a defect about which you had actual 
knowledge. You didn't tell the whole truth. You lied by omission. 
 
Negligent Misrepresentation: Making a false statement because you failed to act with 
reasonable care to determine whether or not something is true or were not careful enough 
in communicating the information you have.  
 
Negligence: Failing to take reasonable care in discovering and disclosing information 
about the property.  
 
No one expects you to know everything about a house. Real estate professionals aren't 
expected to know about "latent defects," defects that aren't apparent without in-depth 
inspection. But you should be knowledgeable enough as a real estate professional to 
recognize common property defects that are visible to the naked eye.  
 
  
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 4: Activity 1, Scenarios: Recognizing Proper Disclosure 
 
Scenario One 
Bob lists his house with Rae. When he completes the property disclosure form, Bob 
indicates that the house has never had any problems with water in the basement. 
However, on the house tour, Rae sees some suspicious marks that look like water stains 
on the lower basement walls. What should she do? 
 
Scenario Two 
Oliver shows a house to Stan and Laurel. The house, which was built in the 1960s and 
never remodeled, has insulation that may contain asbestos. However, the material has 
never been tested. Laurel is concerned because Stan is a heavy smoker and may be more 
prone to cancer if he breathes asbestos fibers. She asked Oliver if the insulation contains 
asbestos.  
 
Oliver says he is no expert and can't tell. He tells Laurel that the property disclosure form 
does not indicate the known presence of asbestos, although the property has never been 
tested. Oliver also mentions that he has read that asbestos is only dangerous if it is 
crumbling. He suggests that Laurel have an asbestos inspection to be sure, but Laurel 
doesn't want to spend the money. After she buys the house, Laurel decides to add another 
bathroom. When the workers tear out the wall, they find asbestos and have to use 
expensive removal techniques to do the demolition. Laurel threatens to sue the sellers and 
Oliver to recover her expenses. What is Oliver's liability? 
 
Scenario Three 
Tracy is showing a house to the Larsons that has been vacant for six months. When the 
Larsons ask why, Tracy says that the owner had passed away. When the Larsons express 
amazement that an old couple would have moved to this neighborhood of young 
professionals, Tracy, concerned that the Larsons will get the wrong impression of the 
neighborhood and wanting to make the proper disclosure, says that the former owner was 
only 30 when he died from complications resulting from AIDS. "You'll find plenty of 
young people around here," she assures the Larsons. The Larsons buy the house, but 
reduce their offer by $10,000 because of the stigma associated with the property. What 
was Tracy's error? 
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 5: Activity 1, Explanation to Disclosure Scenarios 
 
 
Explanation to Scenario One: If you see evidence of possible water damage and do 
nothing, you may be acting negligently. Rae would fail to exercise reasonable care in 
finding out information about the property if she ignored the water stains. Her 
professional expertise puts her in a position where she should recognize the stains as an 
indication of a potential problem. Rae should first question Bob further, to ensure that he 
is not purposely withholding information. Next, she should suggest that Bob hire an 
expert to inspect the basement for potential problems. Finally, Rae must disclose the 
presence of the watermarks to buyers, share the results of any inspection that Bob has had 
done, and suggest that the buyers consider having an expert inspect the basement before 
the sale, if Bob chose to do nothing.  
 
Explanation to Scenario Two: Overall, Oliver limited his liability by telling Laurel that 
he was not an asbestos expert and that he was not sure he could identify asbestos, which 
was outside of the scope of his professional knowledge. Oliver could have incurred 
liability if he had told Laurel that he was sure that the substance was not asbestos. Stating 
that he had read that asbestos was only dangerous when crumbling, or friable, provided 
information, but would probably not cause Oliver to be liable so long as his statement 
was clearly expressed as an opinion rather than stated as an established, objective fact.  
 
Explanation to Scenario Three: Even though a stigmatized property may have no 
physical problems, an event such as a murder at the home might have a psychological 
impact on buyers' willingness to purchase a home or on the price they would be willing to 
pay. Therefore, property stigmas should be disclosed to avoid misrepresentation unless 
state law prohibits such a disclosure. The exception to this rule is persons with AIDS or 
who are HIV positive. These individuals are protected under the federal Fair Housing 
Laws, and the U.S. Department of Housing and Urban Development has advised that it 
views it to be illegal to disclose that the current or former occupant of a home had AIDS.  
 
  
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 6: Handout 2, Seven Tips for Reducing Your Risks 
 
1. Be sure sellers understand the serious legal pitfalls of withholding material information 
about their home from prospective buyers. 
 
2. Avoid statements of fact that you do not have reason to believe are true, based on your 
own examination of the property or on verification, either by the seller or by an 
independent investigation.  
 
3. Never make statements that predict the future: "This property is sure to appreciate." 
"You will never have any water problems here." You open yourself up to charges of 
misrepresentation if your prediction is wrong.  
 
4. Document information provided to the buyers, including answers to questions that 
concern the property. 
 
5. Conduct a careful, visual inspection of the property, and disclose any evidence of 
defects to the purchasers. 
 
6. When in doubt about anything concerning the property, say, "I don't know." Then 
investigate until you do. 
 
7. Encourage the buyers to have a home inspection by an expert who is skilled in 
evaluating and diagnosing any specific property conditions that are of particular concern.  
 
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 7: Handout 3, Disclosure Primer and Your Company's Property          

Disclosure Forms 
 

Approximately 30 states now have state-mandated disclosure forms. If you do, be sure 
that you adapt this discussion to reflect the specific disclosure requirements of your 
state. If your state doesn't have a disclosure requirement, your company form should 
probably include the following: 
 
• A list of common property defects with checkboxes indicating whether each component 
has been a problem. 
 
• A blank space to provide specifics about any component that has been a problem. 
 
• A blank for the approximate age of each component, with attached documentation if 
available.  
 
• A statement that the information provided is true to the best of the seller's ability, 
signed and dated.  
 
Fifteen Points for Disclosure 
• Defects in the roof 
• Defects in the electrical system 
• Defects in plumbing, water heaters or septic tanks 
• Defects in heating or air conditioning 
• Defects in the swimming pool 
• Defects such as cracks, bulges, or water seepage in the foundation or basement 
• Disputes over boundary lines, liens, or other encroachments 
• Presence of asbestos, lead paint, radon, toxic wastes, underground tanks, or other 
environmental hazard 
• Infestations by termites or other pests 
• Location in a floodplain, wetland, or shoreline 
• Defects in any mechanical equipment or appliances being sold with the property 
• Awareness of pending changes in zoning, property tax assessments, or special 
assessments 
 
Note that these are representative suggested items to be covered and are not intended to 
be a complete, comprehensive list of all items that might be included on the company's 
form.  
 
Adapted and abridged from West's Wisconsin Statutes Annotated Property Disclosure by 
Owners of Residential Real Estate. Copyright 1999, West Group. 
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Component 8: Activity 2 Identifying Red Flags 
 
 
Seven Physical Defects and Tips on Recognizing Them 
This exercise illustrates the identification of common defects and the "red flag" that may 
suggest their presence. Many other defects may exist and be indicated by other sorts of 
red flags.  
 
Fill in a red flag that would alert you to the possible presence of each problem in the 
right-hand column. 
 

Defect  Red Flag 
1. Roof leak  
2. Termites  
3. Water seepage in the basement   
4. Poor foundations  
5. Plumbing problems  
6. Asbestos  
7. Underground storage tanks  
8. Soil instability/mud slides  
 
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 9: Answers for Activity 2, Identifying Red Flags 
 
Eight Physical Defects and Tips on Recognizing Them 
This exercise illustrates the identification of common defects and the "red flag" that may 
suggest their presence. Many other defects may exist and be indicated by other sorts of 
red flags.  
 
Fill in a red flag that would alert you to the possible presence of each problem in the 
right-hand column. 
 
 

Defect  Red Flag 
1. Roof leak Water spots or discolorations on ceilings; mold or 

mildew in closets near roofline 
2. Termites Weakened or grooved wood, especially near ground 

level 
3. Water seepage in the basement Water marks on the floor, loose or cracked plaster or 

tile 
4. Poor foundations Large cracks or shifts in the foundation 
5. Plumbing problems Extremely low water pressure; clanking or banging 

when water is turned  
6. Asbestos Granulated, cement-like coating on pipes or supports; 

cotton-candy-like material sprayed on ceilings or walls
7. Underground storage tanks Vent pipes visible above ground; oil sheens in wet 

areas 
8. Soil instability/mud slides Gullies in the soil; netting placed to hold soil in place; 

soil stains higher on exterior walls  
 
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
 

 
 

 



SALES MEETING TOOL KIT:  
PROPERTY DISCLOSURE 

 
 
Component 10: Activity 3, Get the Lead Out Quiz 
 
 
 
Use this exercise as a way to review federal lead disclosure regulations. If your state has 
a law that contains stricter provisions, alter this quiz to reflect the requirements in your 
state. Contact your state EPA office for specifics on your state's lead law.  
 
Answer True or False to each question. 
 
1. Only residential properties built before 1965 contain lead paint and are covered by the 
federal disclosure regulations. T F 
 
2. If the paint in a house covered by the Act is not flaking, peeling, or chipping, I don't 
need to give buyers notification because the lead paint is not dangerous. T F 
 
3. The buyers have ten days to have the house tested for lead before the purchase contract 
goes into effect. T F 
 
4. Owners of older houses must test for lead paint before a sale. T F 
 
5. The best time to inform sellers about their obligations under lead-paint disclosure 
requirements is when a firm offer is received. T F 
 
6. Brokers and salespeople must keep copies of the form acknowledging the disclosure of 
possible lead paint hazards for three years from the time the sale is closed. T F  
 
7. The federal regulations impose lead-based paint disclosure duties primarily on sellers 
and lessors. The real estate salesperson is only required to advise and assist them in 
fulfilling these obligations. T F 
 
8. The federal lead-based paint disclosure regulations require specific provisions to be 
included in sales contracts and leases of residential property covered by the laws. T F 
 
  
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 
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Component 11: Answers to Get the Lead Out Quiz 
1. False. The Act covers virtually all residential property units built before 1978, when 
lead paint was banned in the United States. Exemptions from the "target housing" 
covered by the Regulations include a foreclosure, rental property found to be lead-free, 
zero-bedroom units where the living and sleeping areas are not separate and housing for 
the elderly and disabled where children under the age of six are not expected to reside. 
 
2. False. Real estate practitioners are required to give a copy of the federally approved 
lead-based paint hazard information pamphlet to every buyer or tenant of a residential 
unit covered by the Act and to disclose any knowledge that the seller or lessor has about 
the presence of lead-based paint hazards. All disclosures must be made prior to the 
seller's acceptance of the purchaser's offer.  
 
3. True (generally). The law provides for a ten-day period in which to inspect. However, 
buyers may negotiate for a longer period or agree to a shorter period if they wish. Sales 
contracts and leases should include specific language addressing lead-based paint testing, 
as negotiated by the parties and the salesperson should obtain a signed acknowledgement 
from the purchaser either waiving or reserving the right to have an inspection.  
 
4. False. Federal law does not require an inspection for lead paint. However, if an 
inspection was done, buyers must receive copies of any resulting reports.  
 
5. False. Real estate salespeople should determine if the property is covered by the act at 
the time the listing is taken. The salesperson should advise the seller or lessor about 
disclosure obligations under the Act and get the seller or lessor to sign the appropriate 
portion of the Information Disclosure and Acknowledgement form.  
 
6. True. The Disclosure of Information and Acknowledge Form signed by the purchaser 
or lessee must be kept for three years from the date of closing or the date the lease begins. 
This acknowledgement should indicated that the purchaser had received copies of the 
federal lead pamphlet, Protect Your Family From Lead in Your Home, any information 
that the seller or lessor knows about lead hazards in the property, as well as any other 
reports on lead-based paint inspections or other pertinent information. 
 
7. False. The duties established by the regulations are imposed on sellers and lessors, but 
a real estate agent of the seller or lessor is required to inform the seller or lessor of those 
duties and insure that the regulations are followed.  
 
8. True. The law contains specific lead-based paint "warning language," which must be 
included as an attachment to every contract for sale or lease of residential housing 
covered by the law. This language is generally incorporated in the Disclosure of 
Information and Acknowledgement Form. 
. 
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Component 12: Handout 4, Summary of State Disclosure Requirements 
under Megan's Law 

 
Megan's Law" refers to laws adopted in the various states by which the state, or local 
communities within the state, requires convicted sex offenders to register with state or 
local law enforcement agencies. The laws also require that information about these 
offenders be made available to the public.  
 
Some state laws specifically address whether real estate professionals are required to 
provide such information to prospective purchasers; some expressly exempt real estate 
professionals from the need to make such disclosure. However, these provisions vary 
from state to state, so you should check both your state's Megan Law, and in some cases 
state agency laws, to be sure you understand the requirements imposed by your state. In 
the absence of specific state disclosure requirements, you may wish to adopt a policy of 
telling buyers where they can obtain information under your state's Megan's Law. 
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Component 13: Other Resources 
 
For a more complete discussion on disclosure and other major legal issues affecting real 
estate brokerage, purchase:  
 
"Don't Risk It!: A Broker's Guide to Risk Management," 2nd edition. This publication, on 
which the material in this tool kit is based, is available from the NATIONAL 
ASSOCIATION OF REALTORS® by calling 800/874-6500 and asking for item number 126-
358.  
 
Lead-Based Paint Reference Guide 
 
Property Disclosures Pocket Guide 
 
Search under "Disclosure" on REALTOR.org and on the Legal Super Search at the Law 
and Policy Information Center.  
 
Look for the following articles at Realtormag.com: 
 
"Don't Get Sued!," Walt Albro, Today's REALTOR®, September 1997. 
 
"Four Easy Steps That Can Cut Legal Claims Against You," John Foltz, Today's 
REALTOR®, June 1996. 
 
"14 Things You Should Know About New Lead Paint Rules," Walt Albro, Today's 
REALTOR®, May 1996. 
 
"Lead Disclosure: Eight Reasons Why You Should Care," Anne Guthrie Wengrovitz, 
Today's REALTOR®, November 1996.  
 
"Murder at Your Listing…What Do You Need to Disclose?," Richard Westlund, Today's 
REALTOR®, February 1997. 
 
"Where Can I Find a Qualified Lead Inspector?," Anne Guthrie Wengrovitz, Today's 
REALTOR®, March 1997. 
 
"How Disclosure Forms Reduce Risk," Laurie Janik, REALTOR® Magazine, January 
2001. 
 
Note: This information provides general legal information and should not be relied upon 
as legal guidance. Before acting, both the relevant laws and legal counsel should be 
consulted. This information should not be construed as specific legal advice nor as an 
opinion on particular facts, cases, or situations. 

http://www.realtor.org/prodser.nsf/webitem/126-358-LN?opendocument
http://www.realtor.org/prodser.nsf/webitem/141-558-LN?opendocument
http://www.realtor.org/prodser.nsf/webitem/126-343-LN?opendocument
http://www.realtor.org/
http://www.realtor.org/letterlw.nsf/SuperSearch?OpenForm
http://www.realtor.org/rmomag.nsf/pages/DontGetSueWalArchive1997Sep?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/FourEasyStJohArchive1996Jun?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/14ThingsYoWalArchive1996May?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/LeadDiscloAnnArchive1996Nov?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/MurderatYoRicArchive1997Feb?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/WhereCanIFAnnArchive1997Mar?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/HowdisclosLauArchive2001Jan?OpenDocument
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Referrals can be a great source of business; the fact that 28 percent of real estate firms 
belong to referral-relocation networks (according to the 1999 NATIONAL 
ASSOCIATION OF REALTORS® Profile of Real Estate Firms) demonstrates how 
important referral business is to some companies. But referrals are far from an easy home 
run. More than 40 percent of the companies responding to the NAR survey refused 
referrals because of the size of the commission.  
 
Use this tool kit—including a ready-to-go agenda, activities, and talking points—to help 
expand your referrals and to avoid unpleasant surprises from after-the-fact referrals when 
you work with relocation clients.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move 
through the content chronologically. 
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Component 1: Facilitator Talking Points 
 
 
These notes will guide you and your salespeople through a discussion of creative ways to 
generate referrals and offer ideas on ways to work more effectively with relocation 
clients and networks.  
 
Pre-meeting preparation 

• Review all the meeting documents in this kit.  
• Know your company policy on how to allocate company referrals.  
• Know your state's regulations on paying referrals.  

 
Print the following: 
 
1. These facilitator talking points—Component 1 
 
2. Revving Up Referrals Agenda—Component 2 
 
3. Handout 1: Ten Ways to Build Up Your Referrals—Component 3 
 
4. Activity 1: Referral Source Activity Sheet—Component 4 
 
5. Handout 2: Your Company Policy on Referrals—You supply 
 
6. Activity 2: Notes on Spreading Your Web—Component 5  
 
7. Activity 2: Copies of the home pages of the four Web sites discussed in  
Component 5 and of your own company's Web site home page. (An alternative would be 
to have a computer with Internet access in the training room.) 
 
8. Handout 3: Internet Referral Checklist—Component 6 
 
9. Handout 4: Tips for Handling Corporate Relocation Referrals—Component 7 
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Component 1: continued 
 
Welcome (1 minute)  
 
Background and goals (2 min.) 
 
 
In 2000, 19 percent of the U.S. population moved, according to the U.S. Census Bureau. 
That means that roughly one out of every five people you know will move this year. This 
constantly shifting population makes referrals— both local and long-distance— such a 
valuable source of business.  
 
 
In this meeting we will: 

• Learn some new ways to generate referral business.  

• Review your company policy on how referrals are allocated.  

• Consider the best way to respond to Internet referrals.  

• Look at some ways to avoid the pitfalls of after-the-fact referrals.  

 
Handout 1: Ten Ways to Build Up Your Referrals (5 min)  
Review these tips (Component 3) for increasing referrals. Encourage participants to share 
their best techniques and add them to the list. 
 
Activity 1: Where do We Get Referrals? (10 min.) 
Ask two or three participants to name their best source of referral business. Ask them to 
be specific—don't just say "past customers." For example, suppose one salesperson sold 
three homes to parents of other players in his son's Pee Wee baseball league. The parents 
of the Pee Wee league would be a prime source of referrals. Now, write these sources on 
a flipchart and ask participants to write the sources into the left-hand column of their 
Referral Sources Activity Sheet (Component 4). Next, ask participants to identify what 
the qualities the members of each referral source share. For example, the Pee Wee league 
buyers have young children and probably live in a particular area, since leagues are 
generally created geographically. Once you have the characteristics listed, ask 
participants to think of other groups with the same characteristics. For example, parents 
of children in Sunday school classes at churches near the baseball field might be another 
prime source of referrals as they share many of the same characteristics as the Pee Wee 
league parents.  
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Component 1: continued 
 
 
Handout 2: Your Company Policy on Referrals (5 min.) 
Review how non-salesperson-specific referrals are divided in your company and how 
commissions on referrals are paid. (Pass out copies of your written policy.) Are referrals 
allocated by seniority, by sales volume, on a rotating basis, or randomly? Discuss what 
commissions are paid on referral inquiries and referral listings. When and how often are 
exceptions made? Ask participants for feedback on ways that referrals could be handled 
more efficiently and fairly.  
 
Activity 2: Notes on Spreading Your Web (10 min.) 
Analyze the four Web sites suggested in Component 5 to see what makes these 
salespeople successful at gaining long-distance business and referrals. Use the Notes on 
Spreading Your Web (Component 5) to lead the discussion. Discuss how some of these  
ideas could be adapted to your company's site or the sites of individual participants. If 
any of your salespeople have Web sites that generate significant referral business, include 
that site in the discussion.  
 
 
Handout 3: Internet Referral Checklist (5 min.) 
Read this checklist (Component 6) for handling an Internet referral. Ask participants if 
they have other successful ways for responding to queries received via the Internet.  
 
Handout 4: Tips for Handling Corporate Relocation Referrals (5 min.)  
Review these guidelines (Component 7) to avoid finding out after the fact that you owe a 
referral fee. Ask participants to share any negative experiences they have had with after-
the-fact referral fees and what they do differently now.  
 
Adjourn. 
 
Running time: 43 minutes 
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Component 2: Agenda 
 
 
Welcome (1 minute)  
 
Background and goals (2 min.) 
 
Handout 1: Ten Ways to Build Up Your Referrals (5 min.) 
Review some tips for increasing referrals among your clients and brainstorm some new 
ideas.  
 
Activity 1: Where Do We Get Referrals? (10 min.) 
Analyze the characteristics of your best referral sources to pinpoint new groups that may 
want your services.  
 
