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Here’s What I Say

By Greg Frost

 Introduction

Hi, this is Greg Frost. The first thing I’d like to do is thank you for investing in my newest product:  Here’s What I Say.

Let me tell you what this product is all about. In my action marketing program I’ve tried to bring you strategies and tactics that will allow you to make a warm call to both real estate agents and sales managers. We show you, through our marketing product, how you can approach sales managers with positive testimonials from agents with whom you’ve done business, and create the opportunity for a one-on-one warm call with a sales manager. At that meeting with the sales manager, we want you to offer yourself as a resource. 

Understand that real estate sales managers basically do three things: they recruit, retain, and train. One of the things they really appreciate is additional training content that helps them retain agents. The last thing a sales manager wants to do is recruit. Recruiting in the real estate industry involves a lot of cold calling. Nobody likes to cold call. 

So, if you can come in as a loan originator and bring value to the real estate sales manager by assisting with training, you can go a long way in your relationship with that sales manager, and have that sales manager refer agents to you. You also build your stature and your position as a trusted advisor with the entire staff in that real estate office. 

We’ve come to a point where there is an opportunity for a warm call. I’ve got loan originators across the county saying “What do I say now, Greg? What do I do? I use your system, I’ve got the appointment, what do I go in and talk about?” 

Well, the last thing you go in and talk about is products and pricing and underwriting and processing and those types of things. What I suggest you do is read this training manual, listen to this recording, and come to the sales meeting with added value, topical information, and something that will set you apart from the crowd of other mortgage originators. Here’s how I do it.

I want you to open your manual now and go through it with me. Go past the introduction and go to tab two: Success Partner Training.

Whenever we are making a presentation in a real estate office or in a training session we sponsor (I usually do it in a hotel banquet room around lunch), in either venue, we want to promote it. We want to send a fax to every agent in the office. We want to send a fax that looks like this one. We want to let them know what we will talk about.

In this case, we’ll first always recap last month’s Multiple Listing Service or Board of Real Estate statistics, whichever it’s called in your marketplace. Secondly, we’ll give them a program of general mortgage information. Thirdly, we’ll give them a personalized information session on what you or I specifically want to say as a mortgage originator. Lastly, we want to go into our sales training. 

So you can see I’ve given you a format here for the page. It says “Greg will be presenting these in other business buildings: Strategies that work. Call to reserve your place today. If you get my voicemail, tell me whether you’re coming and I’ll reserve your seat.”

I want to know if they are coming or not because I usually bring booklets or handout material and I want to know how much to bring. 

So here’s a good example. You can change it, modify it, make it look nice, or whatever you like. This is simply an example of what I use. 

Let’s turn the tab. 

“Local MLS analysis.” We call our service in Albuquerque the Albuquerque Multiple Listing Service. You may call it the Board of Realtors or any number of things. They all keep vital statistics, and there are only two statistics you need to find on a monthly basis to open your presentation. I do a local MLS analysis with every single training session. You’ll see why I open with this-- well, let me tell you why.

In coming by my real estate knowledge and prowess, I’ve been trained by the top trainer in America, Mike Ferry. I’ve been a student of Mike’s for over a decade now. I attend his superstar retreat every year in Palm Springs, CA. I take as many Realtors as I can, and I encourage Realtors to attend his training. So I’m a student of Mike Ferry’s.

One of Mike Ferry’s first principles of real estate selling is this: “You must list to last, and you must lust to list.” What does this mean? A real estate agent is an independent contractor within the agency they work for. In some cases they’ll be broker/owners themselves, but in most cases you’ll be dealing with real estate agents who work for a franchise or company. 

They are an independent contractor. That means they are a business within that business. What any retail business (and real estate is a retail business) needs to survive is inventory. They need an inventory of houses. The beautiful thing about real estate is you take the inventory on consignment. You don’t have a cost. Any of you out there listening to this, and any real estate agent who has been in retail sales who is in the audience when you present, will know that the biggest cost of operating a retail business is cost of inventory. The wonderful thing about real estate is there is no cost of inventory. It’s consigned to you. 

Another cost of doing business in retail is the cost of the sales force. The beautiful thing about real estate is there is no cost of a sales force. Commissions are paid only when a sale is made, so there is no up front cost for the sales force. The listing agent who has listings for sale can call upon all the sales forces of the licensed members of their local Real Estate Board or Multiple Listing Service. 

In Albuquerque, New Mexico, there are currently around 3000 agents who are members of the Albuquerque Board of Realtors. That means a real estate agent who lists a house has a sales force of 2999 other agents in Albuquerque who are working for them in order to sell that house. The more houses an agent has to sell, the more opportunity the other 2999 agents have of finding a house they can sell to one of their customers. So inventory of listings is critical. 

In coaching over 8000 people per year, Mike preaches this. He teaches “List to last, and lust to list.” The more good listings you can carry, and the more you can let the statistics of your local economy work for you, the more times you can take the trip to the title company. 

Let me take you down this local MLS analysis. We give a blank sheet like this to every person who attends one of our seminars, and do a fill-in-the-blank with the numbers I get from the MLS.  The only numbers I need are:

How many homes were listed for sale in the last month? In the example you have in your book it was in August. 

How many homes sold last month? It was a very good month in Albuquerque this last August… 1054 homes. 

So, the ratio of sales to listings in this case is 29.82%. This means that 1054 is 29.82% of the homes listed in August. That’s higher than the norm. It’s a very dramatic statistic, and will certainly assist us in making our point.

Now, the rest of the information I’m going to share with you is a statistical analysis done by the National Association of Realtors. That’s what NAR represents. Let me take you through the example. 

If I carry twelve listings, I will sell four listings this month. That’s about 29.82 percent. If four listings sell, I will then sell two of my listing clients their new homes- or 50%. The National Association of Realtors says that most agents sell one-half of their listing clients that listing client’s new property when they sell that original listing. So again, if four listings sell, I will double-end one of my buyers. “Double-end” means that the listing agent found the buyer for the listing that they sold, so they make a commission on both sides of the transaction. 

My premise here is this. If I carry twelve listings, I will have four listings sold. I will sell two sellers their new homes, and I will double-end one of those transactions. That means I’ll make seven trips to the title company. I’ll have seven “sides,” in their vernacular, that sell. Seven sides times twelve is 84 sides per year. 84 sides per year in Albuquerque, NM, would put that Realtor in the top 5% of all the agents in our marketplace. There are about 3000 agents, so the top 5% is the top 150 Realtors. Actually it would probably put them in about the top 2 or 3%. 

So, the point I make at the beginning of the real estate training sessions I run is this: “List to last, lust to list, and all you need to do is carry twelve listings in order to make seven trips to the title company in this particular month. You will be one of the top Realtors in Albuquerque.” All they need to do is work the math on average sales price and average commission and multiply that by seven to get monthly income. Then multiply that new number by twelve to get the annual income. It’s very exciting for all in attendance—so you’ll begin your meeting with something very exciting. 

Turn your tab, please, to Problems and Solutions. 

Problems and Solutions are something I go over at every meeting. I’ve got eleven of these in here for you. 

So, the second thing you do at every meeting is go over Problems and Solutions. What we do is personalize Problems and Solutions for the Realtors who are present. That’s why we ask them to register and let us know whether they’ll be there. Then we can personalize one of these handouts for them. If they aren’t there, they don’t get a personalized handout. 

If you pick up the Problems and Solutions page and flip it, you’ll see that it reads 1 and 2. That’s one presentation. The first part of the presentation is discussing mortgage-specific information, and the second part is a few ideas on marketing. I’m known in my marketplace as something of a marketing master. So what I try to do is share marketing ideas.

What you would do is cover bankruptcies and foreclosures, telling them you’d like to talk to them about this updated information from FHA and VA on foreclosures and bankruptcies. You need to keep this updated. If you purchase this manual, we will make any updates available to you on the web at www.loantoolbox.com. We will make these available to you on an ongoing basis. As we change them, they will be changed out there on the web for your access. 

Basically, I just go through the high points. I don’t belabor this. If you do, it turns into a mortgage session, and you don’t want to present a mortgage session. I review this before my meeting, and I pick one or two points to share with them. I mention changes if there have been any, and then I move to the other side. 

The second side is Elements of the Ad. All of the agents are involved in writing ads for their listings, so I go through these things rapidly. I basically read these before I go into the room. I pick one point I want to make on each one, and I make that point. Then I move on. I move quickly through this because the meat of my presentation is not to train them about mortgages or writing ads. This is simply a bit of tantalizing information they can walk away with, study, and use at a later date. 

The meat of my presentation, and how I am becoming a trusted advisor to the Realtors I present to, and why I’m being asked to come to these offices and provide training, is coming up right now. 

This is presentation number one. It says “Training Lesson #1” in your manual. 

What you are looking at right now is the teacher’s version. It’s got all the answers. What we’ve also provided behind it is the printable version for each session that you can hand out to your Realtors. You’ll make a copy for all the Realtors that are present from this blank copy. 

What I’d like to do is take you through training sessions one through eleven. Understand that each training session starts with MLS analysis, and the high points of the Problems and Solutions. I’m not going to go through all those. I will go through them one time so you can hear what I say and how I approach it. However, I’m not going to go through it on sessions two through eleven. 

I just told you what I say to them on the local MLS analysis. You simply fill in the blanks with them, and say “List to last, lust to list. Let me share some numbers with you. Here’s why. You’re a retail organization…. etc.” Just go back and listen to the previous part of this presentation and make it your own.

Now let’s go to Problems and Solutions. I would simply go in with something like this: 

“Bankruptcies and foreclosures… there have been a couple of changes in bankruptcies and foreclosures as they affect foreclosures and bankruptcies on FHA, VA, and conventional product. I’ve listed for you the new information I want you to have, and I want you to keep it in your booklet” 

We give everyone a 3-ring binder so they can add to it at each session they attend, for sessions one through eleven. 