Handout 2: Your Company Policy on Referrals (5 min.) 
Review how non-salesperson-specific referrals are divided and referral commissions and 
fees are paid. Discuss any possible gray areas. 
 
Activity 2: Notes on Spreading Your Web (10 min.)  
Analyze these four successful Web pages to see what makes their referrals tick.  
 
Handout 3: Internet Referral Checklist (5 min.) 
Use this convenient checklist when responding to online referrals.  
 
Handout 4: Tips for Handling Corporate Relocation Referrals (5 min.) 
Learn early when you have to share your commission. 
 
Adjourn. 
 
Running time: 43 minutes. 
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Component 3: Handout 1, Ten Ways to Build Up Your Referrals 
 
1. Choose one or two "unspecial" holidays—Groundhog Day, for example—and send out 
greeting cards to your farm list. Everyone sends cards at Christmas; yours will stand out. 
 
2. Create a Key Contacts list for relocation clients, that includes numbers for local 
utilities, the school board, several dry cleaners, favorite kids hangouts, a grocery or two, 
and local restaurants. Personalize the list with comments about each establishment from 
you and other clients.  
 
3. Leave a business card with your tip at a restaurant. 
 
4. Let clients and customers know you really want their referrals. If you don't ask, you 
don't get, suggests Ken Baris, Jordan Baris Inc., West Orange, N. J., in The Real Estate 
Professional. 
 
5. Ask your dry cleaner or other small vendors that everyone uses regularly to hand out 
your business cards as a service to new customers.  
 
6. Visit homebuyers three to six months after the sale with a small gift to keep yourself 
fresh in their minds. 
 
7. Hold an annual customer appreciation event for everyone that has given you a referral 
in the last year. 
 
8. Sponsor a charity fundraiser (such as a raffle or a rummage sale) and ask your past 
clients to come. 
 
9. Form alliances with churches in your area so that they will refer new parishioners to 
you. 
 
10. Keep good notes. Remembering the names of clients' children and pets when you call 
after six months helps create instant rapport. 
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Component 4: Activity 1, Referral Sources Activity Sheet 
 
 
Source of Referrals Characteristics Other Groups 
Parents of son's Pee Wee 
League team 

1. Parents of young children
2. Live within 3 miles of 
Glade Park 

1. Parents of children in 
Glade Park Elementary 
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Component 5: Activity 2, Notes on Spreading Your Web 
 
Although many real estate professionals now have Web sites, not all are successful at 
generating business. Each of the sites selected below generates a significant number of 
referrals that result in transactions. Analyze these sites to help you gain the same results 
from your Web presence.  
 
1. Chris Newell's site has transferred many classic prospecting techniques, such as 
offering a wide variety of free reports to buyers and sellers, into an electronic format. He 
uses short summaries of key points in each report to draw people in. Then provides an e-
mail response form and an "e-mail to a friend" button on each report page.  
 
2. Judy McCutchin's dallashomes.com site combines good content with a strong sense of 
personality and fun to keep surfers on her site. Her "spokesdog," Chester B. Chatsworth, 
reviews restaurants in her section on the Dallas metroplex and offers his own tips under 
the buyers and sellers sections. McCutchin updates her site every day with new listings.  
 
3. One-stop shopping in an easy-to-use format is the big pull of Vern & Audrey English's 
www.tampabayarearealestate.com site. Links let visitors calculate costs, research 
financing, learn about the community, and link to local companies. The user-friendly 
menu makes the site great for even novice surfers.  
 
4. The magnolias and classical design of Judy Niemeyer's site echo the Southern grace 
and charm of the Mobile Bay, Alabama, area she serves. The site sells the area with a 
poetic description of each season in the region, a slide show of the scenic coast, maps, 
and school information. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.chrisnewell.com/
http://www.dallashomes.com/
http://www.tampabayarearealestate.com/
http://www.judysells.com/
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Component 6: Handout 3, Internet Referral Checklist 
 
According the to 2000 NATIONAL ASSOCIATION OF REALTORS® Profile of 
Homebuyers and Homesellers, 34 percent of buyers used the Internet to do some parts of 
their home search, so servicing those clients is important. Here's how to handle Internet 
referrals: 
 
1. Respond promptly via e-mail, at least within 24 hours. Consider adding an 
automatic responder to your Web site e-mail address that will send a "thanks for 
contacting us" note as soon as a query is received.  
 
2. Be prepared to provide requested information via e-mail. Create PDF files of your 
promotional brochures and have digital pictures of current listings.  
 
3. Be a resource for your area; after all, it's hard to tell where an Internet query comes 
from. Have basic information on your area—demographics, climate, major employers, 
major cultural and recreational facilities— ready to e-mail on request, if you don't have 
the links to these sources of information on your Web site.  
 
4. Be willing to let your inquirers remain anonymous, no matter how frustrating 
that may be, advises Michael Russer, Realtormag.com's "Mr. Internet" columnist. 
Restate all your contact information in each response you make, but don't refuse to help 
them if they seem reluctant to reciprocate. You may have to maintain an "electronic" 
relationship for a while.  
 
5. If you find the inquirer is outside your market area, ask permission to forward 
the request to a salesperson in the appropriate location. If you don't belong to a 
relocation service, find referral partners by browsing Web sites in major cities, suggests 
Chris Newell, Milton, Ont. When you forward the referral, be sure you include copies of 
all information the prospect provided to you and what you sent to the prospect. Also, 
send a referral form stating the referral fee you expect.  
 
Portions adapted from "What's the Proper Way to Handle the Internet Referral?, Chris 
Newell, Northwest Association of REALTORS® Newsletter, January-March 2000. 
 
 
 
 

 
 
 
 

http://www.realtormag.com/rmoadvisors.nsf/SiteSearch/I%20want%20to%20e-mail%20documents%20and%20images%20to%20my%20clients%20and%20to%20other%20salespeople.%20What%20are%20the%20best%20file%20formats%20to%20use%3F?OpenDocument&login
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Component 7: Handout 4, Tips for Handling Corporate Relocation Referrals 
 
1. Always ask any out-of-town prospects if their company is transferring them. If the 
answer is "yes," ask about the specific provisions of their corporate relocation package.  
 
2. Contact the relocation company to determine its exact charges and requirements. This 
research will help you decide if you want the business before you spend too much time.  
 
3. Evaluate how large the transfer business is in your community. If it's a significant part 
of the market, forming a relationship with a relocation company may be worthwhile. 
Remember, according to the U.S. Census Bureau, 8.17 million people moved across state 
lines in 1999.  
 
4. Know your state law. A few states prohibit any referral fees; others do not allow them 
once the purchase contract is signed.  
 
5. If you received a referral directly from a company in another state, investigate the laws 
in that state on paying referral fees. 
 
6. Provide the employee's company with weekly updates of activities on service you are 
providing to their employees to convey your professionalism and hopefully gain future 
business.  
 
7. If any disputes arise—particularly with a relocation company—take your complaint to 
the Employee Relocation Council, which offers dispute-resolution services. 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 

http://www.erc.org/


SALES MEETING TOOLKIT: 
 RAMPING UP REFERRALS 

 
 
Component 8: Other Resources 
 
 
Search NAR's Virtual Library and Proquest databases on REALTOR.org to review 
articles on referrals. 
 
Look for the following articles at Realtormag.com: 
 
"Do the Right Thing," Ethics, REALTOR® Magazine, April 1996.  
 
"How Does Your Referral and Relocation Business Stack Up?", REALTOR® Magazine, 
May 1997. 
 
"How to Get More Referrals," For Managers, REALTOR® Magazine, May 2001. 
 
"Relocation and Referral Fees: Round II", Elyse Umlauf-Garneau, REALTOR® Magazine, 
December 1997. 
 
"10 Eye-Catching REALTOR Web Sites," REALTOR® Magazine, April 2001.  
 
"Working with Internet-Empowered Buyers," Sales Meeting Tool Kits, Michael Russer. 
 
 

http://www.realtor.org/vlibrary.nsf?opendatabase
http://proquest.umi.com/pqdweb?RQT=306&TS=1004473908
http://www.realtor.org/
http://www.realtor.org/rmomag.nsf/SiteSearch/Ethics%20Column%20-%20April%201996?OpenDocument
http://www.realtor.org/rmomag.nsf/SiteSearch/How%20Does%20Your%20Referral%20and%20Relocation%20Business%20Stack%20Up%3F?OpenDocument
http://www.realtor.org/rmomag.nsf/SiteSearch/How%20to%20get%20more%20referrals?OpenDocument
http://www.realtor.org/rmomag.nsf/SiteSearch/Relocation%20Referral%20Fees%3A%20Round%20II?OpenDocument
http://www.realtor.org/rmomag.nsf/SiteSearch/10%20Eye-Catching%20REALTOR%20Web%20Sites?OpenDocument
http://www.realtor.org/rmotoolkits.nsf/SiteSearch/Working%20with%20Internet-Empowered%20Buyers?OpenDocument&login
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Federal tax laws give very favorable treatment to homeownership and offer a wide variety of 
tax deductions to make ownership more affordable and attractive to U.S. citizens. Perhaps it is 
for this reasons that homeownership in the United States is now 67.5 percent, its highest level 
ever.  
 
No one expects a real estate salesperson to be a tax expert, but being able to explain the basics 
of taxes for residential properties offers a service to clients and customers and provides a 
valuable tool in convincing prospects of the value of real estate ownership.  
 
Use this tool kit—including ready to go agenda, activities, and talking points—to help improve 
your salespeople's understanding of the basic federal tax laws that apply to residential real 
estate and how those laws can benefit their buyer and seller clients.  
 
Each component of this tool kit (worksheets, notes) is numbered at the top of the page so you 
can easily move through the content chronologically. 
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Component 1: Facilitator Talking Points 
 
 
These notes will guide you and your salespeople through a discussion and activities on 
the basics of federal taxes that affect residential real estate.  
 
Pre-meeting preparation 

• Review all the meeting documents in this kit  
• Remind participants to bring calculators to the meetings to use in Activities 2 and 

3.  

 
Print the following: 
 
1.  These facilitator talking points—Component 1 
 
2.  Real Estate Taxes 101 Agenda—Component 2 
 
3.  Activity 1: Common Real Estate Tax Mistakes Quiz—Component 3 
 
4.  Activity 1: Real Estate Tax Mistakes Answer Sheet—Component 4 
 
5.  Handout 1: What Can You Deduct When You Own A Home?—Component 5 
 
6.  Activity 2: What Tax Deductions Mean to the Homeowner—Component 6 
 
7.  Handout 2: What's Your Real Gain?—Component 7 
 
8.  Handout 3: A Basis Worksheet —Component 8 
 
9.   Handout 4: Improvement vs. Repair—Component 9 
 
10. Activity 3: Name That Tax ( A Calculation Contest)—Component 10 
 
11. Activity 3: Name That Tax Answer Sheet—Component 11 
 
12. Other Resources—Component 12 
 
 
 
 

http://www.realtor.org/rmotoolkits.nsf/pages/tax01?opendocument
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http://www.realtor.org/rmotoolkits.nsf/pages/tax06?opendocument
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http://www.realtor.org/rmotoolkits.nsf/pages/tax08?opendocument
http://www.realtor.org/rmotoolkits.nsf/pages/tax09?opendocument
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Component 1: continued 
 
Welcome (1 minute)  
 
Background, objectives, and goals (2 min.) 
Explain that federal tax policies that offer deductions for common homeownership 
expenses such as property taxes and mortgage interest make homeownership more 
affordable and attractive to U.S. citizens. Although tax benefits are almost certainly not 
the main reason people buy homes, they play an important part in the stability and 
strength of the U.S. real estate market. 
 
In this meeting, we will: 

• Talk about the principal expenses deduction that clients will usually qualify for 
when they buy or sell a home.  

• Review the meaning of cost basis and why it is important.  

• Talk about some of the expenditures that can be used to increase or decrease an 
owner's cost basis in a home and what records a homeowner must have to support 
these adjustments.  

• Practice calculating the allowable expenses and adjustments to basis that will 
commonly occur in residential sales transactions.  

Note to facilitator: Throughout the meeting, emphasize the importance of encouraging 
clients to seek professional help in calculating their tax liabilities.  
 
Activity 1: Common Real Estate Tax Mistakes Quiz (5 min.)  
Let participants take this brief quiz (Component 3) to see how up to date they are on 
taxes affecting homeownership. Use the Answer Sheet (Component 4) to review the 
answers and determine what tax areas participants understand. Emphasize the changes in 
the federal capital-gains tax laws that took effect in 1997—particularly the introduction 
of the $250,000 gains exclusion. Point out how much more affordable it is now for 
consumers to buy and sell real estate more frequently.  
 
Handout 1: What Can You Deduct When You Own A Home? (10 min.) 
Review some of the major costs associated with acquiring, owning, and selling a home, 
and how each is treated for tax purposes. Use a flip chart to create a checklist that 
participants can give to buyers and sellers about common real estate deductions. Point out 
when vacation homes sometimes qualify for these deductions. (Be sure to have your list 
reviewed by the company's accountant before distributing it to clients.) 
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Component 1: continued 
 
 
Activity 2: What Tax Deductions Mean to the Homeowner (5 min.) 
Use the example in this handout to teach participants a simple calculation that they can 
use with their clients to demonstrate the value of homeownership. Next, ask participants 
to do their own calculation of tax savings using the second example. The correct answer 
to this question is $9,482 of total expenses, resulting in a savings of $2,560.95 ($9,482 X 
.27).  
 
Handout 2: What's Your Real Gain? (5 min.)  
Review the basics of how capital gains are calculated for real estate. Although the current 
exclusion of $250,000 for individuals and $500,000 for married couples filing jointly 
means that many homeowners are exempt from capital-gains liability, capital gains may 
still impact some older individuals who have owned their homes for a long time or 
owners who resell their homes in less than two years.  
 
Handout 3: A Basis Worksheet (5 min.) 
Use Handout 3 to help participants understand what costs the buyer and the seller may 
apply to increase or decrease their cost basis. Review the difference between a capital 
improvement, which materially adds value or extends useful life, and a repair.  
 
Handout 4: Improvement vs. Repair (5 min.) 
Distribute Handout 4: Improvement vs. Repair (Component 9) and use it to help 
participants develop lists of items that would be considered capital improvements (and 
thus added to the base cost of a home for tax purposes). Write additional items on a flip 
chart divided into two columns and have participants write them in the spaces on 
Handout 4. 
 
Activity 3: Name That Tax (10 min.) 
Hand out copies of three tax calculations scenarios (Component 10), and let participants 
calculate the answers to each set of questions. Offer a small prize, such as a $5 lunch 
coupon, to the participant who calculates the correct answer to each scenario the fastest. 
Use the Name That Tax Answer Sheet (Component 11) to prompt the right answers.  
 
Adjourn.  
Thank participants for attending. 
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Component 2: Real Estate Taxes 101 Meeting Agenda 
 
 
Welcome (1 minute)  
 
Background, objectives, and goals (2 min.) 
To help sales associates gain a basic understanding of taxes affecting homeownership so 
that they can use these tax benefits as a sales tool.  
 
Activity 1: Common Real Estate Tax Mistakes Quiz (5 min.) 
Take this quick quiz to test your tax savvy.  
 
Handout 1: What Can You Deduct When You Own A Home (10 min?) Review the 
major deductions buyers and sellers are eligible for in a residential transaction and learn 
how to demonstrate the impact of these deductions on homeowners' tax liability.  
 
Activity 2: What Tax Deductions Mean to the Homeowner (5 min.) 
Work through a quick demonstration for buyers on the tax advantages of homeownership.  
 
Handout 2: What's Your Real Gain? (5 min.)  
Learn what factors go into calculating the capital gains on a sale. 
 
Handout 3: A Basis Worksheet (5 min.) 
Review how costs of ownership may be used to adjust the homeowners' cost basis in a 
home.  
 
Handout 4: Improvement vs. Repair (5 min.)  
Recognize the difference between an improvement and a repair. 
 
Activity 3: Name That Tax Contest (10 min.)  
See how fast your fingers can fly as you compete to calculate gains and expenses in these 
sample scenarios.  
 
Adjourn. 
 
Running time: 48 minutes 
 
 
 
 
 

 



SALES MEETING TOOL KIT:  
REAL ESTATE TAXES 101 

 
 
Component 3 : Activity 1, Common Real Estate Tax Mistakes Quiz 
 
1. A seller must buy another home within eighteen months of the sale of a principal 
residence to avoid paying taxes on gains. 
 
T F 
 
2. You don't have to live in your home at the time it is sold to qualify for the capital-gains 
exclusion.  
 
T F  
 
3. A seller must be over 55 years of age to qualify for an exclusion of capital gains on the 
sale of a home. 
 
T F 
 
4. An owner can deduct the mortgage interest for two residences at a time. 
 
T F 
 
5. A homeowner may deduct all money spent on improving a home as expenses in the 
year the money was spent. 
 
T F 
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Component 4:  Answer Sheet for Activity 1, Real Estate Tax Mistakes 
 
1. A seller must buy another home within eighteen months years of the sale to avoid 
paying taxes on profits from the sale of a principal residence. 
 
False. Before the passage of tax reform in 1997, homeowners had to reinvest the gains 
from the sale of their principal residence within 18 months to delay tax liability. Today, 
homeowners don't have to reinvest in real estate to avoid tax on capital gains; they may 
use the proceeds in any way they choose.  
 
2. A homeowner doesn't have to live in a home at the time it is sold to qualify for the 
capital-gains exclusion.  
 
True. A homeowner must have lived in the home as a principal resident for two years out 
of the five years preceding the sale to qualify for the capital gains exemptions. But those 
two years do not have to be immediately prior to the sale.  
 
3. A seller must be over 55 years of age to qualify for an exclusion of capital gains on the 
sale of a home. 
 
False. Before 1997, only homeowners aged 55 and older were eligible to exclude capital 
gains from their homes from taxation. The exclusion was a one-time exclusion of a gain 
up to $125,000. Today, a homeowner of any age may be eligible for an exclusion of 
capital gains once every two years.  
 
4. An owner can deduct the mortgage interest for two residences at a time. 
 
True. Mortgage interest and real estate taxes paid on a principal residence and a second 
home that isn't rented more than a certain number of days a year can be deducted by 
taxpayers. However, only two homes may qualify for the deduction at any one time and 
the total amount of the two mortgages cannot exceed $1 million.  
 
5. A homeowner may deduct all money spent on improving a home as expenses in the 
year the money was spent. 
 
False. Money spent on capital improvements to a residence may usually be added to the 
basis of the home, thereby lowering the realized capital gain when the home is sold. 
However, expenses may not be deducted against income unless the property is an 
investment property or the money was spent specifically to make the home ready for sale. 
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Component 5: Handout 1, What Can You Deduct When You Own a Home? 
 
For tax purposes, deductions for residential real estate held for personal use generally fall 
into two main categories: 
 
• costs that can be deducted as expenses from a buyer's or seller's personal income on a 
tax return 
• costs that can be used to alter the basis of the home, with the idea of lowering the 
capital gains 
 
Note that a second, or vacation, home generally qualifies for all of the same deductions as 
a principal residence provided that it isn't rented for a significant portion of the year.  
 
Buyers may deduct the following items associated with buying a home as expenses on 
their personal income tax in the year that they buy the home.  
 
Points—including loan origination fees and loan discounts, provided that the home is 
your principal residence, the amount is clearly stated on the settlement statement, and the 
purchase meets the nine criteria for deducting points established by the IRS. (See 
www.irs.gov/prod/forms_pubs/pubs/p53001.htm for details on these criteria.) 
 
If the buyer doesn't satisfy all of these criteria, points must be prorated and deducted over 
the life of the mortgage.  
 
Buyers may add the following costs associated with a purchase to the basis of their home. 
These additions will increase the basis and serve to lower the capital gains liability when 
the home is eventually sold: 
 
1. Transfer or stamp taxes and recording fees, if paid by the buyer. 
 
2. Title abstracts. 
 
3. Title insurance. 
 
4. Attorney's fees for preparing their documents for closing. 
 
 
 
 
 
 
 

http://www.irs.gov/prod/forms_pubs/pubs/p53001.htm
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Component 5: continued 
Buyers cannot deduct as expenses on their income tax or add to the cost basis of the 
home: 
 
1. Fees for an appraisal required by the lender. 
2. Rent paid to occupy the home before closing.  
3. Cost of credit reports. 
4. Loan assumption fees. 
 
During the period of homeownership, owners of single-family homes, condominiums, 
coops, and other types of property occupied as a principal residence may deduct the 
following items as expenses each year on their income tax returns:  
 
1. Interest paid on a mortgage loan(s) of $1 million or less taken out to buy, build, or 
improve a home. If the loan amounts you owe on your first and second home together 
exceed $1 million, not all interest is deductible. Note that married couples filing 
separately may each deduct interest on a total mortgage debt of $500,000. 
 
2. Late payment charges on mortgage payments 
 
3. Real estate taxes paid on the home in the year they are paid 
 
Homeowners may not deduct: 
 
1. Homeowners association dues or assessments. 
 
2. Premiums for fire or homeowners' insurance. (Note that this is often included in the 
monthly house payment.)  
 
At the time of the sale, the sellers may deduct the following expenses from their income 
taxes:  
 
1. Any reserved real estate taxes credited to the buyer at closing. However, these 
deductions can't be taken until the year that the property taxes are actually paid to the 
taxing body.  
 
2. Any mortgage interest paid for the portion of the year that the house was owned.  
 
 
3. Any remaining, undeducted points for the satisfied mortgage. 
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Component 5: continued 
 
 
 
In calculating the capital gains resulting from a sale, the sellers may add the costs 
following items to their existing basis:  
 
1. Transfer or stamp taxes and recording fees, if paid by the seller. 
 
2. Recording fees, if paid by the seller. 
 
3. Attorney's fees for preparing their documents for closing. 
 
4. Real estate commissions paid to a broker and sales associates. 
 
5. Money spent to repair the house prior to sale, if spent within 90 days of the sale.  
 
Tax laws can change frequently. Always consult an accountant or tax attorney if you 
have questions on real estate tax issues. 
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Component 6: Activity 2,  What Tax Deductions Mean to the Homeowner 
 
 
You can help buyers understand the tax benefits of homeownership by demonstrating 
how annual tax deductions for mortgage interest and property taxes will reduce their 
income tax liability. 

Assume:   
Mortgage interest paid (a loan of $150,000 for 
30 years, at 7 percent, using year-five interest) $9,877 

    
Taxes (at 1.5 percent on $180,000 assessed 
value) 2,700 

  __________ 
Total deduction  $12,577 
    
Amount you have lowered your federal income 
tax (at 27 percent tax rate)  $3,395.79  

 

Assume:   
Mortgage interest paid (a loan of $125,000 at 
6.75 percent, using year-five interest)  $6,482 

    
Taxes (at 2 percent on a $150,000 assessed 
value)  3,000 

     
Total deduction __________
    
Amount you have lowered your federal tax (at 
27 percent tax rate)  __________

 
See Facilitator Notes, under Activity 2, for answer. 

 
 

http://www.realtor.org/rmotoolkits.nsf/pages/tax01?opendocument
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Component 7: Handout 2, What's Your Real Gain? 
 
Capital Gains Facts 
 
· Capital gains are the net profits realized from the sale of any investment held for more 
than 12 months. A principal residence, which can be a single-family home, a 
condominium, a cooperative, or a manufactured home, is treated as a capital asset. The 
capital gains rate is currently 20 percent. The capital gains rate for properties acquired 
after 2000 and held for five years or more is 18 percent. 
 
· Since 1997, homeowners may exclude the first $250,000 in gain ($500,000 if married 
and filing jointly) on the sale of one home every two years. To qualify for this exemption, 
homeowners must have lived in the home as their principal residence for two out of the 
last five years. Note that the 24 months don't have to be consecutive to qualify.  
 
Calculating Capital Gains 
 
1. Take the contract sale price of the home 
 
2. Subtract:  
 
· The amount paid for the home  
 
· Any adjustments to the sale price (See Handout 3) 
 
3. The result is the net capital gains realized on the sale 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.realtor.org/rmotoolkits.nsf/pages/tax08?opendocument
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Component 8:  Handout 3, A Basis Worksheet 
 
To calculate capital gains, you must know the total cost or adjusted cost basis of your 
home.  
 
The cost basis is:  
• the amount you paid for the home 
• the cost of the land and the cost of building your home 
• the amount you paid for your cooperative share, if your home is a coop 
• the fair market value of the home as of the date you inherited it  
 
Your basis can also be increased or decreased by any allowable "adjustment to the basis" 
that you have made. The higher the basis is the lower the gain will be, and therefore, the 
lower the potential tax liability.  
 
Common adjustments that increase your basis: 
 
1. Capital improvements are any expenditure that 
• materially adds value 
• will last more than 12 months 
• creates a new use 
 
Capital improvements include items such as a renovation of all or part of the house; 
adding new rooms; adding new roof, a fence, or a pool; paving your driveway; or putting 
in new plumbing, wiring, or appliances. (Note that if you do any work yourself, the cost 
of your labor can't be added to the basis.)  
 
Keep in mind that the costs of repairs—including painting inside or out, fixing gutters or 
leaks, replastering, and replacing a broken window—are not considered capital 
improvements unless they are done as part of a major renovation.  
 
Common adjustments that reduce your basis: 
 
1. Energy conservation subsidies received from a utility 
 
2. Depreciation you deduct from your income taxes on the portion of your home you use 
as a home office  
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Component 8:  continued 
 
In addition, certain costs associated with the buy-sell transaction may be added to the 
basis.  
 
For the buyers, these include: 
 
1. Recording fees 
 
2. Buyers' attorney fees associated with the closing 
 
3. Inspection fees, if the buyers pay them 
 
For the sellers, these include: 
 
1. Transfer taxes and stamp fees 
 
2. Sellers' attorney fees associated with the transaction 
 
3. Real estate commission 
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Component 9: Handout 4, Improvement vs. Repair 
 
 
Improvements Repairs 
Garbage disposal Interior painting 
Wall to wall carpeting Repair/patch worn carpeting 
Install built-in storage units Refinish wood floors 
Add storm windows Replace one cracked window 
Add pet run Replace belt on furnace 
Install burglar alarm system   

 
Remind participants that owners may continue to add capital improvements to the basis 
for as long as they live in the house; there is no time limit. However, they must keep 
records of dates, vendors, and amount actually spent to support their claims.  
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Component 10: Activity 3, Name That Tax, or How Fast Can You Calculate 
 
 
Calculate the answers to the tax questions buyers and sellers might ask in each scenario.  
 
 
 
Scenario 1: Bob and Sally Reiner bought their home five years ago for $125,000 and 
spent $1,200 in closing costs and $1,250 in points to acquire their loan. Their annual real 
estate taxes are $1,000 a year and they pay a yearly fee of $50 to the homeowners 
association. During the time they have lived there, the couple has added a stone patio to 
the back of the house ($1,200), painted the exterior of the house ($850), and put a new 
roof on the house ($2,000). They also installed a new furnace ($1,800), which entitled 
them to a $200 energy conservation rebate from their utility. They have just sold the 
house to the Levinsons for $158,000 and paid a commission of $9,480. The Reiners paid 
their attorney $350 to prepare documents for closing and paid $1,300 in recording fees 
and transfer taxes. They used $96,000 of the money they received to pay off their existing 
mortgage.  
 
a. What is the Reiners' basis in their home at the time of sale? 
 
b. What capital gains did the Reiners realize on the house? 
 
c. What are the Reiners tax liabilities on this capital gain? 
 
 
 
Scenario 2: Blanche and Tom Williams bought a home in April 2000 and are now 
getting the records together to pay their 2000 income tax. In buying the house, the 
Williams's spent $2,000 on points (which they will take as a single deduction), $500 on 
attorney's fees for the closing, $125 for title insurance, and $250 for an appraisal required 
by their lender. They spent $600 on a new water heater and had two rooms repainted for 
$200. During their first partial year of ownership, they paid $5,000 in mortgage interest, 
plus one late fee of $75, and deposited $1500 in their tax escrow account. On their behalf, 
the bank made the first tax payment due in January 2001 of $1,020. 
 
a. How much in expense deductions are the Williams entitled to on their 2000 federal tax 
return? 
 
b. What costs item can they add to the basis of their home?  
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Component 10: continued 
 
 
Scenario 3: John and Marcia Houser bought their home 30 years ago for $25,000. Fifteen 
years ago, the couple did a major renovation of the house, which cost a total of $35,000. 
Since they are now over 65 and retired, the Housers haven't done much to keep their 
house up, although they did repave their driveway two years ago ($1,000) and install air 
conditioning ($1,500).  
 
When they listed their home with Jeff Vesos, he suggests repainting the house inside and 
out ($1,400), adding new landscaping ($900), and replacing the carpeting on the first 
floor ($2,300). Jeff's strategy proved correct; just 55 days after the work was completed, 
the Housers closed on a sale and receive $350,000 for their home. Jeff received a 
commission of $17,500. The Housers paid other closing costs—attorney's fees and 
recording fees of $3,600. 
 
a. What is the Housers basis in their home? 
 
b. What were their capital gains on the sale? 
 
c. What are their tax liabilities for the sale? 
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Component 11:  Answers for Activity 3, Name That Tax, or How Fast Can   
You Calculate 
 
Use these calculations to help participants arrive at the right answers to each scenario. 
 
Scenario 1 
a. What is the Reiners' basis in their home at the time of sale? 

Initial purchase price of home: $125,000 
  1,200 
PLUS   
Additions to basis   
Patio (capital improvement) 1,200 
New roof (capital improvement)  2,000 
New furnace (capital improvement) 1,800  
Real estate commission 9,480 
Attorney's fee for closing 350 
Recording fees 1,300 
    
MINUS   
Reductions to basis   
Energy rebate from utility 200 
    
Adjusted basis at time of sale  $140,930 
    
Possible errors: The exterior painting is a repair; only capital improvements may be 
factored into the basis. Property taxes and mortgage payments may be deducted as 
expenses, but do not apply to basis.  
    
b. What capital gains did the Reiners realize on the house? 
Sale price of house  $158,000  
    
MINUS   
Adjusted basis at time of sale $140,930 
Capital gain $ 17,070 
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Component 11:  continued 
 
c. What are the Reiners tax liabilities on this capital gain? 
Because they have owned and lived in the property for more than two years, the Reiners 
are entitled to a capital gains exemption of $500,000 (for a married couple). They have no 
tax liability. 

Scenario 2:  
a. How much in expense deductions are the Williams entitled to on their 2000 federal tax 
return? 

Mortgage interest $5,000  
Mortgage late fee 75 
Points 2,000 
    
Total deductions $7,075 
    
Although real estate taxes can be deducted as expenses for 
income tax purposes, they cannot be deducted until the year 
they are actually paid. Since taxes were not paid until 2001, 
the Williams are not eligible to deduct the amounts they 
deposited. 
    
b. Based on this scenario, how much can the Williams add to 
the basis of their home? 
    
Attorney's fees $500 
Title insurance  125 
Water heater 600 
    
Total additions to basis $1,225 
    
Possible error: Neither the appraisal fee nor the painting 
qualify as either an expense or an addition to basis.  
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Component 11:  continued 

Scenario 3  
a. What is the Housers basis in their home? 

Initial purchase of house $25,000 
    
PLUS   
Additions to basis   
Major renovation 35,000 
Pave driveway 1,000 
Air conditioning  1,500 
Real estate commission 17,500 
Closing costs 3,600 
*Repaint house 1,400 
Landscaping 900 
Carpet replacement 2,300 
    
Total adjusted basis:  $88,200 
    
*This item may be added to basis because the work was done 
within 90 days of the sale.  
  
b. What were their capital gains on the sale? 
  
Sale price of house $350,000 
    
MINUS 88,200 
    
Capital gains realized $261,800 
    
c. What are their tax liabilities for the sale? 
None. Because the Housers are a married couple filing joint, 
their combined capital-gains exclusion is $500,000. If the 
house were owned by only one person, the exemption would 
be only $250,000 and the owner would owe capital-gains 
taxes on $11,800 
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Component 12:  Other Resources 
 
 
 
Visit REALTOR.org and search for "taxes." Also, you'll find a complete summary of the 
current treatment of capital gains for residential real estate sales under the 1997 Tax 
Relief Act.  
 
Visit the Internal Revenue Service's site, and use its search feature to find information 
and updates on tax issues. Publication 523 is particularly helpful.  
 
Visit the "Buying a House" section at nolo, a free site with legal advice.  
 
Visit www.cpaonline.com for a directory of tax resources.  
 
The following articles on taxation are available here, at Realtormag.com: 
 
"Tax Tools: Software," Christina Hoffmann Spira, REALTOR® Magazine, February 1999.  
 
"Managing Your Money: A Profitable Exchange," Robert Sharoff, REALTOR Magazine, 
September 2000.  
 
"Buyer's Guide Plus: Number Crunchers," Michael Antoniak, REALTOR Magazine, May 
2000. 
 

http://www.realtor.org/
http://www.realtor.org/fedistrk.nsf/pages/HomeSaleExclusionFAQ
http://www.irs.gov/
http://www.nolo.com/encyclopedia/re_ency.html#Subtopic116
http://www.cpaonline.com/categories/index.asp?cat=46
http://www.realtor.org/tr.nsf/0625607f00685d4f862560230069d331/250c28ee690ef18a85256708006230f4?OpenDocument&Highlight=0,taxes
http://www.realtor.org/tr.nsf/0625607f00685d4f862560230069d331/64c11e98ff43117a86256934006676fd?OpenDocument&Highlight=0,taxes%201031%20exchanges
http://www.realtor.org/tr.nsf/0625607f00685d4f862560230069d331/6c8a2e80348c425c852569030059b4d1?OpenDocument&Highlight=0,taxes
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Stress is serious. Although a little stress may help you feel energized, long-term intense 
stress can increase the risk of heart disease, cause back pain, and lead to clinical 
depression requiring psychiatric care. Health care expenditures are nearly 50 percent 
greater for workers who report high levels of stress, reports the December 2001 issue of 
Journal of Occupational and Environmental Medicine, published by the American 
College of Occupational and Environmental Medicine. According to the Bureau of Labor 
Statistics, workers who must take time off work due to stress, anxiety, or a related 
disorder will be off the job for about 20 days.  

Use this tool kit—including ready-to-go agenda, activities, and talking points—to help 
your salespeople learn techniques for reducing stress in their daily real estate activities. 
 
Each element in this tool kit (worksheets, notes) is numbered at the top of the page so you 
can easily move through the content. 
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Component 1: Facilitator Talking Points 
 
 
These notes will guide you and your salespeople through a discussion and activities on 
better ways to manage stress in your business lives.  
 
Pre-meeting preparation: 

• Review all the meeting documents in this kit.  
• Ask participants to bring in descriptions of one or two stressful business situations 

they experienced during the last week and how they reacted to them.  

 
Print the following: 
 
1. These facilitator talking points—Component 1 
 
2. The Reducing Stress Agenda—Component 2 
 
3. Activity 1: Quiz: How Stressed Are You?—Component 3 
 
4. Activity 1: Quiz Answers: How Stressed Are You?—Component 4 
 
5. Handout 1: A Dozen Ways to Reduce Stress—Component 5 
 
6. Activity 2: Three Exercises to Relieve Stress—Component 6 
 
7. Handout 2: Reduce Your Time-Related Stress—Component 7 
 
8. Activity 3: Identifying Your Stress Producers—Component 8 
 
9. Activity 4: Behaviors to Lower Stress—Component 9 
 
10. Activity 4: Behaviors to Lower Stress Explanation Sheet—Component 10 
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Component 1: continued 
 
Welcome (1 minute)  
 
True stories (1-2 min.) 
1. Relate a personal story about a stress-inducing situation you experienced at work in the 
last week. (Be sure not to select a story that would put any salesperson in an 
uncomfortable situation.) 
To segue from the true stories to the discussion, tell participants that real estate sales is  
among the 25 most stressful occupations, according to the Jobs Rated Almanac, 
published by National Business Employment Weekly. The almanac says real estate 
professionals fall in the same stress category as air traffic controllers, police officers, and 
NCAA basketball coaches. 
 
Background, Objectives, and Goals (2 min.) 
In this business, you can't completely eliminate stress, but by learning to keep it under 
control, you can make your professional and business lives more productive and happier 
and avoid the burnout that could seriously damage your career.  
 
In this meeting, we'll: 

• Discuss some ways to counteract stress.  

• Review some time management tips to help reduce stress.  

• Identify what factors are the most significant contributors to your stress.  

• Help you learn responses to diffuse some typically stressful real estate sales 
situations.  

Activity 1: Quiz: Are You Stressed? (5 min.) 
Have participants take this quick quiz to evaluate their stress levels. Then use the quiz 
answer sheet to rate the stress of your salespeople. 
 
Handout 1: A Dozen Ways to Reduce Stress (5 min.)  
Read through the suggestions for reducing stress. After you read each one, ask for a show 
of hands to learn if participants have used a particular suggestion. Ask those who have 
tried the technique how well or badly the technique worked. Ask participants to share any 
other stress-reducing ideas they have found effective.  
 
Activity 2: Three Exercises to Relieve Stress (10 min.)  
Get participants to try each of the three exercises. After each one, explain what the stress 
buster trick of the exercise is.  
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Component 1: continued 
 
 
Handout 2: Reduce Your Time-Related Stress (5 min.) 
Remind the participants that poor time management is a major cause of stress in the real 
estate business. Read the five time management tips; then ask participants if they have 
any others they can share with the group. If the group wants to learn more about how 
time management can be used to reduce stress, present a separate session using the Better 
Time Management Sales Meeting Tool Kit.  
 
 
Activity 3: Identifying Your Stress Producers (15 min.) 
Use this exercise to help salespeople pinpoint their principal causes of stress in their daily 
real estate activities. Ask each salesperson to describe a recent stressful moment. Then 
use the Identifying Your Stress Producers Explanation sheet (Component 8) for 
suggestions on responses that might reduce stress. Ask participants for other suggestions 
on how stress could be reduced in each situation.  
 
Activity 4: Behaviors to Lower Stress (10 min.) 
Use this exercise to help salespeople train themselves to respond in ways that will reduce 
their stress. Have a participant read each scenario, then ask participants to write down 
how they would respond to the situation in one or two sentences. Then call on various 
participants to share their responses with the group. Use the Behaviors to Lower Stress 
Explanation Sheet (Component 10) to suggest ways that participants' stress level could be 
reduced in each scenario.  
 
Adjourn.  
Thank participants for their time. 
 
Running Time: 54 min. 
 
 
 
 
 
 
 
 
 
 

http://www.realtormag.com/rmotoolkits.nsf/pages/time00
http://www.realtormag.com/rmotoolkits.nsf/pages/time00
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Component 2: Agenda 
 
 
Welcome (1 min.) 
 
True story (1-2 min.) 
 
Background and goals (2 min.)  
 
In this meeting, we'll: 

• Discuss some ways to counteract stress.  

• Review some time management tips to help reduce stress.  

• Identify what factors are the most significant contributors to your stress.  

• Help you learn responses to diffuse some typically stressful real estate sales 
situations.  

Activity 1: How Stressed Are You? Quiz (5 min.) 
Rate your stress level. 
 
Handout 1: A Dozen Ways to Reduce Stress (5 min.)  
Review some ideas that might help you make your stress more manageable. 
 
Activity 2: Three Exercises to Relieve Stress (10 min.)  
Try these simple exercises to get a temporary relief from stress.  
 
Handout 2: Reduce Your Time-Related Stress (5 min.) 
Get a handle on how to use your time more effectively.  
 
Activity 3: Identifying Your Stress Producers (15 min.) 
Identify your major causes of work-related stress and consider some suggestions for how 
to counteract them. 
 
Activity 4: Behaviors to Lower Stress (10 min.) 
Learn to react differently in stress-inducing situations.  
 
Adjourn 
 
Running Time: 54 min. 
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Component 3:  Activity 1, How Stressed Are You? Quiz 
 
 
Put a check next to each year of these descriptions that applies to you. 
 
1.   You frequently complete the sentences of someone you're talking to.  
 
2.   You wake up the middle of the night and start trying to solve a work related problem. 
 
3.   You jump when someone suddenly comes up behind you.  
 
4.   You regularly feel overwhelmed with the amount of work you have to complete. 
 
5.   You run late all the time.  
 
6.   You often find it hard to concentrate, especially on more complicated tasks. 
 
7.   You feel so exhausted at the end of the day you barely have the energy to eat dinner. 
 
8.   You get angry easily, often over minor things. 
 
9.   You have experienced a noticeable change in eating habits, either eating much more 
or   
       much less. 
 
 
10. You put off returning calls even to nice clients because you're "not up to" talking to 
them. 
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Component 4:  Activity 1, How Stressed Are You? Quiz Answers 
 
 
 
2 or fewer check marks: You're so unstressed you probably don't belong in real estate. 
Keep up the good work and let the rest of us know how you do it.  
 