So I say: “Please keep this in your booklet. It’s valuable information. Should you have somebody announce to you when you are working with him or her that they have had a bankruptcy or a foreclosure, and this information comes into play, then you can refer to it.

You’ll want to look through it. The two things you really need to know on bankruptcies and foreclosures are these: 

1. On a bankruptcy, how long ago was it? You can then apply the proper timeline. This tells you whether you’ve got an A borrower or a sub-prime borrower.

2. Was the property foreclosed upon in the bankruptcy? These are the two key ingredients in this analysis. If the property was foreclosed upon, then Fannie Mae, VA, and FHA will definitely require extended timeframes before the buyer can re-borrow. The buyer will definitely be a sub-prime borrower. 

So this is what I would want to cover and this is how I would bring it up. I just pick a couple of high points in here and dialogue on the points. 

Back on Elements of the Ad—I’d say “I’d like to help you with this. I’ve done some research. I’ve read some of your real estate magazines, and in those periodicals I’ve come up with these ideas to assist you in the development of your ad.” 

“I’m not going to go over this in great detail—I’ve given this to you to take home, but as you can see, the headline is important, the location line is important, and the price is very important. We’ve given you statistics of how readers perceive ads with and without price. Inside/outside features come next, and a call to action.”

“One thing I do want to say is that there has always got to be a call to action in every ad. You make your statement about the property, and then you make the call to action. You must emphatically suggest what you would like the client to do when they finish reading your ad. Be very bold and brazen about that.”

“But to go back to price… as you can see, 73% of homebuyers are interested in price. Studies show that you lose most of your potential responses by leaving the price out of your ad. I know many people think they don’t want to put the price in so they can talk to them about the price. You won’t get a chance to talk them if you don’t put the price it. 73% of people are interested in price. It’s very important for those people to know what the price is. They are not going to pick up the phone and call you unless they know the house is within their price-range.” 

“Take a look at those ideas, make sure when you are writing an ad that you refer to them, and follow those five or six ideas I have there. See if it doesn’t help you in the design of your ads and the response you get from those ads.”

“Now what I’d like to share with you are some ideas I’ve gathered from a mentor of mine by the name of Mike Ferry. I’ve been studying under Mike for about a decade. I’m going to take you down the path of some of the points he’s made to me over the last decade. I think these points are very important and very appropriate to assist you in elevating your performance.”

“Why am I doing that? If I can help you do more business, I’m hopeful that you’ll help me do more business. Zig Ziglar says: “All you have to do to get whatever you want out of life is to help as many people as you can every day to get what they want out of life.”

“I think the people in this room want to meet people who want to sell houses, and people who want to buy houses. I think they want to meet as many of them as they possibly can. Once they meet them, they want to know how to act to build trust immediately and get that person to agree to hire them to either sell their house or find them a house. Am I correct in that? Isn’t that what we in this room are all motivated by?”

“I’m certainly motivated to help you do that as often as you possibly can in the hopes that, in so doing, you would refer those clients to me as often as you possibly can. So, it’s a win-win for both of us.”

“Let’s go down the road to some training I’ve learned from Mike, and let me share some ideas with you.”


Here’s What I Say
By Greg Frost
Session 1: Schedule

Please fill in the blanks as we go, and the first blank to fill in is: 

1. If it’s not in your schedule, it doesn’t exist. In commission sales, we have tremendous opportunities, but we also have tremendous obstacles. 

One of the biggest obstacles is showing up. You can’t get in the game…you can’t swing the bat, throw the ball, hit the home run, catch the line drive or run for the touchdown unless you show up to play. It’s so important that we run our business professionally. It’s important that we follow a schedule and that schedule has been designed to have us involved in high-payoff activities as much of every day as possible. 

Let’s talk about schedule a little bit. The first thing you need to know is again: “If it’s not in your schedule, it doesn’t exist.” You’ve got to run your business life, and I suggest much of your personal life, by a schedule. If things are important enough to write down in your schedule then they will, in fact, happen. If they are not important enough to be written down, they probably won’t happen.

2. Create your schedule one year in advance, in this order:

Every day off—holidays, date nights, exercise sessions, doctor appointments—everything that will - fill this in - create personal balance for you. Make sure to involve – fill this in, too - all your family and friends. You’ll notice that the when we are preparing for a successful business, the first thing we take care of is our personal life. You’ll notice that what I’m talking about right now is your personal life.

3. Why do we work? Why do we work so hard? We work hard to earn enough money to create more freedom for ourselves and in our lives. The freedom to enjoy our days off, holidays, birthdays, and date nights; like exercise sessions and doctor appointments to enjoy our health. We work for more freedom to involve ourselves more actively in our lives. We don’t work to work; we work to facilitate having a life. I would suggest you fill in your calendar three months at a time, at the first of every quarter. Fill in your calendar and consider how important the people around you are, and the time you should be spending with them. Consider your health and fitness, and your time off. Budget those in your calendar. 