3 to 5 check marks: You're stressed, but have it under control. Consider adding some 
physical exercise or recreational activity to your schedule to help you keep in balance.  
 
6 to 8 check marks: You're a prime candidate for Valium. Try practicing anxiety control 
exercises, such as visualizing yourself solving the problems that worry you. Learn to say 
"no" when you don't have time for anything else.  
 
9 or 10 check marks: You're practically vibrating. Take a vacation and consider finding 
a friend to talk to about your fears and frustrations. Use positive talk to yourself to help 
you keep calm. 
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Component 5:  Handout 1, A Dozen Ways to Reduce Stress 
 
 
Real estate sales are among the 25 most stressful occupations, according to the Jobs 
Rated Almanac, published by Barricade Books, Ft. Lee, N.J. The 1998 Almanac says the 
real estate professional falls in the same stress category as an air traffic controller, police 
officer, and NCAA basketball coach. Try these options for reducing stress.  
 
1. Make peace with imperfections; always strive to do your best, but accept the 
limitations of being a human being. 
 
2. Learn to live in the present; don't be controlled by past problems or future concerns.  
 
3. Spend a moment every day thinking of someone to thank: a higher being for the beauty 
of the day or the person who let you change lanes without honking at you. It's a great way 
to combat negativity.  
 
4. Get out. Walk around the block, take the long way through the park and admire the 
view. Take a break to exercise or pamper yourself with a new tie or a manicure. 
 
5. Smile at strangers and look them in the eye; the sense of opening up and connecting is 
a great stress reducer. 
 
6. Remember to be grateful for what you have, not frustrated by what you don't have.  
 
7. Choose your battles wisely; disagreements are stressful. Don't use your energy trying 
to convince someone else unless it's important. Don't make winning a must do for every 
issue. 
 
8. Create a stress-reduction box, suggests Jan Morris, Morris VIP Realty, Montgomery, 
Ala. Include pictures of your children or pets, a silly cartoon, letters of appreciation from 
past clients, and a goofy toy. (I personally find that one or two blasts on a duck call 
cheers me up tremendously.) 
 
9. Remember you can't please all people, all of the time. Real estate is a service business, 
but not every prospect will recognize you for the great salesperson you are, and not every 
buyer will like the great listing you're so proud of. Get over it.  
 
10. Breathe before you speak. It will often help you avoid ill-considered statements that 
can increase everyone's stress level and give you a chance to really listen to what has 
been said.  
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Component 5:  continued 
 
 
11. Talk to yourself positively; positive affirmations will help counter the feels of 
negativity, anger and the sense of failure that often accompany stress.  
 
12. Concentrate on doing one thing at a time. Trying to eat lunch, talk to a client, and put 
the finishing touches on a property ad that has to be in today is a surefire recipe for stress 
and possibly mistakes. 
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Component 6:   Activity 2, Exercises to Relieve Stress 
 
Stress Buster #1: Turn off those negative inner thoughts. Ask participants to begin 
thinking about a recent business problem that they wished they had handled better. 
During this period, most people will begin thinking negatively about themselves and 
about what they did wrong in that situation. After 1-2 minutes, suddenly shout, "Stop." 
Immediately ask participants to start humming or whistling "America the Beautiful" (or 
any other song you like).  
 
Stress Buster Trick: It's almost impossible to think seriously while whistling or 
humming. Tell participants that if their inner voices start sounding negative, they should 
shout, "Stop" and begin humming to break the pattern of negativity. 
 
 
Stress Buster #2: Instant yoga. Ask participants to stand up. Have them let their arms 
hang loosely at their sides and their eyes closed. Have participants raise their arms toward 
their ears. Hold this pose and breath in an out slowly. Lower arms. Repeat five times.  
 
Stress Buster Trick: Relaxing the tension in your shoulder and neck muscles—where 
many people experience tension when under stress—will help you lower your stress 
level.  
 
 
Stress Buster #3: Go on a minivacation. Ask participants to close their eyes and imagine 
that they are on vacation at a spot they've always dreamed of (or their favorite spot). 
Participants should imagine themselves in the picture—if they're at the beach, they 
should feel the sand under their feet, feel the breeze in their palms, etc. At the end of 2-3 
minutes, ask each participant to briefly describe their favorite spot and what it felt like. 
 
Stress Buster Trick: Visualizing a pleasant, restful place, even for five minutes will help 
break the pattern of stress, lower your metabolism, and help you relax. 
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Component 7:   Handout 2, Reduce Your Time-Related Stress 
 
 
Using time productively is a great stress reducer. Try these time management ideas.  
 
1. Have a plan of action for each day, week, and month. Knowing what you want to 
achieve will help you focus your time and reduce the stress of feeling that you're not 
accomplishing your goals. 
 
2. Avoid indecision. If you try to put off making a decision after carefully weighing the 
facts, you waste time that could be spent implementing the choice and create needless 
tension for yourself. 
 
3. Know your limits. Not knowing when to say "no" will push you beyond your 
capacities and lead to poor performance and mental fatigue. 
 
4. Don't procrastinate. Try to determine which tasks you regularly put off and do them 
first. Then give yourself a reward for completing the job. Overcoming procrastination 
reduces the nagging tension of having an incomplete job hanging over your head.  
 
5. Avoid interruptions. Losing concentration, especially when performing complex tasks, 
means you need to start your thought process over, losing still more time and adding to 
your stress. Try to block out a period of at least one to two hours of uninterrupted time 
when you are working on a listing presentation or a new marketing program that requires 
creative thought. Very few things really are so urgent that they can't wait for an hour or 
two. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



SALES MEETING TOOL KIT:  
REDUCING STRESS 

 
 
Component 8:   Activity 3, Identifying Your Stress Producers 
 
 
 
Use this sheet to help salespeople analyze some of the situations they may encounter 
during their real estate activities.  
 
Stressful Situations: Prospecting  
Fear of rejection: Stop listening to that "tape in your head" that tells you the prospect 
won't like you and you will not get an appointment. Not everyone will need your services 
and not everyone will like you.  
 
Procrastination: To motivate yourself to prospect, choose a reward for yourself if you 
successfully make a certain number of new prospecting appointments a week.  
 
Stressful Situations: Listing  
Fear of not being prepared for the listing: Make the preparation a priority. Schedule a 
two-to-three hour period the day before the presentation to prepare your materials and 
review your presentation. Listings are major sources of income and should be given 
ample space in your time management schedule.  
 
Fear of failure to get the listing: Work on developing positive statements about your 
skills and professionalism. "I'm a skilled real estate professional. Any seller would be 
lucky to have me working to sell their home." Repeat these positive statements to 
yourself several times a day, especially when you start to have feelings of doubt. Take a 
class on improving your listing presentation to gain self-confidence.  
 
Stressful Situations: Showing 
The buyers don't like any of the homes you show them: Recognize that you'll never please 
everyone and that some people have unrealistic expectations. Instead of privately berating 
yourself (or the sellers), cut the showing session short or suggest a break to let everyone 
relax. Use the break time to re-interview the sellers about their home needs.  
 
The house is a mess when you arrive for the open house: Stress often comes from 
expectations not meeting realities. Stop and take a few deep breaths to calm down. Then, 
call for help—see if someone in your office or your family could pitch in for an hour to 
help clean up. Plan on being at all open houses at least 45 minutes ahead so you'll have 
time to straighten up the next time this happens.  
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Component 8:   continued 
 
 
Stressful Situations: Closing 
Offer is below what the seller "needs": Don't accept someone else's problems as your 
own. While you certainly want to do everything necessary to make the sale, don't feel like 
you have to make up the difference by cutting your commission and then feeling angry 
and resentful about it.  
 
Buyers have problems obtaining financing: Recognize that you can't control every 
situation or solve every problem. Offer to call the lender to determine the cause of the 
problem and then offer suggestions for financing alternatives. If necessary, suggest a 
credit counselor  
 
Sellers make a very problematic counteroffer: Don't always feel that you have to prove 
your point or show that you are right; provide advice to the sellers on how to respond. 
Don't be frustrated if they don't follow it. Stop blaming others if things don't work out; it 
makes you feel powerless. Instead, look for a way you can solve the problem.  
 
The closing slows down because the paperwork isn't getting done: Don't let poor time 
management skills give you an excuse to neglect the details needed to close. Designate a 
time every day to follow up on transactions. If you can afford it, hire a part-time assistant 
to do the calling for you. Keep a time log to determine how long each task takes and then 
allocate time for follow-through.  
 
 
Stressful Situations in General 
Time is wasted trying to find paperwork: Taking 10 percent of your week to get 
organized will pay off in greater productivity and less stress during the other 90 percent 
of the day. Create—or have your assistant create—a comprehensive paper and electronic 
filing system, then devote 10 minutes at the end of each day to putting paperwork in its 
proper place.  
 
Technology use: Don't berate yourself because you can just open the box and use the 
technology. Be patient and take the time to read the instructions. Don't have unrealistic 
expectations. Instead, sign up for a class or ask a friend for instructions. 
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Component 9:   Activity 4,  Behaviors to Lower Stress 
 
 
Read each scenario below and then honestly explain in one or two sentences what you 
would do in this situation.  
 
Scenario 1: You have a listing presentation in 45 minutes and the new salesperson in the 
office comes in to ask for your advice.  
 
What do you do? ________________________________________________________ 
 
______________________________________________________________________ 
 
 
Scenario 2: You've had a very frustrating day. You got up at 5 a.m. to finish a listing 
presentation for a prospect, only to be told that the seller's brother in law is going to sell 
the house. You rushed to the airport and spent the afternoon showing out-of-town 
customers four houses they hated. Now, in one hour, you have to present a very low offer 
to a client whose house has been on the market for 90 days.  
 
What do you do? ________________________________________________________ 
 
______________________________________________________________________ 
 
______________________________________________________________________ 
 
 
Scenario 3: Following the principles of good time management, you've carefully plotted 
out your day—prospecting from 9 to 11 a.m., house showings from noon to 4 p.m., 
sending out your monthly e-mail newsletter from 4 to 5 p.m., then your son's 5:30 hockey 
game. Unfortunately, the buyers arrive late, insist on stopping for a bite to eat as well as 
an open house you just happen to drive by. You finally drop them off at 5:25. 
 
What do you do? ________________________________________________________ 
 
______________________________________________________________________ 
 
______________________________________________________________________ 
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Component 10:   Activity 4, Behaviors to Lower Stress Explanation     
Sheet 

 
 
Read each scenario below and then call on participants for their responses until one 
participant offers a strategy similar to the one listed for that exercise. If no one offers this 
option, share the solution with the group. Then explain the long-term strategy that will 
help participants successfully implement this stress-busting behavior in the future.  
 
 
Scenario 1: You have a listing presentation in 45 minutes and the new salesperson in the 
office comes in to ask for your advice.  
 
The Stress Buster: Practice being patient. Remember why this person is at your door. 
Not to make you late, not to screw up your presentation so you don't get the listing, but 
because he considers you a great salesperson and hopes to learn how to succeed from 
you.  
 
Long-Term Strategy: Dr. Richard Carlson, author of Don't Sweat the Small Stuff 
suggests holding "patience practice periods" of as little as five minutes and then build 
from there. Not only will you lower your stress by being patient, but you'll keep everyone 
in the situation calmer. 
 
 
Scenario 2: You've had a very frustrating day. You got up at 5 a.m. to finish a listing 
presentation for a prospect, only to be told that the seller's brother-in-law was a real estate 
salesperson and would be listing the home. You rushed to the airport and spent the 
afternoon showing out-of-town customers four houses they hated. Now, in one hour, you 
have to present a very low offer to a client whose house has been on the market for 90 
days.  
 
The Stress Buster: Get some quiet time to calm down. Before you plan your strategy for 
presenting the offer, take 15 minutes of quiet time. Don't let yourself worry about the day 
or the presentation ahead. Instead, focus on pleasant topics—the beauty of the landscape, 
the great round of golf you had last weekend, the adorable drawing your child brought 
home from school. In no time, you'll feel refreshed and ready to calmly and 
professionally discuss the pros and cons of the offer with your clients.  
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Component 10:   continued 
 
 
Long-Term Strategy: Get some perspective. Most day-to-day irritations—the 
unresponsive buyers, the slow traffic—are just that, problems of the moment that you 
won't remember a year, or even a month from now. Thinking about a minor problem in 
terms of the "time warp" of a year from now shows you just how unimportant most things 
that stress you out really are.  
 
Scenario 3: Following the principles of good time management, you've carefully plotted 
out your day—prospecting from 9 to 11 a.m., house showings from noon to 4 p.m., 
sending out your monthly e-mail newsletter from 4 to 5 p.m., then your son's 5:30 hockey 
game. Unfortunately, the buyers arrive late, insist on stopping for a bite to eat as well as 
an open house you just happen to drive by. You finally drop them off at 5:25.  
 
The Stress Buster: Be flexible. Planning is important, but so is the realization that you 
can't control every situation. Will the prospects that receive your newsletter really care if 
they get it one or two days later? Of course not. So slot your newsletter later in the week 
and cheer on your kid. In addition, accepting that something won't get done will keep you 
from seeming rushed and edgy to the buyers you work with.  
 
Long-Term Strategy: Build in a certain amount of flextime every day to so that you can 
get critical things done. This flextime can be used to do non-time sensitive tasks, such as 
entering prospects into your contact management system, filing paperwork, or reviewing 
new listings on the MLS. By building in this time that can be used for a variety of 
purposes, you can lose or gain an hour in your schedule without feeling the stress of 
falling behind in your work. 
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Selling real estate can be fun, and most salespeople do it because they like dealing with 
people. But selling real estate can also be one of the riskiest professions because of all the 
strangers you may have to meet alone, crime experts say. Real estate professionals who 
are aware of basic safety guidelines can improve their chances of not becoming a victim 
and keep their daily business activities fun, profitable, and safe. 
 
Use this prepackaged sales meeting tool kit—including ready to go agenda, activities, and 
talking points—to help develop your salespeople's danger radar and your own office 
safety policy, if you don't already have one.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move 
through the content chronologically 
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Component 1: Facilitator Talking Points 
 
These notes will guide you and your salespeople through a discussion and activities on 
safety 
 
Before the Meeting  

• Review the entire safety meeting toolkit.  
• Review your company's existing safety policy.  
• Develop an action plan indicating how you'll add to or change your company's 

policy. The action plan worksheet lists items and policies you can offer 
salespeople and suggestions for how to implement them. Use the worksheet to 
indicate who'll provide these resources.  

Print the following: 
 
1. Facilitator talking points—Component 1  
 
2. Handout 1: Safety agenda—Component 2 
 
3. Handout 2: Action Plan worksheet—Component 3 
 
4. Handout 3: True Story—Component 4 
 
5. Activity 1—Typical Day worksheet—Component 5 
 
6. Activity 2a, 2b, 2c—Map out a Typical Day; Recognizing Danger, Avoiding Danger 
worksheet —Component 6 
 
7. Activity 2a, 2b, 2c facilitator answer key —Component 7 
 
8. Handout 4: 10-second rule—Component 8 
 
9. Handout5: 10-second rule (business card size)—Component 9 
 
10. Optional: What's Wrong with This Scenario—Component 10 
 
11. Scenario talking points—Component 11 
 
12. Handout 6: Defending Your Life handout—Component 12 
 
 
13. Activity 3—Applying Safety Techniques—Component 13 
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Component 1:  continued 
 
 
Activity 1: Typical day (3 minutes) 
Have the participants write down their top five tasks—the items on their business to-do 
list—for the next few days. When they've finished, have them set aside their lists until the 
end of the discussion. 
 
True Stories (3 minutes) 
Gain participants' attention about the importance of safety in one of three ways:  
1. Have them read the story, "Safety First," about an attack on a salesperson. (Component 
4) 
2. Relate a story on safety concerns from your own experience. 
3. Research and relate crime statistics for your area. Start with: 
APBNews.com: Obtain crime ratings by Zip code. 
REALTOR.COM (Click on "Neighborhoods", and then on "Relocation Crime Lab"): 
Compares crime rates between any two U.S. cities. Crimes are broken down by robberies, 
rapes, homicides, assaults, and motor vehicle thefts. 
County and City Crime Statistics Link Guide  
National Criminal Justice Reference Service Statistics on drugs and Crime; gun violence; 
homicide 
Criminal Justice Statistics: Includes link to U.S. Census Bureau ranking of cities (with 
more than 200,000 people) by crime rate; various police department stats by state 
 
Background, goals, and objectives of safety meeting (3 min.) 
To segue from the story or stats to the discussion, tell participants: U.S. homicide trends; 
drugs and crime stats, and then explain: 
 
"You put yourselves at risk every day, meeting strangers and showing properties. Our 
company is taking a proactive position on safety by providing you with the skills to 
detect a potentially dangerous situation and the techniques to deal with a dangerous 
situation should you ever experience one.  
In this meeting, we will;  

• Use the 10-second rule of thumb for safety when showing a property.  

• Come to recognize dangerous situations.  

• Prevent dangerous situations.  

• Learn how to regain control in dangerous situations.  

http://www.apbnews.com/
http://www.realtor.com/
http://www.crime.org/links_city.html
http://www.ncjrs.org/
http://www.ncjrs.org/statprdt.htm
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Component 1:  continued 
 
Activity 2a – Map out a Typical Day (5 min.)  
This activity sets the stage for activity 2b, which demonstrates to salespeople the 
potential safety risks in their everyday activities. 
Lead the discussion by asking salespeople about their typical day activities—not their to-
do list items necessarily—but the activities that are part of the job of real estate (listing 
appointments, showings, closings). Make a list of these activities on a flip chart while 
participants complete the first column of the Activity 2a worksheet.  
 
To ensure that the group highlights all the critical typical day real estate activities, refer to 
the Activity 2a Answer Sheet. 
 
Activity 2b—Recognizing Danger (7 min. each)  
This activity demonstrates to salespeople the potential safety risks in their everyday 
activities. 
 
You can either lead this discussion or break participants into small groups of three or 
four. In either case, ask them to list potentially dangerous scenarios for each typical day 
situation in column two—safety assessment—on the same worksheet.  
 
Again, to ensure that their lists are complete, refer to the Activity 2a Answer Sheet. 
 
10-second rule (5 minutes)  
Now that the group has assessed how its safety can be compromised in specific 
situations, pass out and review the 10-second rule handout—a series of questions 
salespeople should ask themselves in various situations.  
 
Underscore how to use the 10-second rule by applying it to the list of typical activities 
you wrote on the flip chart. 
 
Activity 2c—Avoiding Danger (7 min. each)  
This activity shows salespeople how they can prevent danger from occurring in job 
situations.  
 
You can either lead discussion or break participants into small groups of three or four. 
 
Ask them to list preventive measures in the third column of their worksheets. Again, refer 
to the Answer Sheet to ensure that their lists are complete. 
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Component 1:  continued 
 
If needed, apply these tips, from the September 2000 issue of REALTOR Magazine, to 
the Avoiding Danger exercise.  
 
 
1. Don't host an open house alone; take along a colleague. Never show property alone at 
night or advertise it as vacant.  
 
2. If you must sit a property that doesn't have a phone, bring along a cell phone. Tell 
someone at your office you'll call every hour, then do it like clockwork so that person 
will know right away if something is wrong. 
 
3. Be careful how you dress. Flashy or expensive jewelry might attract the wrong kind of 
attention. 
 
4. Don't put your home phone number on your business card. Buy a voice pager. 
 
5. Always take your own car for showings. When you leave your car, lock it. 
 
6. Let potential buyers take the lead when exploring a home, with you following behind. 
Avoid going into the basement or confined areas with a prospect. 
 
7. Always have prospects meet you at your office the first time. Ask them for 
identification. If they question you about it, say it's company policy. 
 
8. Find out as much as you can about prospects, such as where they work, what they do, 
and how much they earn. Ask lots of questions and be a good listener. 
 
9. Know your sales area. Preview the property. 
 
10. Don't be greedy. If you're suspicious, it's better to walk away from a listing or a 
showing. 
 
Optional: What's Wrong with This Scenario? (3 min.) 
If you have time, ask salespeople to analyze the dialogue in the scenario and identify red 
flags that might indicate a threat to their safety. Most importantly, ask the group to 
provide alternative responses for the salesperson.  
 
Use the provided talking points to make sure that the group catches all the red flags in the 
scenario. 
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Component 1:  continued 
 
 
Discussion— Defending Your Life (5 min.) 
Explain that even the most prepared salesperson can still run into trouble. Review the 
handout that describes how to defend yourself. 
 
Activity 3—Applying Safety Techniques (2 min.) 
This activity applies the information learned in this session to their real-life to-do lists. 
 
Ask participants to revisit their Activity 1 Worksheet and identify one potentially 
dangerous situation. Ask them to explain how they could regain control if attacked during 
the activity. Participants can complete this activity with their own lists or swap lists with 
a neighbor.  
 
Adjourn 
If you plan to implement or offer some of the items and policies named in the action plan, 
share those with the group now. Be clear about what's part of company policy and what's 
just good judgment. Then thank participants for their time, and urge them to be careful 
out there. 
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Component 2: Safety Agenda Handouts Overview 
 
 

  

 

   
  Welcome (2 min.) 

   
  Activity 1: Typical day (3 min.) 

  Participants write down the activities that they must accomplish in the next couple of 
days—their business to-do lists. Set aside handout for later use in Activity 3.  

   
  True Stories (3 min.) 

1. Relate the provided story about how a real estate professional was harmed  
on the job, or 2. Relate personal story or crime statistics for the area 

   
  Background, goals, and objectives of safety meeting (3 min.) 

   
  Activity 2a: Map out a Typical Day (5 min.) 

Group names the top five real estate activities, such as listing presentations  
and showings. Facilitator lists those on a flip chart while participants complete their 
corresponding handouts. 

   
  Activity 2b: Recognizing Danger (7 min. each)  

Participants assess all potential dangerous scenarios that could arise  
during the activities listed in 2a.  
 
Option 1: Small group activity  
 
Option 2: Facilitator-lead discussion 

  10-second rule (5 min.) 
What is it? (handout) 
Apply the rule to the typical day activities 
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Component 3: Action Plan Worksheet 
 
Use the table below to help improve your associates' safety on the job. The left-hand 
column lists safety items and policies that you can buy or implement. The "suggestions" 
column lists ways to supply or implement the items and policies. Use the remaining 
columns to identify who'll provide the safety measure. For example, if you intend to offer 
company-sponsored safety training for the associates, place a check mark in the 
"company" column in the self-defense course row. If training is a component of company 
policy, place an additional check mark in the "policy" column. If a self-defense class is 
recommended, but will be the associates' responsibility, check the "associate" column. 
 
Use the completed worksheet during the sales meeting to update your associates about 
your company's safety policy. Or customize your own version with the blank worksheet. 
 
 

 
Safety 
item/policy  

Provided By:  

 Associate  Company Policy Suggestions 
Whistle  Can be provided by broker at reasonable cost. 
Self-defense 
course 

 Can be reimbursed by the broker or hire a consultant to 
provide in-house training. 

Mace/pepper 
spray  

 Can be provided by broker. Review local and state laws 
regarding the legality of these items. 

Call-in policy  Ask associates to call office at specific times. If the office is 
closed on weekends, arrange for salespeople to call each 
other. 

Open-house 
policy 

 Have associates partner at open houses or have a male 
salesperson substitute for a female. Make periodic checks of 
open houses. 

New-client 
ID policy 

 Create procedures, policies, or forms to verify prospects' 
identification. Require all prospects to meet associates in 
the office on a first visit; request a piece of identification. 

Property 
ownership 
verification 

 Establish procedures, such as checking county property 
records, so associates verify that people who claim to own 
property are in fact owners. Avoid a situation where a caller 
claims to be a seller, but intends to lure a salesperson to a 
vacant house or remote location. 
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Component 3:  continued 

 
 
Review 
salespeople's 
collateral 
materials 

 Create guidelines to encourage associates to eliminate 
personal information (phone numbers, addresses) from their 
business cards and collateral materials and to eliminate 
descriptions, such as "quiet, secluded street; vacant 
property" from ads. 

10-second 
rule handout 

 Encourage associates to post the 10-second rule in a 
prominent place and on the backside of their business cards.

Itinerary 
policy 

 Associates should leave a daily itinerary with the 
receptionist or in a pre-determined place. Minimally, this 
should include contact information and destinations 
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Component 4: Action Plan Worksheet (blank) 
 
 
Safety Item/ Policy Provided  

By: 
Provided 
By: 

Provided 
By: 

 

 Associate Company Policy Remarks 
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Component 5: True Stories 
 
Safety First  
BY RICHARD WESTLUND 
April 5 she let down her guard at the wrong time. "I was in the office and the phone was 
ringing off the hook," she says. "A man said he wanted to . . . see a $375,000 house . . . 
right away."  
 
Barbara Slaughter, a broker for Property Associates Inc, Tallahassee, Fla., told the caller 
she had to contact the owner, asked for his name and number, and promised to call him 
back. She did. She later learned that he gave a fictitious name and provided a number in 
nearby Monticello that turned out to be a pay phone at a restaurant where he was waiting 
for her return call. Slaughter agreed to meet him at the property, which was located in a 
rural area. "When I arrived, he was sitting in an orange van wearing a-T-shirt" she said. 
Slaughter, had been talking with an associate on her car phone as she pulled up. Before 
hanging up, she said, "This guy makes me uneasy, but you can't always judge a book by 
its cover." 
 
Although Slaughter thought no one was home, a Bronco was sitting in the driveway, and 
the woman who lived at the house waved to them from the house. Slaughter showed the 
man around the home, and he acted like a typical buyer. After the tour, he asked to see 
another house closer to town, a vacant three-bedroom on a one-acre lot. "I was in a hurry, 
so I turned into the driveway," Slaughter says. "He pulled in behind me. I got the key 
from the lockbox, and we went inside. I tried to stay behind him as we went from room to 
room. He asked a lot of questions, like a buyer, and I was feeling comfortable. As we 
came back through the kitchen, I turned my back on him to get a flier off the counter. 
When I did that, he grabbed me from behind and caught me by the wrists."  
 
The attacker wedged Slaughter between himself and the kitchen counter so that she 
couldn't move. She screamed, which unnerved the attacker, who may have intended to 
harm her. "He said, 'If you shut up, I'll tell you what I want. I want money,"' she recalls. 
"I told him I had $10 in the car, and I would give it to him if he let me go. After about 15 
minutes in the kitchen, I talked him into letting me go to the car." At the car, Slaughter 
managed to slam his arm with the door, jump inside, and lock the door. However, her 
keys and phone were still inside the house, "All I thought of was giving him the $10 
because I had promised it to him. But he must have thought I had a gun in the car because 
he ran back to the van."  
 
Slaughter's car was trapped in the driveway by the van and her car phone was still in the 
house. She cracked the window slightly and held the $10 bill out but the man. Apparently 
thinking that she was armed, he wouldn't approach the car and motioned for her to get 
out. Finally, she got out, threw the crumpled bill across the car and quickly locked the 
door. He retrieved the money and sped off.  
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Component 5: continued 
 
 
Concerned that he might be heading back to the first house, where he knew the woman 
was home alone, Slaughter called the police and then raced off to warn the property 
owner. To her knowledge, the man didn't return to the house, but the police recently 
informed Slaughter that someone matching the description of her attacker harmed a real 
estate practitioner in Jacksonville, Fla.  
 
Slaughter, who's been a practitioner since 1978, says it's taken her a long time to recover. 
"We trust everybody here because we have a small-city atmosphere. We're not used to 
dealing with crime. But everyone must be careful. Now, I ask callers to meet at the office 
first rather than the property."  
 
Reprinted with permission of Florida REALTOR Magazine. Copyright 2001. 
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Component 6: Your Typical Day 
 
 
SAFETY Activity 1: Your Typical Day 

 
Directions: List five activities that comprise a "typical day" for you.  

 
1)__________________________________________________________________ 
 
2)__________________________________________________________________ 
 
3)__________________________________________________________________ 
 
4)__________________________________________________________________ 
 
5)__________________________________________________________________ 
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Component 7: Activity 2a, 2b, 2c Worksheet 
 
 
 
Directions:  
Activity 2a Group brainstorm on the top 4 most common activities that comprise a 

"typical day." Write the top four responses your group came up with in 
the spaces provided on this worksheet. 

Activity 2b Moving across the worksheet (from left to right), identify those "typical 
day" activities during which your safety could be jeopardized. Write 
your responses in the Safety Assessment column. 

Activity 2c Look back at your responses for the second column. In column three, 
list the safety measure(s) you could take to help avoid the identified 
potentially dangerous situations.  

 
2a: Typical Day 2b: Safety Assessment 2c: Preventative Measures 
E.g. Conducting an open house Can be assaulted as the result 

of being alone 
Buddy-up, allow prospect 
to view property alone 
(i.e., basements, etc.), 
show during daylight, etc. 

1)_____________________ 
______________________ 
______________________ 

1)____________________ 
______________________ 
______________________ 

1)____________________
______________________
______________________

2)____________________ 
______________________ 
______________________ 

2)____________________ 
______________________ 
______________________ 

2)____________________
______________________
______________________

3)____________________ 
______________________ 
______________________ 

3)____________________ 
______________________ 
______________________ 

3)____________________
______________________
______________________

4)____________________ 
______________________ 
______________________ 

4)____________________ 
______________________ 
______________________ 

4)____________________
______________________
______________________
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Component 8: Activity 2a, 2b, and 2c Worksheet Ideas 
 
 
Directions:  
Activity 2a Group brainstorm on the top 4 most common activities that comprise a 

"typical day." Write the top four responses your group came up with in the 
spaces provided on this worksheet. 

Activity 2b Moving across the worksheet (from left to right), identify those "typical 
day" activities during which your safety could be jeopardized. Write your 
responses in the Safety Assessment column. 

Activity 2c Look back at your responses for the second column. In column three, list 
the safety measure(s) you could take to help avoid the identified 
potentially dangerous situations.  

   
2a: Typical Day 2b: Safety Assessment 2c: Preventative Measures 
E.g. Conducting and open 
house 

Can be assaulted as the 
result of being alone. 

Buddy-up, allow prospect 
to view property alone (i.e., 
basements, etc.), show 
during daylight, etc. 

1) Setting up a listing 
presentation 

1) Can be assaulted as the 
result of being alone with a 
prospect. 

1) Verify the property is 
owned by the person who is 
calling. Ideally, meet the 
person in the office first and 
check ID. 

2) Showing a property 2) Can be assaulted because 
your alone in a new 
environment 

2) Always follow prospects 
into rooms—don't let them 
get between you and exits; 
take your own vehicle; 
leave your itinerary with the 
office 

3) Answer calls 3) Can be assaulted if you 
give personal information 
or get inaccurate about a 
prospect 

3) Do not share info such as 
marital status or your 
residence. If you must meet 
the client off-site, get 
accurate business phone 
number, then check it. 

4) Going to closings 4) People may think your 
carrying a large sum of 
money 

4) If nervous, ask to be 
escorted to your vehicle; 
leave with a group; make 
sure you aren't followed 
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Component 9: 10-Second Rule for Personal Safety  
 

Taking in your surroundings, lets you spot and avoid danger.  
Take ten seconds during the course of your day to ask yourself these questions.  
 
Is there a questionable activity in the area?  
Are you parked in a well-lit, visible location? 
Can you be blocked in the driveway by a prospect's vehicle? After you step out of your 
car 
Are there suspicious people around? 
Do you know exactly where you're going? 
Are people coming and going or is the area unusually quiet? 
Do you observe any obstacles or hiding places the parking lot or along the street?  
Is anyone loitering in the area? 
Do you have an uneasy feeling as you're walking in? 
Is someone following you in? 
Does anything seem out of place? 
Is anyone present who shouldn't be there or who isn't expected? 

10 seconds total. Make these actions a habit. Then share these with someone else.  
 
"Appeared in "What You Can Do About Safety", REALTOR® Magazine, September 
2000. Courtesy Night Owl/Vector Security, Landover, Md. 
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Component 10: 10-Second Rule Reminder Card 
 
 
Encourage salespeople to post this 10-Second Rule reminder on the back of their business 
cards. 

Take 2 seconds to consider your situation: 

• When you arrive at your destination  

• After you step out of your car  

• While you walk towards your destination  

• At the door  

• As soon as you enter your destination  

Make it a habit. 
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Component 11: Safety Scenario 
 
Directions: Analyze the dialogue below to identify the red flags you should be alert for. 
 
Salesperson: Hello. 
 
Prospect: Hello, I'd like to see a house that you have listed. 
 
Salesperson: O.K. May I have your name please? 
 
Prospect: Steve. Steve Smith. 
 
Salesperson: And which property would you like to see? 
 
Prospect: The one at 123 South Street. 
 
Salesperson: Let me see what I can set up, Mr. Smith. Can I have your telephone number 
and give you a call back? 
 
Prospect: I'm not in my office right now. Can I call you back in an hour to see what 
you've set up? 
 
Salesperson: That would be fine. 
 
(An hour later) 
Prospect: Hello. This is Steve Smith. 
 
Salesperson: We're lucky. The house you want to see on South Street is vacant right 
now. I've set up an appointment for this evening at 7 o'clock. Is that O.K.? 
 
Prospect: That would be fine. 
 
Salesperson: Can you meet me here at the office at about 6:45? 
 
Prospect: I'll be coming straight from a meeting at the office and will be pretty rushed. 
Can we just meet at the house? 
 
Salesperson: O.K. Mr. Smith. I'll see you at the house at 7 tonight. 
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Component 12: Facilitator Notes for Safety Scenario 
 
Use these notes to help your salespeople identify the red flags in Component 10—the 
safety scenario activity. (This activity is optional.)  
 
Red flag No. 1 
Steve Smith doesn't give an office or home phone number. He says that he'll call the 
salesperson back. There's no way for the salesperson to track down him if needed.  
 
Alternative:  
If you're in this situation, try to get as much personal information from Mr. Smith as you 
can before you agree to meet with him. Even though he's not in his office, it doesn't hurt 
to call and make sure he works there as a protective measure.  
 
Red flag No. 2 
The salesperson informs Steve Smith that the house he wants to see is vacant.  
 
Alternative: 
Instead of telling a caller that a house is vacant, explain that the house is available to 
show. If the property is indeed vacant, take precautions. Inform colleagues where you're 
going and what time you'll be back. Bring pepper spray. Try to take a co-worker with 
you.  
 
Red flag No. 3 
The salesperson set up an appointment after business hours. Although this alone isn't 
cause for alarm, add it to the other red flags in this scenario and you've got a recipe for 
danger.  
 
Alternative: 
If you're going to show a property alone at night, inform people about where you're going 
and what time you'll be back. Bring pepper spray. Try to take a coworker along with you. 
 
Red flag No. 4 
Steve Smith can't meet the salesperson at the office. He asks to meet at the property. 
 
Alternative: 
If you can't meet a cold caller ahead of time, make sure to take the precautions mentioned 
above. Make sure you get personal information on the caller. Can the caller be reached at 
a work phone number?  
 
Wrap up to scenario  
Encourage participants to listen to their instincts. It's better to be safe than sorry.  
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Component 13: Defending Yourself 
 
 
 
The best defense is precaution. But if you're attacked, these suggestions can save your 
life. 
 
1. Try to talk your way out of the situation. Stay calm, and use your persuasiveness to 
talk your way out of danger.  
 
2. Stun and run. Using a sharp or blunt object, such as your car keys, pen, or phone, hit 
the assailant's head, eyes, or groin as hard as you can. Then run. 
 
Chemical sprays are also effective, but only if you already have one available when you 
need it. 
 
3. Don't antagonize or threaten the attacker. If you do, their violent behavior may 
worsen.  
 
4. Use apparent compliance. Appear to acquiesce to the attacker. When the attacker's 
guard is down, try to escape. But never, ever get into the assailant's car. 
 
Adapted from "Safety First", Florida REALTOR® Magazine, June 1994. 
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Other Resources 
 
REALTOR® Safety Week Home Page 
 
REALTOR® Magazine Online Prepackaged Sales Meeting on Safety* 
 
Personal Safety: To Meet or not to Meet?, REALTOR® Magazine Online, Sept. 2003 
 
NAR Library's Field Guide to REALTOR® Safety 
 
Don't Be a Victim: Personal Safety for REALTORS® (video) 
 
12 safety posters developed by the Washington Association of REALTORS®' Real 
Estate Safety Council  
 
"Agent Safety", Realty Times  
 
Realty Times Safety Columnist Robert Siciliano 
 
"Real-estate Agents Fearful After Slaying", The Seattle Times, Jan. 12, 2001. 
 
National Crime Prevention Council self, home and family section: Tips to protect 
yourself and your home 
 
"What You Can Do About Safety", REALTOR® Magazine, September 2000.  
 
"5 Security Steps for Companies", REALTOR® Magazine, July 1998.  
 
"13 Tips for Outwitting the Bad Guys", REALTOR® Magazine, July 1998.  
 
"How to Protect Yourself from Crime", REALTOR® Magazine, April 1997  
 
"Risky Business", REALTOR® Magazine, June 1997.  
 
"Real Estate Pros' Eyes, Ears Keep Communities Safe", REALTOR® Magazine, August 
1997.  
 
"Safety is No Accident at Open Houses”, Real Estate Today, March 1994. (Available 
through NAR's Info Central, 800/874-6500.) 
 
 
 

http://www.realtor.org/MarkCom.nsf/pages/RSWHomePage?OpenDocument
http://www.realtor.org/RMOToolkits.nsf/Pages/safe00?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/featuresept03safety
http://www.realtor.org/libweb.nsf/pages/fg201
http://www.realtor.org/prodser.nsf/openprod?openform&IN=V150-25
http://www.warealtor.com/safety
http://realtytimes.com/rtapages/agentsafety.htm
http://realtytimes.com/rtnews/rtapages/robertsiciliano.htm
http://seattletimes.nwsource.com/cgi-bin/WebObjects/SeattleTimes.woa/wa/gotoArticle?zsection_id=268466359&text_only=0&slug=realtor12m&document_id=134259666
http://www.ncpc.org/self.htm
http://www.realtor.org/rmomag.nsf/pages/WhatyoucanLucArchive2000Sep?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/5SecuritySFraArchive1998Jul?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/ProtectYouFraArchive1998Jul?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/HowtoProteWalArchive1997Apr?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/CopsvictimTimArchive1997Jun?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/RealEstateElyArchive1997Aug?OpenDocument
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Other Resources: continued 
 
 
A video on personal safety for real estate practitioners is available from the Women's 
Council of REALTORS® for $39.95. To order, phone (outside California) 888/750-3343; in 
California, 213/739-8227. Ask for REALTORS® Safety Video, #444-49. 
 
Washington Real Estate Safety Council Packet—Recommended Office Procedures 
includes a customer identification form, salesperson identification form, and salesperson 
itinerary form. Download the forms here or visit the Washington Association of 
REALTORS® Web site, www.warealtor.com/safety 
 
 

http://www.warealtor.com/safety
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The agency relationship establishes the legal framework of duties and responsibilities among 
brokers, salespeople, and consumers. Although the laws and regulations that govern agency in 
real estate transactions differ from state to state, certain basic principles apply in most cases. 
Real estate professionals who understand the duties and limitations of different agency 
relationships can ensure that they meet, but do not exceed, their responsibilities to their clients. 
A good understanding of agency also makes it possible for associates to explain their role to 
clients and avoid future confusion and mistrust.  
 
Use this tool kit—including ready to go agenda, activities, and talking points—to help improve 
your salespeople's understanding of the agency relationships permitted in your state and under 
your company's policy.  
Each element of this toolkit (worksheets, notes) is numbered at the top of the page so you can 
easily move through the content chronologically 
 
 
Note: This information provides general legal information and should not be relied upon as 
legal guidance. Before acting, both the relevant laws and legal counsel should be consulted. 
This information should not be construed as specific legal advice nor as an opinion on 
particular facts, cases, or situations. 
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Component 1: Facilitator Talking Points 

 
These notes will guide you and your salespeople through a discussion and activities on 
definitions of agency and how it applies in real estate activities.  
 
Pre-meeting preparation: 

• Review all the meeting documents in this kit.  
• Know the types of agency permitted in your state.  
• Know the types of agency your company permits.  

Print the following: 
 
1.     These facilitator talking points—Component 1 
 
2.     Understanding Agency Agenda—Component 2 
 
3.     Handout 1: How is an Agency Relationship Created?—Component 3 
 
4.     Activity 1: Does This Make You An Agent Quiz—Component 4 
 
5.     Activity 1: Answer Sheet for Agent Quiz—Component 5 
 
 
6.     Handout 2: The Fiduciary Duties of an Agent—Component 6 
7.     Handout 3: Types of Agency Brokerage Relationships with Consumers—
Component 7 
       Note: You may wish to adapt this handout to reflect your own company's policies 
before distribution. 
 