4. Please fill in “All the training.” This encompasses personal and professional      training. Remember that you need at least two training events per year. Our education did not stop when we got out of school. It started when we got into real estate and lending. Our education continues, and the only way to keep up with our industry and operate at the level we’d like is to continue educating ourselves. Please budget training. 

5. Fill in “Activities from your business plan.” Role-playing, planning time, prospecting, lead follow-up, office meetings, staff meetings, and buyer and seller appointments. Now you know when you have a sales meeting, and when you have a tour. You know those things take place every week—put them in your calendar. That’s the first place to start.

Role-playing: What scripts and dialogues are you using when you call leads? 

Planning time: If you don’t plan your work, how can you work your plan? You should budget time every quarter to plan your quarter. Staff meetings, meetings with your team (if you have one)—all those things should be scheduled. Then, as you have buyer opportunities, listing appointments with sellers, meetings with buyers, etc., you can plan these activities around your fixed time schedule. You then know that if there is a conflict, you must move the fixed time object when replacing it with a sales opportunity. I don’t recommend you do that very often, but it’s going to happen. If it’s already in your calendar, you will make sure it happens and that it benefits your business. You can then replace it with the sales activity or the listing appointment you absolutely have to attend. Let’s turn the page.

6. Once you’ve made your schedule for the year (fill in please) “Never make a commitment without first reviewing your schedule. Review the opportunity, see if it’s truly important enough to replace the activity that’s already there, and if it is, please reschedule that activity. 

7. Be “On purpose and outcome driven.” Fill this in. This is versus distraction and emergency driven. When you don’t have a schedule, your life and business are driven by (fill in) “distractions” and your “reactions” to them. If you do a good job of planning, scheduling, and creating your calendar, you won’t have as many distractions. You’ll be too busy to have them. You’ll be focusing on your work, and working your plan, because that’s what is in your calendar. Be on purpose and outcome driven. 

8. To force yourself to stay on your schedule, simply tell everyone about it. Let people know what you have to do. If someone is talking to you in the morning at the office and is suggesting doing this or that, let them know you have your own this and that to do, and the only time you can join them is this certain time. Or, perhaps you don’t have time to do that item today at all because of this and this. Let them know about your schedule, and over a short period of time people will understand that you are an on purpose performer. 

Once they know you are an on purpose performer, they will come to you less and less with distractions. Here is what you want! This is a job. Selling real estate and making loans is a job. We have to do it each and every day, and if we are not in front of a client, we have to be doing other high pay-off activities that promote our ability to be in front of a client in the very near future. That’s why we have to stick to our schedule. 

9. You can get infinitely more done when you do everything in (fill in) “Blocks of time.” It’s very important to give yourself a block of time—and don’t always schedule yourself too tightly. I would never schedule blocks of time in increments of less than thirty minutes. If you have a ten or fifteen minute activity, go ahead and schedule in a thirty-minute increment. A lot of times you’ll start a little late, but even if you finish the activity in ten or fifteen minutes and you have a few minutes to kill-- kill the time! Call your spouse and tell them you love them, call your kids to tell them you are thinking about them. Take a walk around the office, get a glass of water, and go to the bathroom. Reward yourself for finishing your work early in that particular block of time. Remember, work expands to the time allocated—so don’t schedule yourself too tightly; schedule yourself long if anything. Take advantage of those spare minutes as I suggested. 

10. The beautiful thing about scheduling and managing your calendar to maximize your high payoff activities during the day is that your only job after that is to follow your schedule. Not following your schedule is a symptom of meaningless goals. You see, if you’ve set your goals, and established how many units you want to sell, and you know what you need to do to sell those units (we’ll talk about that in some later sessions,) then you’ve set your calendar with high payoff activities in order to attain your goal. So, the only reason for you not to follow your calendar and engage in high payoff activities every day during the time allotted periods would be if your goals were meaningless. This will tell you very quickly whether you are kidding yourself. 

11. Accept the fact that your prospecting appointments are as important as your listing appointments. Why? Because you can’t do one without the other. You’ve got to prospect in order to find people who want to hire you to sell their house. So, your prospecting appointments are even more important than the actual listing appointments. Yes, you’ve got to be on top of your game and ready to go when you attend a listing appointment. You’ve got to practice your scripts and dialogues. You’ve got to know exactly how you will present your market analysis, and how you will ask your closing question. You’ve got to know how you are going to look across the table at them and will them to sign that listing agreement. You’ve got to do all that—but in order to do any of that you’ve got to get in front of them.

The only way you’ll get in front of them is if you’ve been prospecting, so take a look at those prospecting appointments, and understand that they are every bit as important, if not more important, than the listing appointments. You simply can’t do one without the other. 

12. Prospect first thing in the morning, before you do anything else, period. Here are some reasons why: 

a. You have (fill in, please) “more energy.” 

b. There are (fill in) “fewer distractions.” 

c. People are more receptive. 

d.  The people that you find at home during the day while prospecting are the same people who can list and sell during the day. This can help you eliminate some of your night and weekend appointments. 