8.     Handout 4: Creating a Company Policy on Agency—Component 8 
        Note: You can alternatively supply your company policy on agency. 
 
9.     Activity 2: What Sellers' Subagents Can and Can't Do for Buyers Explanation 
Sheet—Component 9 
 
10.   Activity 3: Scenarios for Recognizing Breaches of Fiduciary Duties in Agency          
        Relationships—Component 10      
 
11.   Activity 3a: Explanations of Scenarios for Recognizing Breaches of Fiduciary 
Duty—Component 11 
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Component 1: continued 
 
Welcome (1-2 min.) 
1. Ask participants if they can remember when for all practical purposes, there was only 
one form of agency—you represented the seller, period.  
2. Ask participants why they believe this circumstance has changed. 
 
Background and goals (2 min.) 
Explain that agency has changed to meet the changing face of the marketplace. Today, 
there are many groups that recognize the benefits of working with real estate 
professionals. And each of these groups wants and needs to have their legal rights and 
interests protected. That's where agency comes in.  
 
In this meeting, we will:  

• Talk about what an agent is and how agency is created.  

• Review the types of agency permitted in your state and at the company.  

• Talk about what services we can provide for buyers when we aren't buyers' 
agents.  

• Practice recognizing when agency relationships are compromised.  

 
Handout 1: How is an Agency Relationship Created? (5 min.)  
Read the definition of agency in Handout 1 (Component 3). Point out to participants that 
only this agreement of representation by the parties is necessary to create an agency 
relationship. That is all that is required. 
 
Remind participants that no compensation need change hands to create an agency 
relationship and that, unless your law requires otherwise, an agency agreement does not 
have to be in writing to be binding.  
 
Activity 1: Does This Make You An Agent Quiz (5 min.) 
Let participants complete the short quiz on agency (Component 4). Ask participants for 
the answers to each question, prompting yourself from the quiz Answer Sheet 
(Component 5). 
 
Handout 2: The Fiduciary Duties of an Agent (5 min.)  
Review the fiduciary responsibilities of an agent in Handout 2 (Component 6). Call on 
different participants and ask each to give an example of real estate sales activity or  
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Component 1: continued 

 
 

situation that demonstrates a particular duty. For example, a breech of loyalty is buying a 
property listed with your company and immediately reselling it at a profit to a developer 
who you know wants the parcel. This profit opportunity should have been the seller's.  
 
Handout 3: Types of Agency Brokerage Relationships with Consumers (5 min.) 
Use Handout 3 (Component 7) to describe the types of agency permitted in your state. 
Adapt these general definitions to correspond to the specific definitions in your state 
before you print them out. If you need to review the types of agency permitted in your 
state, contact your state real estate licensing agency or visit the Association of Real Estate 
License Law Officials Web site.  
 
Handout 4: Creating a Company Policy on Agency (5-7 min.) 
If you don't have a company policy on agency, see Component 8 of this tool kit, which 
describes how to create an agency policy for your company. If you choose, you may hand 
out this component to participants and ask them to discuss what types of agency they 
would like to see permitted at your company. 
 
If you do have an agency policy, use it as a basis to discuss what types of agency your 
company permits and what sorts of activities can be performed in each type of agency. Be 
prepared to explain why your company may not permit agency relationships that are legal 
in your state.  
 
Activity 2: What Sellers' Subagents Can and Can't Do for Buyers Explanation Sheet 
(5 min.)  
Discuss the most effective ways to help buyer-clients understand what you can and can't 
do for them as a subagent of the seller. Ask participants for examples of what a seller's 
agent can and can't do for a buyer. Write these on a flip chart. Use the Explanation Sheet 
for Activity 2 (Component 9) to prompt your group for answers. If time permits, and your 
company allows buyer's agency, ask participants to compare the seller subagency 
relationship with the activities that would be permitted if a salesperson were an agent of 
the buyer.  
 
Activity 3: Scenarios for Recognizing Breaches of Fiduciary Duties in Agency 
Relationships (10 min.) 
Read each of the three scenarios for Activity 3 (Component 10) to the group. After 
reading each scenario, ask participants whether and how the agency relationship has been 
violated. Ask what the agent should have done differently to avoid any violation. Use the 
explanation of scenarios (Component 12) to assist you in this discussion.  
 

http://www.arello.org/
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Component 1: continued 
 
 
Activity 3a: Explanations of Scenarios for Recognizing Breaches of Fiduciary Duty 
If time permits, ask participants to describe any recent relationship they had with clients 
that might have presented agency conflicts. Discuss ways that these conflicts could be 
resolved in compliance with your state's and your company's agency guidelines.  
 
Adjourn.  
Thank participants for their time. 
 
Running Time: 46 min. 
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Component 2: Agenda 
 
 
Welcome (1-2 min.) 
 
Background and goals (2 min.) 
 
Handout 1: How is an Agency Relationship Created (5 min.) 
Review the definition of an agency relationship and the duties it entails.  
 
Activity 1: Does This Make You an Agent Quiz (5 min.)  
 
Handout 2: The Fiduciary Duties of An Agent (5 min.) 
Discuss the duties an agent owes to a principal and what they mean in a real estate 
transaction. 
 
Handout 3: Types of Agency Brokerage Relationships with Consumers (5 min.) 
Describe agency and other relationships permitted in your state.  
 
Handout 4: Creating a Company Policy on Agency (5-7 min.)  
Discuss the types of relationships with consumers permitted at your company.  
 
Activity 2: What Sellers' Subagents Can and Can't Do for Buyers (5 min) 
If your company policy includes subagency, review what you can and cannot do for 
buyers when you do not have an agency relationship with them.  
 
Activity 3: Scenarios for Recognizing Breaches of Fiduciary Duties in Agency 
Relationships (10 min.) 
Read these scenarios and identify what fiduciary breaches of agency relationships occur.  
 
Adjourn. 
 
Running Time: 46 minutes 
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Component 3:  Handout 1, How is an Agency Relationship 
Created? 
 
 
The type of relationship created between the licensee and the consumer establishes a 
legal framework of duties and responsibilities. Frequently, this is an agency relationship.  
 
An agency relationship is created when: 
 
One person—the agent—agrees to represent the interest of another person—the 
principal—in a specific transaction. For an agency relationship to exist, the principal 
must delegate responsibility to the agent, and the agent must consent to accept that 
responsibility.  
 
Generally, in real estate sales, the listing broker (and through the broker, the salesperson) 
is the agent, and the seller is the principal.  
 
An agency relationship doesn't require:  
 
· A written contract. Unless your state law specifically states otherwise, no written, or 
even oral, contract is required to create an agency relationship, although a written 
contract is always a good idea. However, an agency relationship is consensual, meaning 
that generally no formalities are required to establish it. In the absence of a written 
contract, there is a danger that an agency relationship may be implied by the conduct of 
the parties. Implied agency means that if you act like an agent, you may in fact be 
creating an agency relationship.  
 
· Compensation. No compensation—neither money nor any other form of payment— is 
required to create an agency relationship. At the same time, a person is not necessarily an 
agent of those paying compensation. 
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Component 4:  Activity 1,  Does This Make You An Agent Quiz 
 
 
 
Directions: Read the following questions and answer true or false to each one.  
 
1. You do not have to have a written contract with the principal. 
 
T________ F_______ 
 
2. A person can be an agent of a specific principal whether or not any compensation is 
involved. 
 
T_______ F_______ 
 
3. Your cousin asks you to help him sell his house, and you agree to do him a favor. You 
tell him that you don't have time to show the house, but you give him advice about what 
the house might sell for and help him write an ad for the house and put it in the Sunday 
classifieds. Because you didn't take your cousin's house as a listing, no agency 
relationship exists.  
 
T_______ F_______ 
 
4. You are the agent of a prospective seller who discusses his property with you, even if 
you decide not to take the listing. 
 
T________ F_________ 
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Component 5:  Activity 1,   Does This Make You An Agent Quiz 
Answer Sheet 
 
Presenter Note: Although other legal issues may be raised by the scenarios 
presented in these questions, the quiz is designed to focus on the principal issue 
involved to make presentation easier. 
 
1. False. An agency relationship can exist without either a written or an oral contract. Of 
course, having a written contract to establish an agency relationship is the best practice to 
follow. (Note that the answer to this question may be True if a written contract is required 
in your state.) 
 
2. True. Compensation or the absence of compensation does not influence whether or not 
an agency relationship exists. Likewise, a buyer's agent is often compensated by the 
sellers as a part of the transaction, but still remains an agent of the buyer.  
 
3. False. By providing real estate services on your cousin's behalf, you have, in effect, 
created an implied agency relationship between yourself and your cousin. Under implied 
agency, an agency relationship may be established if both parties act like an agency 
relationship exists, even if they have no contract and even if they have agreed that this 
relationship does not create agency.  
 
4. False. An agent relationship is only established if a licensee consents to the 
relationship. If you do not take the listing and do not work with the prospective seller 
further, you do not have an agency relationship. 
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Component 6:  Handout 2,  The Fiduciary Duties of an Agent 
 
 
Every agent owes certain fiduciary duties to the principal. Traditionally, these duties 
include: 

• Loyalty: To act at all times in the best interest of the principal and to put those 
interests above all others, including yourself.  

• Obedience: To obey promptly all lawful instructions of the principal.  
• Disclosure: To disclose all known, relevant facts to the principal.  
• Confidentiality: To safeguard the principal's secrets, unless keeping the 

confidence would violate disclosure requirements about the property's condition.  
• Reasonable care and diligence: To diligently use real estate skills and 

knowledge when pursing the principal's affairs.  
• Accounting: To account for all funds and property entrusted by the principal.  
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Component 7:  Handout 3,  Types of Agency Brokerage 
Relationships with Consumers 
 
 
Understanding Representation 
 
It's important to understand what legal responsibilities your real estate salesperson has to 
you and to other parties in the transaction. Ask your salesperson to explain what type of 
relationship you have with him or her and with the brokerage company. Laws and 
relationships vary by state, but generally fall into these categories: 
 
1. Seller's representative (also known as a listing agent or seller's agent). A seller's 
representative is hired by and represents the best interests of the seller. The relationship 
usually is created by a listing contract. 
 
2. Buyer's representative (also known as a buyer's agent). This type of licensee is hired 
by prospective buyers to represent them in a real estate transaction. The buyer's rep works 
in the buyers' best interest throughout the transaction. The buyers can pay the licensee 
directly through a negotiated fee, or the buyers' rep may be paid by the seller or by a 
commission split with the listing broker. 
 
3. Disclosed dual agent. Dual agency is a relationship in which the brokerage represents 
both the buyer and the seller in the same real estate transaction. Dual agents typically owe 
limited duties to each of the parties. Because of the potential for conflicts of interest in a 
dual-agency relationship, it's vital that all parties give their informed consent. In many 
states, this consent must be in writing. Disclosed dual agency, in which both the buyer 
and the seller consent to the agent representing both of them, is legal in most states. 
 
4. Designated agent. This is a brokerage practice that allows the managing broker to 
designate which licensees in the brokerage will act as representatives of the seller and 
which will act as representatives of the buyer. Designated agency avoids the problem of 
dual agency. The designated agents give their respective clients full representation. The 
broker has the responsibility of supervising both groups of licensees.  
 
5. Nonagency relationship. These relationships vary considerably from state to state, 
both as to the duties owed to the consumer and the name used to describe those practicing 
it (i.e., transaction broker or facilitator). 
 
Source: NAR Legal Affairs 
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Component 8:  Handout 4,    Creating a Company Policy on Agency  
(for presenter's use, or may be used as a handout) 
 
If your company doesn't have a written agency policy, use the following guide to help 
you develop one well before the sales meeting. You might also want to let your sales 
associates discuss what types of agency relationships they would prefer the company to 
offer.  
 
In formulating an agency policy for your company: 
 
1. Review the types of agency relationships permitted in your state, and evaluate the pros 
and cons of each. Among those to consider are: 
 
Exclusive Seller Representation. Representing only sellers, not buyers. Salespeople 
who work with buyers do so as subagents of the seller. 
 
• Advantages: offers a traditional way to practice; minimizes possibility of liability from 
actions of other firms since they are acting as buyer's representatives 
 
• Disadvantages: does not meet increasing desire of buyers to be represented; creates a 
high probability of undisclosed dual agency when subagents are used 
 
Exclusive Buyer Representation. Representing only buyers, not sellers. The company 
does no listing, and licensees do not act as subagents of a seller. 
 
• Advantages: minimizes possibility of dual-agency conflict; promotes more natural 
relationship with buyers 
 
• Disadvantages: creates limited client base; introduces compensation issues over who 
pays buyer's rep 
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Component 8: continued 
 
 
Seller and Buyer Representation, with Disclosed Dual Agency for In-house Sales. 
Representing both buyers and sellers. If a buyer client is interested in a property listed 
with the company, then the parties are asked to consent to a dual-agency relationship. 
This means one or more of the company's sales associates will represent both parties, 
with full disclosure to all.  
 
• Advantages: reduces possibility of undisclosed dual agency; allows for maximum 
number of services provided 
 
• Disadvantages: neither buyer nor seller has full representation in a dual agency 
 
Single Representation. Representing both buyers and sellers, but not both in the same 
transaction. 

 
• Advantages: allows for full representation of clients; offers maximum number of 
services 
 
• Disadvantages: may create the need to refer potential clients elsewhere; may be 
difficult to move back and forth from being a buyer's agent to a seller's agent 
 
2. Determine what policy is best for your company. Consider: 
 
• Market opportunities 
 
• Revenue impact 
 
• Training and experience of licensees 
 
3. Put your agency policy in writing, and implement training for all sales associates. 
 
4. Determine when and how exceptions to the policy will be handled. 
 
5. Always uphold the policy. 
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Component 9:  Activity 2, What Sellers' Subagents Can and Can't 
Do for Buyers Explanation Sheet 
 
The relationship between the buyer and the seller's agent is probably the place where the 
most misunderstandings of the agency relationship and its responsibilities occur.  
 
A subagent representing the seller cannot do any of the following for a buyer without 
violating the duties owed the seller:  
 
• Suggest the price to offer for a home. 
 
• Reveal information about the seller's financial condition or moving plans that might 
influence the negotiation. 
 
• Assist in negotiating the sale on behalf of the buyer. 
 
A subagent representing the seller can do the following for a buyer without violating 
duties owed the seller: 
 
• Show the buyer listed properties and point out amenities. 
 
• Make factual representations about the property's conditions and status. 
 
• Transmit any offers made by the buyer to the seller or listing broker. 
 
• Inform the buyer about the availability of financing, legal services, home inspections, 
and title companies. 
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Component 10:  Activity 3, Scenarios for Recognizing Breaches of 
Fiduciary Duties in Agency Relationships 
 
Read each of the following scenarios to participants. Then ask them to answer the 
questions that follow the scenario. 
 
Scenario One:  
Sally is a sales associate for Vantage Real Estate, a company that practices only seller 
representation. Sally makes a listing presentation to Mr. and Mrs. Smith and learns that 
the Smiths are eager to sell because they have already closed on another house. Before 
the Smiths sign the listing contract, Sally asks them for and receives permission to make 
a blanket offer of subagency and buyer's agency through the MLS. The next day, Sally 
drops by the Smiths and gets them to sign a listing agreement with Vantage.  
 
Meanwhile, Sally's friend Frank, who also works for Vantage, shows the Smith's house to 
the Elliots. The Elliots are in a hurry to get settled so that their four children can start 
school in six weeks. They love the house and are prepared to pay full list price to close 
the deal in a hurry, even though it is more than they wanted to pay. Frank tells the Elliots 
that they should only offer what they originally planned, since the Smiths need to sell the 
house and get out from under two mortgage payments. The Elliots offer $10,000 less than 
the list price, and the Smiths accept.  
 
 
1. What did Sally do wrong? What should she have done? 
 
2. What did Frank do wrong? What should he have done? 
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Component 10:  continued 
 
Scenario Two 
Jack and Joanie are both sales associates with Towering Pines Brokerage, a company that 
practices both seller and buyer representation, with disclosed dual agency for in-house 
sales. Jack takes a listing for a two-bedroom condominium from Ralph, which he knows 
will be perfect for Pat, a buyer-client of Joanie's.  
 
Joanie is delighted when she hears about the condo from Jack and calls Pat immediately. 
She explains to Pat about Towering Pines' company policy and how the dual agency 
relationship would work. Pat agrees to a dual-agency relationship. Joanie calls Jack to 
express her thanks and say she'd like to show the condo to Pat first thing tomorrow.  
 
Jack calls Ralph, explains the company's policy on dual agency, and gets Ralph's 
agreement to a dual agency. However, Ralph gets Jack's promise that Jack will handle the 
negotiation if Ralph is out of town.  
 
Joanie shows the condo to Pat, who loves the view, but is concerned because the 
windows look cloudy and may be defective. Joanie tells Pat that when she saw Ralph at 
the office yesterday, he was complaining to Jack about the fact that condo association 
may want to replace the windows. Pat makes an offer, but offers a lower price because 
she's concerned about the windows. 
 
1. What did Jack do wrong? 
 
2. What did Joanie do wrong? 
 
Scenario Three 
George sells a small starter home to the Prescotts, who are very satisfied with his service. 
Three years later, they ask George if he will look for another home for them. George 
finds a new, larger house for the Prescotts, a listing that he has taken from Bill Kipper. 
Bill asks George how much he thinks the Prescotts will offer. George tells Bill that the 
Prescotts have just made a killing in the stock market and will probably pay top dollar if 
they like the house. The Prescotts go with George to see the house, love it, and pay Bill's 
full asking price.  
 
What did George do wrong? 
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Component 11:  Activity 3,  Explanations for Scenarios for 
Recognizing Breaches of Fiduciary Duty in Agency Relationships 
 
Scenario One 
1. What did Sally do wrong? 
 
Answer: Sally offered compensation to buyer's agents before she received signed 
permission from the sellers (in the form of the listing contract). Sally also failed to 
explain the company's policy on brokerage relationships with consumers and what it 
meant to the sellers.  
 
2. What did Frank do wrong? 
 
Answer: Frank was a subagent of the seller, since his brokerage company does not 
permit dual agency or buyer's representation. He breached his duties to the sellers when 
he revealed the Smiths' eagerness to sell to the Elliots and encouraged the Elliots to offer 
less. In doing so, he also developed an agency relationship with the buyers and therefore, 
created an undisclosed dual agency, which is illegal. Frank should not have shared 
information about the sellers with the Elliots.  
 
Scenario Two 
1. What did Jack do wrong? 
 
Answer: Jack did not bring up the possibility of dual agency with Ralph until after he 
informed Joanie, a buyer's agent, about the property. The limitations of the fiduciary 
duties imposed by a dual-agency relationship make it impossible for Jack to negotiate on 
Ralph's behalf. 
 
2. What did Joanie do wrong? 
 
Answer: She did not recognize the limitations on loyalty imposed by a dual-agency 
relationship when she disclosed confidential information received from the seller to the 
buyer.  
 
Scenario Three 
1. What did George do wrong? 
 
Answer: George assumed that because he did not have a buyer's representation 
agreement with the Prescotts, he no longer owned them any fiduciary duties. However, he 
failed to disclose his new status as a seller's agent for Bill Kipper to the Prescotts. 
Because of their past relationship with George, the Prescotts might reasonably expect that 
George was still working on their behalf. 
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Component 12: Other Resources 
 
 
For a more complete discussion of agency relationships with consumers and other major 
legal issues affecting real estate brokerage, purchase:  
 
Don't Risk It!: A Broker's Guide to Risk Management, 2nd edition. This publication, on 
which the material in this tool kit is based, is available from NAR by calling 800/874-
6500 and asking for item number 126-358.  
 
Visit REALTOR.org and search "agency". Also, search by "agency" using the Legal 
Super Search at the Law and Policy Information Center.  
 
For a list of articles from other sources, visit the Virtual Library on agency.  
Read the following articles on agency: 
 
"Agency and Procuring Cause," Nancy K. Kalodner, REALTOR® Magazine, December 
1999. 
 
"Are You in Regulatory Hot Water?" Robert Liparulo, Today's REALTOR® , September 
1996. 
 
"Six Musts for Your Buyer Agency Contract," Barry Miller and Steve Alexander, 
Today's REALTOR® , February 1996. 
 