Let’s think about this—you wake up in the morning having just come out of REM sleep. Your brain, body, persona—everything about you—is the best it will be for the whole day. You’re in an excellent mental and physical state of mind. Now is the time to get involved in the most important part of your day, which is prospecting to create opportunities for listing appointments and buyer showings. This is when you want to do it. This is when you are high energy. This is when you don’t have a lot of distractions because other people aren’t working. 

The people you are speaking to feel pretty good, too, because this is the first part of their day, so they are more receptive. And, lo and behold, if you catch them during the day, they can do business during the day! They don’t require you to come out after or before dinner, or on Saturdays and Sundays. This helps us to have a more stable life, because we are doing business with people during the day.


13. Fill in, please: “Everyone struggles with their schedule in the afternoon because they have not scheduled specific activities that are able to be monitored.” It’s very important not to get waylaid by people at the office or by little mundane chores; get lazy, and lose focus in the afternoon. It’s very important to schedule yourself for high payoff activities in the afternoon, because if you don’t, you’re going to end up picking up the dry cleaning, or something for dinner, hence killing your time during the period of the day that can be most productive for you. So, understand that you will struggle with afternoons unless you have carefully scheduled those afternoons.

14. When you don’t complete your prospecting in the morning, you carry the guilt around with you all day long. If you’ve scheduled yourself to be on the phone for an hour, two hours, or three hours a day- calling FSBOs, calling expireds, calling your personal influence group, calling your past clients, and you don’t do it—you’re going to feel bad about it. 

If you set your goals, you have convinced your subconscious that these are things you need to be doing in order to meet your goals. If you aren’t doing these things, your subconscious is going to make you feel bad. It’s a fact! Don’t mess yourself up. Complete your prospecting in the morning so you can have a great afternoon and evening. 

15. Most people in real estate never really work hard. Now, don’t throw anything at me, I’m not being mean! Let me finish. They manufacture looking busy by reviewing their files, talking to other people, reviewing marketing plans, constantly filling things out, or working on the computer. 

The computer is a big one! Let’s look at a computer. What does it look like? It looks like a T.V., doesn’t it? It’s just as much a time allocation as a TV. You don’t have to answer emails within 30 seconds. Do not have your computer turned on to email. Turn your computer on to your calendar. Have your calendar staring you in the face all day long. That’s what you need to be following. You don’t need to answer emails as soon as they are sent. A lot of people think “Oh, I’ve got to answer this email right away!” You could sit there all day long (I get 130 emails a day) and answer all of the emails. You could feel very busy and look very busy and wouldn’t be making any money. Don’t fall into that trap. 

Have your calendar out, whether you are using LoanProspector, Goldmine, ACT, or Outlook. Have your calendar up on your computer when you are not involved in some specific computer activity. Don’t get stuck answering emails all the time. I’ll tell you, when I answer emails, I answer them early in the morning. I get up early, and my email time is 5:30AM to around 7:30AM. So I answer today’s emails tomorrow, and I don’t answer any emails during the day. I simply don’t have time for it. I’m time blocked, and I’m not going to do it. So, understand that you can always feel in a hurry, but that doesn’t mean you are being busy and productive. 

It’s called the rocking chair syndrome. “Lots of movement—(fill in please) but you’re not going anywhere!” You see, in real estate and lending, you make your money listing homes and creating that inventory of product that you and all the other thousands of Realtors in your market can sell, and you create your revenue by selling houses to people. You have to find those people. You must involve yourself everyday in first finding those people, so you can then serve their needs. 

16. “Mental toughness is doing what you are supposed to do (fill in) even on the days you don’t feel like it.” That’s one of the toughest things for those of us in commission sales, like you and I are. One of the toughest things for us to do is to go to work—get up in the morning when we are supposed to and arrive when our calendar says we have to be there. It’s tough to begin when our calendar tells us to start processing, or in my case when my calendar tells me first thing in the morning that I have to spend two hours answering all those emails. Sometimes we just don’t feel like it. It requires mental toughness to get up and get after it, so we get things done that we need to get done even on the days we don’t feel like it. 

17. Finally, discipline is the ability to make and keep promises to yourself. These are huge ones—mental toughness and discipline.

(Discipline is something I, Greg Frost, wrestle with every day. In the business side, I am very disciplined. I get up, I do my emails, I have my day scheduled, I go from activity to activity, making the hard calls I need to make. I do the things I don’t like to do and I do them regularly. I discipline myself when riding on an airplane to spend that time, rather than looking through the magazines and catalogs, to get on my laptop and catch up on emails and other things I need to do. I’m so disciplined! 

But look at me—I’m standing in front of you—I weigh 305 pounds. Where is my discipline lack? In my personal life—in my eating habits. I cannot discipline myself with regard to my personal eating habits. So I look like I look, and the last time one of you saw me, you know what I’m talking about. Discipline is critical. Sometimes I wish I could give up a little of the discipline I have in my business and carry it over to my eating habits. I haven’t been able to do that. 

The most important thing is to make and keep promises to yourself about your business. I obviously haven’t kept promises to myself about my eating habits, but I’ll tell you what, where my business is concerned, I’m pretty good at keeping my promises. I suggest you do the same. Set a goal at the beginning of the year, know what it will take to achieve that goal, stay at it every day by creating a schedule that will keep you involved in high payoff activities, and perform those high payoff activities each and every day. And if you do, you’re going to list and sell more real estate, you’re going to have more money, you’re going to have a balanced life, and you’re going to be a much happier real estate professional.)

Thanks for having me here today. I really enjoyed our time together. Hopefully you got a couple of ideas you can use. I look forward to seeing you the next time your sales manager invites me to come in. I appreciate you. Goodbye. 


Here’s What I Say
By Greg Frost

Session 2: Planning, Part I
For this session I will have gone into the MLS analysis and shown them how many trips to the title company they could have made, had they carried ten or twelve listings. Then I would have gone over numbers three and four on the problems and solutions, and picked out the high points on both sides—the mortgage intensive piece and the top ten tips for writing better ads. Okay? 

So we would have done that and then I would go into the “fill in the blanks.” I would ask them to pick up their papers and begin this process. Here’s how I would approach it…

Let’s talk about planning. The last time we met, we talked about scheduling. One of the things we need to schedule is planning for your year, so let’s talk about planning. 

1. Your destiny and your business growth are your responsibility and no one else’s. You must:

a. Know what you want. (Fill in, please.)

b. Design a plan to get there. Be a master planner.

c. Determine what skills and expertise are needed to get to the top.

“If it is to be, it’s up to thee!” It is your responsibility to make your own destiny, by knowing what you want, making your plan, continuing to educate yourself and develop your expertise. You must work your plan.

2. It’s your responsibility to acquire the experience and expertise to get there. Once you determine what skill and expertise you need, then it’s your responsibility to acquire it. It’s my responsibility to acquire it in my industry. That’s one of the reasons I go to a seminar, a training session, or something to expose me to new ideas, new strategies, new fundamentals, and new tactics every 90 days. I look through the trade publications and I respond to the emails and faxes that I get for training. 

I schedule myself for that training session every ninety days. I feel that I need to go someplace, sit in a room with people in my industry whom I don’t know and who are from different communities. I get to know them a little bit. I listen to the presentations, go for meals with some of those other people and find out what they do to be successful. Then I see if I can’t bring those ideas back to my hometown of Albuquerque. 

By virtue of doing this, I come back with my batteries charged. I’m full of new and different ideas and approaches that I can implement in my daily strategies. I think it’s very important that we acquire the experience and expertise to get there. 

One thing I’d recommend that each of you do is budget to attend Mike Ferry’s Superstar Sales Retreat in August in Palm Desert, California. If you’d like to know more about it, go to www.mikeferry.com. There are a lot of free training aids on that website, too, but having the experience of sitting in a room with 2500 other real estate professionals would be great for you. You’ll expose yourself to one of the top real estate sales trainers in America, like I have. Continue to acquire experience and expertise.

3. It’s never too late to begin the journey to higher production. It doesn’t matter where you work, the size of your market, or your expertise. (Fill in, please)

a. If you do what you are supposed to do, you’ll achieve your goals. We talked about setting our goals and scheduling ourselves to achieve our goals. 

There are top producers I’ve met at the Mike Ferry Superstar Sales Retreat from some very small communities. However, these people own their communities. They are the top dogs in their communities. In Albuquerque, New Mexico, we’ve just shown you how we’re selling 900 houses per month. That’s 900 opportunities for everybody in this room. All you have to do is figure out how you are going to get your share of those 900 sales opportunities. 

Do what you’re supposed to do every day. Involve yourself in high payoff activities. Schedule these activities each and every day. 

4. Business begins with how you set your standards. Where do you want to rank? Do you want to be in the top 50%, top 40%, top 30%, top 20%, top 10%, top 5%, top 2%? Where do you want to rank? It’s a units game. How many units do you want to sell? We all know the price ranges in our communities. How many units do you want to sell? Your sales manager (name the sales manager), Jimmy here, can tell you how many units you have to sell to get into the top 5% or the top 10%. He (or she) will be glad to share that information with you at the end of my presentation. 

Now all you need to do is break that down to number of units per year, month, and week. How are you going to divide that? How many listings sold vs. how many buyers represented? We return to the statistic we just shared… how many listings do you have to have to sell this many listings, or double-ended clients, or listing clients that you sell in their new home? You’ll be able to back right in to how many listings you need to carry to achieve that goal. Your sales manager can help you establish that. Once you have your goal, it just doesn’t matter. You set your standards, and you’re going to know exactly what you have to do to meet those standards. 

5. Spend thirty minutes a day with a yellow notepad planning your life and your business. Just ask these three questions:

a. What do I want?

b. Why do I want it?

c. What are the specific, measurable steps to get it? 