"Top 10 Legal Issues Facing Brokers," Laurie K. Janik, REALTOR® Magazine, March 
2000. 
 

http://www.realtor.org/prodser.nsf/webitem/126-358-LN?opendocument
http://www.realtor.org/
http://www.realtor.org/letterlw.nsf/SuperSearch?OpenForm
http://www.realtor.org/letterlw.nsf/SuperSearch?OpenForm
http://www.realtor.org/vlibrary.nsf?opendatabase
http://www.realtor.org/rmomag.nsf/pages/AgencyandpNanArchive1999Dec?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/AreYouinReRobArchive1996Sep?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/SixMustsfoBarArchive1996Feb?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/Top10LegalLauArchive2000Mar?OpenDocument
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As more people get online to investigate properties, e-mail is often their initial means of 
contact with you. If you understand how to use it to cultivate relationships, you'll profit. 
Regard it as little more than the electronic version of a canvassing letter and others will 
get the business. 
 
This sales meeting tool kit will prep your salespeople for an increasingly electronic 
business world.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move 
through the contents chronologically. 
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Component No. 1:   Facilitator Talking Points 
 
These notes will guide you and your salespeople through a discussion and activities on e-
mail use. 
Before the meeting: 

• Review all the meeting documents in this kit  
• Know your company's existing e-mail policy  
• Determine how you'll change your company's policy, if necessary  

Print the following: 
 
1. These Facilitator Talking Points—Component 1 
 
2. E-mail Agenda—Component 2 
 
3. Action Plan Worksheet (to be completed by facilitator/broker before the meeting)—
Component 3 
 
4. Story of Business E-mail Success —Component 4 
 
5. Activity 1/Handout 1: E-mail Quiz —Component 5 
 
6. Activity 1: Answers—Component 6 
 
7. Handout 2: Appropriate Uses of E-mail—Component 7  
 
8. Handout 3: E-mail Etiquette—Component 8 
 
9. Handout 4: E-mail Marketing Tips—Component 9 
 
10. Handout 5: Making Personal Contact—Component 10 
 
11. Action Plan to Ensure Salespeople Use E-mail Appropriately—Component 11 
 
True Stories (3 min.) 
Gain participants' attention about the importance of safety in one of three ways:  
1. Have them read the article, "Slash Your Ad and Mailing Costs," (Component 4) about 
how to use e-mail effectively in marketing real estate.  
2. Relate a story about yourself or someone you know who successfully uses e-mail in 
selling real estate.  
3. Ask the group for their e-mail marketing success stories. 
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Component No. 1:   continued 
 
 
Background and goals (3 min.) 
To segue from the true stories to the discussion, tell participants:  
 
"E-mail has put communication at our fingertips. But no matter how casual an electronic 
conversation may be, what's written in e-mail can last forever—saved to a mail server, 
forwarded to others, or printed out. With this in mind, our company wants to prevent 
problems and help you use it to your best business advantage. 
 
In this meeting, we will: 

• Demonstrate appropriate e-mail etiquette.  

• Explain how to use e-mail to build business.  

• Explain how to make the transition from e-mail to face-to-face contact.  

 
Activity No. 1 (5 min)  
Have the salespeople complete Activity No. 1, a true-false quiz (Component 5).  
 
When they're finished, review each question. Ask them what they think the right answers 
are? Why? Use the "Activity 1 Answer Sheet" (Component 6) to explain the correct 
answers. Ask participants to come up with alternatives to the "false" scenarios. 
 
How to use e-mail (5 min.)  
Use the handout (Component 7) to review the different types of e-mail and discuss which 
situations each is best suited to.  
 
E-mail etiquette (7 min.)  
Discuss e-mail etiquette by reviewing the handout (Component 8). Talk about the do's 
and don'ts of writing and responding to e-mail. 
 
Activity No. 2 (7 min.) 
Ask the salespeople (either together or in small-group breakouts) to brainstorm the 
advantages and disadvantages of e-mail, which you can list on a flip chart. Have the 
group(s) discuss ways to adapt those advantages to their marketing practices.  
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Component No. 1:   continued 
 
 
Marketing tips (7 min.)  
Review the types of electronic communications and how to grab attention with subject 
lines (Component 9). Ask the group to share how they've used various communications 
and what success they've had.  
 
Making contact (7 min.)  
Discuss when and how to turn an electronic relationship with a prospect into personal 
contact (Component 10). 
 
Activity 3 (2 min. set up)  
Explain that you're going to hold a contest. Within the week, you'll send an e-mail to the 
salespeople that will appear to come from a first-contact prospect—a cold e-mail, if you 
will. The salesperson who's the first to respond—within the appropriate time frame and 
using the learned techniques—gets a prize (gift certificates, free supplies), which you can 
determine. 
 
Adjourn.  
Thank them for their time. 
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Component No. 2: Agenda 
 
 
Welcome (2 min.) 
 
True stories (3 min.) 
1. Read the article about using e-mail effectively in business, or  
2. Relate personal stories on e-mail success or disaster  
 
Background, goals, and objectives of the e-mail meeting (3 min.) 
 
Activity 1—E-mail true-false quiz (5 min.) 
Review and discuss the correct answers. 
 
Using e-mail effectively (5 min.) 
Different types of electronic communications and when each is appropriate  
 
E-mail etiquette (7 min.) 
 
Activity 2—Advantages and disadvantages of e-mail (7 min.) 
List the advantages and disadvantages of e-mail. Discuss ways to use those advantages in 
your marketing practices. 
 
Marketing tips (7 min.) 
Share how e-mail has and hasn't worked for you.  
 
Making personal contact (7 min.) 
Discuss when and how to move from e-mail communications to more of a personal form 
of communication (phone, face-to-face contact).  
 
Activity 4—A contest (2 min. set up)  
The first salesperson to respond to a first-contact e-mail, which the broker will send 
sometime during the week, wins a prize. Criteria: The winner must have responded in the 
appropriate time frame and used the e-mail techniques learned here. 
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Component No. 3: Action Plan Worksheet 

 
Use the chart to update your salespeople about company e-mail policy during the sales 
meeting. Use the blank form below to customize your own chart.  
 
The left column lists e-mail considerations. The "remarks" column provides suggestions 
on how you can incorporate these considerations into your office policies. Use the other 
columns to identify whether the guidelines will become part of the policy or simply 
suggestions. For example, if copyright considerations will be part of your policy, place a 
checkmark under the policy column and indicate where to find the information in the 
policy manual. If the topic is already part of your office policy, provide a copy. 
 

E-mail 
Considerations 

Policy Suggestions Guidelines 

Copyright   Consider implementing office policy 
guidelines indicating that information on 
the Internet is copyrighted. Salespeople 
should give credit to the source if they 
borrow a few lines from a site and should 
ask permission if they use information 
that is more extensive.  

Using the 
company e-mail 
system 

  Remind salespeople that when they use 
the company e-mail system, they're 
representing the company. 

Etiquette   Explain that proper use of e-mail—
correct spelling, avoiding all capital 
letters— demonstrates professionalism.  

Integrating e-
mail into a 
marketing plan 

  Emphasize that salespeople shouldn't 
send unsolicited e-mail, or spam. It is 
illegal to send out e-mails unless a person 
has requested information or given you 
permission to send certain types of 
information. E-mail newsletters should 
include an easy way for recipients to 
unsubscribe. Salespeople should explain 
the company's privacy policy or compose 
their own at their Web site so that 
contacts can be sure their personal 
information isn't being shared. 
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Component No. 3: Action Plan Worksheet 
 
 
 

 

E-mail 
signatures 

  Identify what salespeople should consider 
including in their e-mail signatures 
(company name and contact information, 
link to company's privacy policy). 

Viruses   Encourage salespeople to install an 
antivirus program on their laptops and 
home computers, and consider offering 
training on how. If your company has 
installed such a program on in-house 
computers, show them how to use it. 
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Component 4: True Stories 
 
 
"I'm not a technology guru," says John M. Peckham III, CCIM, president of The 
Peckham Boston Advisory Co., "but I know a good selling tool when I see it. And e-mail 
is the best." 
 
The first time Peckham used e-mail in his business, he sent a message to 92 commercial 
and investment real estate specialists about a property listing he'd recently received. 
Within three days, Peckham had closed a $2.6 million deal.  
Peckham uses his e-mail primarily as a marketing tool. When he wants to sell a particular 
property, he sends a note to other commercial and investment specialists he thinks might 
know of potential buyers. "I start with a catchy headline, and I make it personal and 
conversational," says Peckham. A recent e-mail he sent began, "Good morning! My 95-
year old doctor, retired (thank God!), has asked me to help him sell four properties in 
Florida." 
 
In addition, Peckham says, he conceals from people receiving a message that they're the 
one in a large group of recipients. The doctor message went to more than 600 real estate 
practitioners, "but it looked to all those who received it as if I'd personally sent it to them. 
I find that really helps my response rate," Peckham says. Had he sent the information by 
regular mail, Peckham estimates it'd have cost about $1 per piece, factoring in postage, 
paper, printing, and staff time for stuffing envelopes. Cost of the same mailing by e-mail: 
$0, except for the time Peckham spent creating the message and the monthly fee for his 
online service.  
 
Copyright 2001. Adapted from "Slash Your Ad and Mailing Costs with E-Mail," by 
Pamela Geurds Kabati, Today's REALTOR®, and April 1996. 
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Component 5: Activity 1, True-False Questionnaire 
 
 
Directions: Read the following questions and answer true or false.  
 
1. Information on the Internet is considered public information and isn't copyright 
protected. Copying such information and using it in your electronic correspondence is 
okay. T F 
 
2. You can't be held liable for comments you make in e-mail. T F  

 
3. Using e-mail is an efficient method of communication with some client groups. T F 
 
4. Answer e-mails within a week. T F 
 
5. Treat e-mail prospects the same way you treat traditional buyers. T F 
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Component 6: Activity 1, True-False Questionnaire Answers 
 
 
Directions: Read the following questions and answer true or false accordingly.  
 
1. Information on the Internet is considered public information and isn't copyright 
protected. Copying such information and using it in your electronic correspondence is 
okay. F 
 
Explanation: Just because information is available on the Internet doesn't mean that you 
can claim the information as your own. As with books, magazines, and other published 
materials, information is copyright protected. It's permissible to use a few sentences from 
a copyrighted source, provided you give credit to your source. To use large amounts of 
material or forms, ask the site owner for permission first. 
 
2. You can't be held liable for comments you make in e-mail. F 
Explanation: Your electronic statements could come back to haunt you. Maybe you sent 
a joke that you thought was funny, but offended a client. Or perhaps you made a 
comment about a neighborhood that was interpreted as a violation of the Fair Housing 
Act. Anything you send in an e-mail is as permanent a record as hard-copy documents. E-
mail can easily be forwarded or printed for sharing. And if your company owns the e-
mail system that you use for work, it has the right to read e-mail stored there.  
 
3. Using e-mail is an efficient method of communication with some client groups. T 
Explanation: You can send thousands of messages quickly for little or no cost, other 
than your monthly e-mail service charges. However, remember that not every e-mail you 
send may be read. That's why it helps to include an attention-grabbing subject line. In 
addition, be considerate of those clients and customers who prefer personal contact to 
electronic communication.  
 
4. Answer e-mail within a week. F 
Explanation: Answer as soon as possible. Some brokers believe that responding within 8 
hours is critical. "After that, the contact's interest in hearing from you diminishes 
quickly," says Mary Bills of Lincoln, Neb. Responding quickly is the most important 
thing you can offer, at least when you're just starting to deal with someone. 
 
5. Treat e-mail prospects the same way you treat traditional buyers. F 
Explanation: "Everything you've been taught about building successful relationships 
with the traditional buyer can actually work against you online," says Realtormag.com 
Internet marketing columnist Michael Russer. "Internet-empowered consumers control 
the relationship because they're immune to the power of personality and subliminal cues, 
which do so much to shape the off-line relationship." 
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Component 7: E-mail Types and Tips 
 
Reactive e-mail requires a reply. Such e-mails may be general inquiries or requests for 
specific information. When you respond to such an e-mail, be sure to mention your 
services, focusing on what you can do for consumers. 
 
Proactive e-mail is what you send when you set up a business meeting or solicit 
business. Be sure that the recipients have already indicated they'd be willing to receive e-
mail from you. Unsolicited e-mail, or spam, is a cyber no-no—the equivalent of an 
unwelcome telemarketing call. How can you obtain permission? Some practitioners send 
out snail mailings to their farm offering CMAs if consumers share their e-mail addresses. 
You can also collect e-mails through your Web site asking buyers to complete a form 
about their wants and needs and by offering free reports to those who provide their 
contact information.  
 
Informational e-mails include such information as policy updates, meeting schedules, 
listserves, and newsletters for which no reply is expected.  
 
Nonfunctional e-mails serve no business purpose. 
 
Chain letters and jokes. Before you forward the joke or chain letter that you've just 
received to all your friends—or even established clients—ask yourself if they'll be glad 
you did. Will it annoy them because it clutters up their in-box or, worse, will they be 
offended? 
 
Urban myths. These shocking stories appear to be true. But remember not everything 
you receive by e-mail or read on the Internet is based in fact. Before sending off a 
warning about a hypodermic needle found in the ball pit at a McDonalds restaurant, 
check to see if the story is true. Has it been in the mainstream press? 
 
Spam. No one likes to receive unsolicited e-mail selling products or services. If you 
solicit business without first getting the recipient's permission to send them e-mail, you 
violate spam rules. Your marketing message could appear invasive and backfire on you. 
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Component 8: E-mail Etiquette 
 
 
Although an e-mail message may be informal, it's important to follow common etiquette 
guidelines. Remember, you're representing yourself and your company in your e-mail 
correspondence.  
 
1. Don't yell. 
USING ALL CAPITAL LETTERS IN AN E-MAIL IS THE SAME AS YELLING AT 
A PERSON. In addition, an all-caps message is difficult to read. Caps are more effective 
when used sparingly for emphasis.  
 
2. Just the facts, ma'am. 
Be concise in your e-mail message. Your recipients may have hundreds of e-mails to 
read. The last thing they want to read is an endless, directionless message.  
 
3. Less is more. 
 
Punctuation. One exclamation point is just as effective as five in a sentence. And the 
fewer used in the overall message the better. They're distracting. 
 
Abbreviations. Many abbreviations have more than one meaning. Stick to common 
abbreviations, such as ASAP. 
 
Smilies. Those cute little faces you create with punctuation keys :- ) should be used 
sparingly and appropriately. To some, they may seem more cutesy than professional and 
can be distracting. 
 
4. Easy on the formatting. 
All e-mail systems aren't created equal. Copy that appears with fancy fonts, bold lettering 
or colors, and bulleted lists on your system may come across as gibberish on the 
receiving end. Keep your e-mails plain and simple. Many e-mail text fields don't allow 
for much formatting anyway. 
 
5. Check your spelling.  
Spelling errors not only look unprofessional, they draw attention to the misspelled word 
instead of the message in your e-mail. If your e-mail system includes a spell check 
feature, use it. And read through your message word for word before sending it because 
spell check doesn't detect syntax errors nor does it know that you meant "though" even 
though you typed "through."  
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Component 8: continued 
 
 
6. The joke may be on you. 
One person's witticism may be another's ground for a lawsuit—or at least a nasty 
response. Something that you say in person may come across differently when written. 
Keep in mind that the receiver may not share your sense of humor, values, or cultural 
background. 
 
7. Tell them your sign. 
Sometimes it's difficult for the e-mail recipient to figure out from whom an e-mail 
originated. So always add your "signature" (your name, company name, e-mail address, 
and phone numbers) to all your e-mail.  
 
8. Return to sender. 
When you respond to e-mail, include the entire previous message (depending on its 
length) or the part of the message that corresponds to your response. It ensures that your 
response will be read in context. 
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Component 9: E-mail Marketing Tips 
 
 
E-mail can be used to initiate communication, maintain business relationships, and close 
a deal. Here's how to use it as a marketing tool:  
 
1. Use various electronic communication vehicles. 
 
Listserves are electronic mailing lists. Perhaps you maintain routinely updated reports or 
information—school stats, restaurant reviews, or price changes—at your site that visitors 
can sign up to receive weekly or monthly. Because visitors take the initiative to 
subscribe, you're not spamming them. And listserves let you target a specific audience 
who want that information.  
 

Contact management databases let you keep preference and contact information, 
including e-mail addresses, on clients and customers. Provided those contacts have 
indicated that they're willing to receive e-mail from you, you can segment your database 
and send marketing messages and information appropriate to different groups. 
 

Electronic newsletters—weekly, monthly, quarterly—can be a nonpromontial way to 
reach prospects, clients, and customers. It keeps your name in their minds and should 
offer practical real estate information, such as buying and selling tips. Remember to 
include a link to your e-mail as well as instructions on how to unsubscribe from the 
newsletter.  
 

Web sites give prospective clients and customers a pressure-free way to evaluate you and 
your company. Include your contact info and e-mail address prominently, along with a 
link to subscribe to your electronic newsletter. Make sure your Web site address is on all 
your print marketing materials. 
 

Online discussion groups help you spread the word about yourself. Join a group that 
discusses a topic you're interested in or a topic that relates to the niche market you 
specialize in. Your profession will naturally become part of the discussion, which may 
net prospects. 
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Component 9: continued 
 

2. Grab attention in the e-mail subject line. 
Subject lines in messages afford precious little space—just a few words—to grab 
recipients' attention. Follow these do's and don'ts: 

Do's:  Don'ts:  
 Use motivations. 
 Create intrigue.  
 Use active verbs (save, benefit). 

 Use exclamation points—not even one. 
 Use dollar signs $$$.  
 Use ALL CAPITAL LETTERS. 

 
The do's and don'ts will also help your message stand out from the junk e-mails that 
people receive as well as elude spam filters—software that blocks suspect e-mail based 
on characteristics in the subject line. 
 
3. Include links in all of your electronic correspondence.  
All e-mail correspondence should contain links to relevant information. If you're trying to 
sell a specific house, include a link that takes the recipient to a graphic file or Web site 
page with a picture and property stats. Also, include links to your company Web site, 
your personal site, your electronic newsletter sign up, and your e-mail address.  
 
4. Ask recipients to forward your e-mails. 
Referrals are a great way to get new business. Don't hesitate to ask recipients to pass on 
your information to friends, family, and colleagues who may be interested.  
 
5. Include a privacy policy. 
Your Web site should contain a statement explaining that all the personal information—
name, address, financial—recipients send you is confidential and won't be sold or passed 
on to third parties. Your e-mail privacy policy should be part of your overall Web site 
privacy policy. 
 
6. Research existing marketing materials. 
Before creating an electronic newsletter or e-mail promotion from scratch, check out the 
companies—Realty Times-Realtormag.com Newsletter Plus; Sane Marketing for Real 
Estate Professionals are two—that sell templates for generating such communications. 
 
 
 
 

 
 

http://realtytimes.com/rtnews/HTMLdocs/NLPlus_P.htm?open&PROMO=REALTORMAGPLUS
http://sanemarketing.com/
http://sanemarketing.com/
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Component 10: Making Personal Contact 
 
 
One of the advantages of developing a business relationship online is that your worth is 
entirely dependent on your ability to provide useful information in a timely manner. The 
challenge is to make the transition to off-line without undermining all the credibility 
you've established electronically. Here are some strategies: 
 
1. Don't rush them. Internet-empowered consumers maintain control over the online 
relationship. Don't push IECs to move faster or to reveal themselves sooner than they're 
ready. You're likely never to hear from them again.  
 
2. Make yourself available. Don't initiate the first call unless or until you are invited. 
But do offer to call when there's confusion about information or when a buyer seems 
especially rushed to find a home. Make sure that when prospects are ready to reach you, 
they can do so. Include your contact information of all of your e-mail correspondence.  
 
3. Show your worth. Answer questions thoroughly and direct contacts to helpful 
resources. People who are considering an area want more than property information.  
 
4. Provide timely responses. People who are impressed with how quickly you respond 
to e-mail will expect the same service offline.  
 
5. Be open-minded. Cyberspace negates body language, appearance, and pretense. Don't 
be surprised when people's faces or forms don't match your preconceived notions. 
Similarly, you may not match their image of you. Luckily, through e-mail, you've already 
gained their trust. And that's the most critical component in any business relationship. 
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Component 11:  Other Resources 
 
 
Visit REALTOR.org and search "e-mail." 
 
"Don't Risk It! A Brokers Guide to Risk Management", chapter on technology (#126-
358)  
 
"Communicating in a Wired World," REALTORS® Guide to the Internet, supplement to 
REALTOR® Magazine, April 2000.  
 
"Before You Incorporate "REALTOR" into Your E-mail Name . . .", Ask Mr. Internet, 
Realtormag.com, October 1998.  
 