What do I want? Why do I want it? Is it really that important? Then, what do I need to do today in order to get it? It’s that simple! Approach each day that way. What do I want to accomplish today, why do I want to accomplish it, and what do I have to do to accomplish it? It’s just that simple. Once you define the specific measurable steps, all you have to do is… follow your schedule. 

6. Create a one, three, and five-year income forecast by starting with your current income, and increasing it by 20% per year over the next five years. In other words, give yourself a 20% raise. Then back in to the number of units you’ll have to sell this year in order to give yourself a 20% raise over last year. It’s very simple: once you’ve given yourself a 20% raise over five years you’ve doubled your income. 

Who else, in any other industry or line of work, has the ability to say: “I’m going to give myself a 20% raise each year for five years, and at the end of five year’s I’m going to be making double what I am now?” Who else can do that? You can do it in real estate; I can do it in mortgage lending. All we have to do is sell this many more units, and all we have to do to sell this many units is carry this many more listings. That’s all we have to do… and we can improve our lives dramatically. 

7. Planning is often like boot camp. (Fill in, please.) You’ll hate it! Only later will you realize how important it was. However, remember that planning without action is a (fill in) waste of time! Actions without planning (fill in, please) lead to disaster. 

Planning and the process of planning is where you set your goals. You convince you subconscious that what you are about to do is important to you. When you develop your plan, you are convincing your self-conscious that you really want to achieve this goal, and this is the plan I’m going to make. This is the plan I’m going to follow to attain my goal. 

You’re going to wrestle with yourself when you develop that plan because the plan is obviously to establish work for you to do. Nobody likes to plan to work. We all hate it. But if you don’t plan it, it won’t happen. If you don’t take action on what you plan, you just wasted a lot of time in the planning process, and you are probably wasting a lot of time each and every day. Because plans without action and action without planning lead to disaster! Plan your work. Work your plan. You’ll feel better about it each and every day. 

8. When planning, never underestimate how hard it is to:

a. Make your business profitable (fill in profitable).

b. Keep it profitable while you are growing it. It’s very important for you to establish profit goals along with your volume goals. Because the bottom line is: How much money are you making? A lot of agents get off to a fast start—they get the planning going—but then they deviate from the activities, strategies, and tactics they employed to enjoy the early success. They start investing in the “magic pills” that are out there for us to invest in. They deviate from the stratagem that got them their early successes, and they go off and spend money in the hope of duplicating those results without the work. There is no way to duplicate the results without the work. There is no “magic pill.” There is nothing you can buy that will replace your belly to belly with prospects, one-on-one with buyers, or in the living room getting your listing appointment. There is no way to replace it. You are the best person to do all of these things. You are the least expensive person to do all of these things. You can build one heck of a business for yourself doing those three things: prospecting, going on listing appointments, and showing houses. 

Many top real estate professionals have gotten to the point of needing assistants. I’m not speaking against assistants. I’m speaking against deviating from the practices and tactics that helped you to be successful early on. Make sure your assistants are clones of yourself and are doing things exactly as you would have them do. 

Don’t get caught in the trap of investing in this brochure or that marketing idea or that software, etc. There just isn’t anything that will replace you, and your well-trained cloned assistant, carrying out the basic stratagem that made you successful. So don’t fall in to that trap. Keep your business profitable. 

9. When you’ve remained at the same level for any length of time, no matter how successful you are, you are complacent. Fill in “you are complacent.” Also fill in “2% per year appreciation.” That should be your minimum growth goal. We’re suggesting 20%. But if you don’t do at least 2% better each year, you’re not keeping up with inflation. In the United States of America, inflation has been at least 2% annually forever. You’ve got to earn 2% more revenue and profit each year simply to maintain your current standard of living. So if you aren’t growing each year, you are falling behind.

10. (Lots to fill in here.) What can you do today to take a step towards success? Let me share five suggestions:

a. Share a listing with a new agent in your office. Help that new agent get a leg up. Let them advertise one of your listings. If your office has an advertising program or something similar, let that new agent advertise that listing. Give them something to work on. Get someone else to work on one of your listings.

b. If you are a new agent, advertise your listing in the Frost Mortgage Hotline Ad. Now, that’s pertinent to me. I’m suggesting that you find out about my advertising program for real estate agents by going to www.loantoolbox.com. Once you are there, look for “Call Capture Marketing System.” Call Capture Marketing is a system in which I actually advertise listings for Realtors with a call-capture telephone number that gets me between five and six hundred good leads per month. I can then telemarket, prospect, get them in for pre-qualification, get them in for pre-applications, and refer them back to the Realtor who placed the advertisement. It’s a neat program that brings a lot of value to my relationships. It’s covered in the Call Capture Marketing System—go to the website and take a look at that. 

c. Make a commitment to call every lead that comes in right away. When you get a lead, call it right away. The shelf life of leads is very short. There are a lot of people competing for business in this marketplace and you need to communicate and establish a relationship—verbal contact—immediately. Call them right away. 

d. Make a commitment to get a hold of every lead at least one time. One thing I can’t stand is this: I ask an assistant, “Did you call Jim?” The reply: “Yeah.”