"What's an E-mail Signature?" Ask Mr. Internet, Realtormag.com, and September 1998.  
 
"E-mail Autoresponders," Ask Mr. Internet, Realtormag.com, and August 1998.  
 
"Bring AOL Users into Your Marketing Plan," Ask Mr. Internet, Realtormag.com, 
February 2000.  
 
"E-mail Virus Warnings," REALTOR® Magazine, June 1999.  
 
"But It's on the Internet!" REALTOR® Magazine, December 1998.  
 
"Slash Your Ad Mailing Costs with E-mail," REALTOR® Magazine, April 1996.  
 
"E-mail Newsletters," Ask Mr. Internet, Realtormag.com, and June 1999.  
 
"What's Multimedia E-mail?" Ask Mr. Internet, Realtormag.com, and December 1998.  
 
Yes, You Can Personalize Group E-mails," Ask Mr. Internet, Realtormag.com, April 
1999.  
 
"Zap Your E-mail with New Capabilities," Realtormag.com, April 2000. 
 
 

http://www.realtor.org/
http://www.realtor.org/prodser.nsf/webitem/126-358-LN?opendocument
http://www.realtor.org/rmomag.nsf/pages/CommunicatMicArchive2000Apr?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/BeforeyouiMicArchive1998Oct?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/AskMrInterChrArchive1998Sep?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/AskMrInterChrArchive1998Aug?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/BringAOLUsMicArchive2000Feb?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/EmailvirusSteArchive1999Jun?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/ButitsontBruArchive1998Dec?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/SlashYourAPamArchive1996Apr?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/AskMrInterMicArchive1999Jun?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/AskMrInterMicArchive1998Dec?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/AskMrInterMicArchive1999Apr?OpenDocument
http://www.realtor.org/rmomag.nsf/pages/ZapYourEmaMicArchive2000Apr?OpenDocument
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At one time or another every real estate professional has had to work with clients whose 
attitudes and behavior have interfered with getting the work done or the sale closed. Maybe 
you've even been difficult a few times yourself. Unfortunately, it is next to impossible to 
change the behavior of a difficult client. But it is possible to change how you respond to that 
behavior and hopefully to save the sale.  
 
Use this tool kit—including a ready-to-go agenda, activities, and talking points—to help 
improve your salespeople's understanding of how to work with difficult clients.  
 
Each element of this tool kit is numbered at the top of the page so you can easily move through 
the content chronologically. 
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Component 1: Facilitator Talking Points 

 
These notes will guide you and your salespeople through a discussion and activities that 
will help them acquire new skills in dealing more successfully with difficult clients.  
 
Pre-meeting preparation: 

• Review all the meeting documents in this kit  

 
Print the following: 
 
1. These facilitator notes—Component 1 
 
2. The Working with Difficult People Agenda—Component 2 
 
3. Handout 1: Ten Tips on Dealing with Difficult People—Component 3 
 
4. Activity 1: Five Common Jerks and How to Deal with Them—Component 4 
 
5. Activity 1: Common Jerks Idea Sheet—Component 5 
 
6. Handout 2: Identifying Communication Styles—Component 6 
 
7. Handout 3: Defusing Dialogues—Component 7 
 
8. Activity 2: Scenes from a Difficult Life—Component 8 
 
9. Activity 2: Difficult Life Idea Sheet—Component 9 
 
10. Handout 4: Firing Your Client—Component 10  
 
Welcome (1 min.)  
 
True stories (2 min.) 
1. Relate a personal story about a difficult client who eventually bought a home from 
you.  
2. Ask the group to share stories about the most difficult client they ever worked with. 
Ask if they were able to salvage the situation.  
 
To segue from the true stories to the discussion, remind participants that difficult clients 
still buy homes; so learning to work with them can mean a higher sales volume. 
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Component 1:  continued 
 
 
Background and goals (2 min.) 
In some instances, people act difficult because they are placed in a difficult situation. In 
many others, they behave in a difficult fashion for the same reason that a 3-year-old child 
cries; last time it got the results they wanted, so they are going to do it again.  
 
In this meeting, we will: 

• Review tips for working with difficult people.  

• Learn to identify different disruptive behaviors.  

• Practice techniques that will help defuse difficult situations.  

• Consider how to fire the client.  

Handout 1: Ten Tips for Dealing with Difficult People (5 min.) 
Ask one participant to read one of the tips and then to give an example of a situation in 
which this tip might be useful.  
 
Activity 1: Five Common Jerks and How to Deal with Them. (10 min.) 
Ask participants to read the descriptions of the difficult people described in the handout 
and write down ideas for dealing with each type of client. Call on participants to share 
their responses with the group and write each response on a flip chart. Use the Jerks Idea 
Sheet (Component 5) provided to guide the discussion. 
 
Handout 2: Identifying Communication Styles (5 min.) 
Discuss each of the three principal ways that people absorb and convey information. 
After reading each approach, ask one or more participants to suggest a way to adapt their 
usual ways of speaking to this style.  
 
Handout 3: Defusing Dialogues (5 min.) 
Consider some words and responses that may help defuse difficult situations. After 
reviewing the phrases in the handout (Component 7), ask participants to suggest other 
words or phrases that they have used successfully and write them on a flip chart.  
 
Activity 2: Scenes from Difficult Life (10-15 min.) 
Read each of the three scenarios. Ask participants what actions our harried salesperson 
could have taken that might have improved these situations. Use the explanations 
provided (Component 9) to guide the discussion.  
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Component 1:  continued 
 
 
 
Handout 4: Firing Your Client (5 min.) 
Review phrases that salespeople can use to severe a relationship with a client. Emphasize 
that this break should be handled professionally, and that, if possible, the client should be 
referred to another salesperson in the company. 
 
Adjourn.  
Thank participants for their time.  
 
Running Time: 50 min. 
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Component 2: Agenda 
 
 
Welcome (1 min.)  
 
True stories (2 min.) 
 
Background and goals (2 min.) 
 
Handout 1: Ten Tips for Dealing with Difficult People (5 min.) 
Read these tips, and talk about ways to apply them to actual situations.  
 
Activity 1: Five Common Jerks and How to Deal with Them (10 min.) 
Consider a few strategies for working with some problem people. 
 
Handout 2: Identifying Communication Styles (5 min.) 
Assess the three principal ways people communicate as a way to break down the barriers 
in a difficult situation. 
 
Handout 3: Defusing Dialogues (5 min.) 
Learn some suggested phrases that will ease difficult situations and help get to the root of 
the conflict. 
 
Activity 2: Scenes from a Difficult Life (10-15 min.) 
Practice your techniques in these real-life situations.  
 
Handout 4: Firing the Client (5 min.) 
Learn what to do when you've tried everything else.  
 
Adjourn. 
 
Running Time: 50 minutes. 
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Component 3: Handout 1,  10 Tips on Dealing with Difficult People 
 
 
 
1. Maintain self-control. Losing your cool and giving in to emotion will only escalate 
the situation. Lower your voice and speak slowly.  
 
2. Ask non-threatening questions beginning with "what" to identify the root cause of 
the difficulty. 
 
3. Listen to the customer's reason for being difficult. Few people are difficult without 
a reason—even if that reason doesn't seem important to you. 
 
4. Acknowledge the problem, and then repeat it back to the client to ensure 
understanding. 
 
5. Don't argue. Justifying you actions will only fuel the difficulty. If you do feel you 
must defend your actions, give your one best reason and then stop. 
 
6. Apologize—even if you think the client is wrong. Avoid assigning blame, even if the 
client's actions helped create the situation. 
 
7. Offer to rectify the situation—make a specific commitment as to what actions you 
will take. If you can't make things right, offer an alternative solution. 
 
8. Continue to act professionally. Demonstrate a high level of professional competence, 
and make doubly sure that every detail of the transaction is handled correctly. 
 
9. Analyze what caused the client's behavior so that you can avoid a repetition of the 
incident. 
 
10. Set limits on what you will tolerate. Saying "no" to a client is OK. If you want to try 
and preserve the relationship, ask your manager or another salesperson to act as a 
mediator. 
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Component 4: Activity 1, Five Common Jerks and How to Deal with 
Them 

 
Directions: Read the description of each type of difficult behavior. Use the space after 

each description to suggest some responses to this behavior.  
 

1. The Complainers: These malcontents find fault with everything—a big house is too 
drafty and hard to heat; a small house is cramped and doesn't have enough room for the 

furniture. No issue is too small to complain about and no outcome is good. 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 

 
2. The Intimidators: These aggressive types use anger, rudeness, and abuse to get their 

way. They often try to provide very little information on wants and needs as a way to 
control the situation. Whatever goes wrong, they blame you and expect you to fix the 

problem.  
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 

 
3. The Clams: These silent sorts confront a situation by shutting down and replying to 

your questions about the home on view with a "yes," a "no," or a shrug. They use silence 
as an aggressive weapon, often accompanying it with folded arms, glares, or frowns. In 

some instances, this response may also be prompted by insecurity or a fear of being 
wrong.  

________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 

 
4. The Indecisives: These vacillators don't know what they want and don't have the 

confidence to make a decision. They constantly want to discuss the decision with others. 
You could spend half your career with these people before they buy. They like verbal 

information because it can be changed at will.  
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
________________________________________________________________________ 
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Component 4:  continued 
 
 
5. The Know-It-All: These windbags usually have just enough information to be 
dangerous to the transaction. They often distract attention from important issues by 
focusing on minor ones. They want the respect of others and to be seen as important.  
_______________________________________________________________________ 
_______________________________________________________________________ 
_______________________________________________________________________ 
_______________________________________________________________________ 
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Component 5:  Activity 1, Five Common Jerks Idea Sheet 
 
 
 
1. The Complainers: These malcontents find fault with everything—a big house is too 
drafty and hard to heat; a small house is cramped and doesn't have enough room for the 
furniture. No issue is too small to complain about and no outcome is good. 
 
Strategy: Don't allow complainers to dwell on their grievances. Interrupt them once you 
feel you have a sense of what the real issue is. Turn the complaint around on them by 
asking them what they would do to change a situation. Try to keep things optimistic, and 
don't let complainers pull you down to their way to thinking. Be sure that you get 
complainers to participate in all decisions, or they will find fault with the outcome later.  
 
2. The Intimidators: These aggressive types use anger, rudeness, and abuse to get their 
way. They often try to provide very little information on wants and needs as a way to 
control the situation. Whatever goes wrong, they blame you and expect you to fix the 
problem.  
 
Strategy: Intimidators have a strong need to show themselves and the world that they are 
always right. Never show weakness or respond emotionally to this type; it only gives 
them more ammunition. Maintain eye contact, and don't get drawn into an argument. Try 
to move them to a non-public area and let them vent. Often they are reasonable once they 
have finished their tantrum. If the outburst goes on too long, quietly call a halt.  
 
3. The Clams: These silent sorts confront a situation by shutting down and replying to 
your questions about the home on view with a "yes," a "no," or a shrug. They use silence 
as an aggressive weapon, often accompanying it with folded arms, glares, or frowns. In 
some instances, this response may also be prompted by insecurity or a fear of being 
wrong.  
 
Strategy: Don't lose confidence and start babbling. Keep smiling. Ask open-ended 
questions that will force a more detailed response. Turn the tables and be silent yourself. 
If the lack of response seems to come from fear, reassure the clam that there are no stupid 
questions and that everyone has moments of concern when making a major purchase such 
as a home.  
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Component 5:  continued 
 
 
4. The Indecisives: These vacillators don't know what they want and don't have the 
confidence to make a decision. They constantly want to discuss the decision with others. 
You could spend half your career with these people before they buy. They like verbal 
information because it can be changed at will.  
 
Strategy: Encourage indecisives to share their misgivings, and then listen carefully for 
indirect words and omissions that may indicate the real problem. Ask them to rank 
problems and deal with them one at a time. Try to bring a more decisive party—a family 
member, for example—into the negotiation to get things moving. Continue to follow up 
to head off second thoughts.  
 
5. The Know-It-All: These windbags usually have just enough information to be 
dangerous to the transaction. They often distract attention from important issues by 
focusing on minor ones. They want the respect of others and to be seen as important.  
 
Strategy: The worst thing you can do with this type is ignore them. If at all possible, 
don't correct know-it-alls in front of others; you'll risk a disagreement. Offer alternative 
suggestions and ideas in private. Give them an out to save face, but don't agree to act on 
their ideas. 
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Component 6:  Handout 2,   Identifying Communication Styles 
 
 
Most people use a combination of two or three of these styles to process information and 
communicate with others. However, the majority of people operate in one principal style 
about 70 percent of the time and almost always revert to that style when under stress or 
when making an important decision. 

• Visual. People who sort information primarily through pictures and use visual 
words when they speak. They speak rapidly and in a higher tone of voice. They 
usually maintain good eye contact. About 38 percent of people are visual learners. 
Say: "See what I mean," or "Get the picture."  

• Auditory. People who process information by sound clues. They speak evenly 
and in a soothing tone. They often use auditory words such as "talk," "listen," or 
"tell." They often show little emotion and are business-like and detail-oriented. 
About 28 percent of people are auditory. Say: "How does that sound," or "Does 
that ring a bell?"  

• Kinesthetic. People who process information through feelings. They speak in 
choppy sentences with numerous pauses and often use words that describe 
feelings. They are often very animated and show their emotions. About 34 percent 
of the population is kinesthetic. Say: "This feels like," or "Get a grasp of."  

Adapted and expanded from "Dealing with Difficult People," Linda Lee Cole, Executive 
Excellence, January 1995. 
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Component 7:  Handout 3,   Defusing Dialogues 
 
 
Using language that makes difficult people less defensive is a sure-fire way to defuse a 
volatile confrontation.  
 
Never say: I'll try 
Instead say: I will, I can 
 
Never say: You should, You ought 
Instead say: Perhaps you might consider 
 
Never say: You have to 
Instead say: Would you please 
 
Never say: Why? 
Instead, say: What? 
 
Never say: Always, never 
Instead say: In this particular instance 
 
Never say: Your problem 
Instead say: Your situation 
 
Never say: You 
Instead say: I (Talking about your reactions puts other people at ease.) 
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Component 8:  Activity 2,  Scenes from a Difficult Life 
 
 
Fred Friendly, intrepid real estate salesperson, is having a difficult week. Every client he 
deals with is a problem. Let's see how Fred handles these difficult people and what he 
might want to do differently next time.  
 
Scenario One: Fred begins his day by meeting Wanda Whipple at her hotel. Wanda and 
her husband Jake are relocating, and Fred plans to show her a half dozen houses. He has 
had a conference call with the Whipples before they arrived and is confident he has found 
homes they will like. Four hours later, Fred's not quite so confident. Wanda keeps 
changing her mind about what she wants. First she tells Fred she must have a big master 
bedroom, then she worries that small den in the second house will be too small for Jake's 
study. Finally, she just asked Fred to take her back to the hotel because she's just so 
confused.  
 
Scenario Two: After a hurried lunch returning phone calls, Fred rushes out to meet with 
Bob Bottoms, a successful local businessperson who wants to buy a larger home and list 
his current one with Fred. In his hurry, Fred forgets his listing presentation book, which 
includes the listing agreement. He realizes his mistake halfway there, but decides to use 
his laptop listing presentation and send the agreement over later. The listing goes well 
until Fred tells Bob he will have to send the agreement over later. Then Bob hits the roof, 
telling Fred he doesn't want his time wasted and that he certainly doesn't want to work 
with someone who can't even remember the contract. Fred, who's had a rough day, just 
leaves half way through the tirade.  
 
Scenario Three: Even though it's now six o'clock, Fred is not done for the day. He has to 
go sit at an open house for a new listing. The first two hours of the listing go well, and 
Fred is just beginning to feel a little better, when the seller, Hildegard Smith, comes home 
early. She immediately beings to complain to Fred because one of the open-house 
attendees left a wet footprint on her carpet. She goes on to remind Fred that her house has 
been on the market for two weeks and she hasn't had one offer. Maybe, she says, Fred 
does not really know how to sell her house. 
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Component 9:  Activity 2 Scenes from a Difficult Life Ideas Sheet 
 
 
Fred Friendly, intrepid real estate salesperson, is having a difficult day. Every client he 
deals with is a problem. Let's see how Fred handles these difficult people and what he 
might want to do differently next time.  
 
Scenario One: Fred begins his day by meeting Wanda Whipple at her hotel. Wanda and 
her husband Jake are relocating, and Fred plans to show her a half dozen houses. He has 
had a conference call with the Whipples before they arrived and is confident he has found 
homes they will like. Four hours later, Fred's not quite so confident. Wanda keeps 
changing her mind about what she wants. First she tells Fred she must have a big master 
bedroom, then she worries that small den in the second house will be too small for Jake's 
study. Finally, she just asked Fred to take her back to the hotel because she's just so 
confused.  
 
Ideas: Wanda is a classic indecisive. Fred should encourage her to discuss her misgivings 
and listen for the underlying issues. In this case, Wanda's concerns and reluctance to 
move to a new town may be making her indecisive. Fred should give her a tour of the 
town, talk about features of interest to her, and try to calm her fears. He should also 
suggest that Jake, who seemed much more decisive on the phone, might want to come 
along next time they view homes. 
 
Scenario Two: After a hurried lunch returning phone calls, Fred rushes out to meet with 
Bob Bottoms, a successful local businessperson who wants to buy a larger home and list 
his current one with Fred. In his hurry, Fred forgets his listing presentation book, which 
includes the listing agreement. He realizes his mistake halfway there, but decides to use 
his laptop listing presentation and send the agreement over later. The listing goes well 
until Fred tells Bob he will have to send the agreement over later. Then Bob hits the roof, 
telling Fred he doesn't want his time wasted and that he certainly doesn't want to work 
with someone who can't even remember the contract. Fred, who's had a rough day, leaves 
half way through the tirade.  
 
Ideas: While Bob's time is certainly of value, he is clearly an intimidator, who uses his 
anger to prove his power over others. However, Fred made a mistake walking out; this 
only reinforced Bob's anger. Instead, Fred should have waited calmly until Bob finished, 
apologized for the oversight, not tried to justify his mistake, and offered Bob the option 
of bringing the contract to his office or home at any hour that would be convenient.  
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Component 9:  Activity 2 Scenes from a Difficult Life Ideas Sheet 
 
 
Scenario Three: Even though it's now six o'clock, Fred is not done for the day. He has to 
go sit at an open house for a listing. The first two hours of the listing go well, and Fred is 
just beginning to feel a little better, when the seller, Hildegard Smith, comes home early. 
She immediately beings to complain to Fred because one of the open-house attendees left 
a wet footprint on her carpet. She goes on to remind Fred that her house has been on the 
market for two weeks and she hasn't had one offer. Maybe, she says, Fred does not really 
know how to sell her house.  
 
Ideas: Hildegard just likes to complain, about anything and everything. Fred should 
apologize for the footprint and suggest that he will ask future visitors to use the mat he 
will bring with him next time it rains. He should then use the strategy of turning 
Hildegard's complaints around by asking her how she would solve the problem of 
marketing. This approach gives Hildegard an opening to express any legitimate concerns. 
Fred might also suggest that he will meet with Hildegard tomorrow to review a list of 
marketing strategies. 
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Component 10:  Handout 4,   Firing Your Client  
 
 
How to Say, "You're Fired"  
 
Harsh: "Your indecision is a real problem. I can see you're not committed to buying."  
 
Softer: “It looks like you need more time to think through your decision. Let's put things 
on hold for a while."  
 
 
Harsh: "Your expectations are unreasonable. I can't afford to spend any more time with 
you."  
 
Softer: "I don't specialize in the types of properties you're looking for, but I can refer you 
to a salesperson who does."  
 
 
Harsh: "I'm offended that you constantly complain and yell at me." 
 
Softer: "I'm sorry I'm not meeting your needs. It's probably best for you to work with 
someone else."  
 
 
Harsh: "I tired of you trying to tell me how to do my job." 
 
Softer: "I don't think that I currently have the time to give your property the attention it 
deserves. Let me refer you to another salesperson." 
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Component 11: Other Resources 
 
 
 
Search NAR's Virtual Library to review articles on working with difficult people. 
 
Look for the following articles at Realtormag Online:  
 
"Coping with Clients Who Have an Attitude" 
Stacey Moncrieff, REALTOR® Magazine, NATIONAL ASSOCIATION OF REALTORS®, and 
February 2000. 
 
 

http://www.realtor.org/vlibrary.nsf?opendatabase
http://www.realtor.org/rmomag.nsf/pages/CopingwithStaArchive2000Feb?OpenDocument
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