“Okay, so what did he say?” I ask.


“Well, I didn’t speak to him; I just left a message.”

Here’s something you need to understand right now… leaving messages doesn’t count. It doesn’t count towards prospecting; it doesn’t count towards contacts; it doesn’t count! Leaving a message just doesn’t count. You need to not only call your leads right away, but also speak to them right away. In fact, I think we should just take the word “call” right out of the instruction. We can skip to the point here if we just say “speak to each lead right away.” Leaving messages doesn’t count.
e. Time block your calendar to accomplish a, b, c, and d. Why do I include this instruction to put it in your calendar? It’s very simple. If it’s not in your calendar you’re going to find fifteen excuses not to pick up the phone and call your leads. 

It’s the thing we like least to do. We don’t like to cold call. We can admit that. If we asked for a show of hands in the room right now, and any person raised their hand indicating they liked to cold call, we’d all think they were a masochist. Nobody likes to cold call.
I understand that; you understand that—that’s the reason we have to have the discipline mentioned earlier to make those calls. The only way we are going to develop this discipline is to time block our calendar to do it. So we must schedule time to do it.

Again, I’d like to thank you for having me here today. There are some points I’ve shared today that I think are very important and that I follow in my own business. I use them to get myself mentally ready and sharp to go about my prospecting, I use them to build my business, and I use them to keep a sharp eye on my profitability. 

Hopefully you got a few nuggets from me today that you can incorporate into your own business. I look forward to sharing a few more ideas with you the next time that Billy invites me in to make a presentation. 

Thank you very much; I’ll be around for about fifteen minutes today after our meeting today. If you have any questions or if I can help you with anything, please let me know. I’ll see you again soon.   


Here’s What I Say
By Greg Frost
Session 3: Planning, Part II

(Now, understand that I’ve gone through the MLS analysis; I’ve gone through problems and solutions five and six. I’ve done the highlights; I’ve done the math; I’ve done the arithmetic formulas to show them how many times they go to the title company if they carry ten or twelve listings. I’m now going into training. Okay?)

Okay, you’ve got your handouts, and if you would, please, get your pens ready. 

(By the way, I bring pens, pads, and other writing materials for them, so that everyone has what they need. Everybody gets one of everything.) 

Let’s start off with some questions today. I’m going to ask you some questions, and I’ll ask you to write down the answers, please. Let’s start with the question:

1. “What do I really want?” Okay? What do I really want? (Fill in)

a. With my family? (I give them time to do this.)

b. With my spirituality? (I give them time to do this.)

c. With my business? What do I really want with my business? (Give them time.)

d. What do I really want with my body and health? (Give them time.)

e. What do I really want mentally and intellectually? (Give them time.)

f. What do I really want socially? (Give them time.)

g. What do I really want financially? (Give them time.)

2. Rethink the way you do everything at least once a year. 

Rethink the way you generate business, and the way you administrate business. Break each process down and streamline it every year. We’ve just gone through and asked you to articulate what you want in several aspects of your life—almost every aspect of your life. When you are going through this process let me challenge you to rethink the way you are doing everything in your personal and business lives. See if you are in concert with what you just wrote down about what has importance to you in these aspects of your life. Rethink it: personally and business wise. Rethink everything. Rethink how you generate your business, how you administer your business, and how you administer your life.

3. Divide your job into easy-to-do sections. If you fail, divide again. Give yourself little jobs to do every single day that step you towards your goal. If you mess up, rethink it—reschedule it—retry it. Give yourself the opportunity to be successful several times during the day by dividing your job up into easily identifiable sections. 

4. If you don’t have any business today, it’s because you failed to prospect 90 days ago. Fill in “failed to prospect 90 days ago.” Or maybe you’ve never prospected at all! Plan to begin one 90-day cycle starting when you get back. If you haven’t prospected, give it a try. If your business isn’t the way you want it to be, then you need to find more business. How do you find it? By prospecting.

5. To increase production, construct your business around the following:

a. (Fill in, please.) Continuous planning-- every day. Every day! The first thing you do when starting your day is to look at your plan for the day—your calendar for the day. Do you have the high payoff activities you need to have? Are you covering the bases you decided yesterday that you needed to cover? Did you forget to include anything on your calendar? Continuous planning every, every day.

b. Paying absolute (fill in, please) attention to details of your business. It’s the little things that will kill you. 

c. Making business decisions based on fact, not on emotions. I see it all the time. I see people moving from one direction to the other based upon emotion—not fact. 

One of the top producers in the state of New Mexico does business with me. He buys a considerable spread in the Business Outlook in our community. You know, full-color, four-page, quadruple truck. It’s beautiful. He went off to some seminar someplace…and I encourage you to do things like this! But, he went off to some seminar someplace and saw these caricatured cartoon characters that people were using in formatting their magazine ads. He came back and completely changed the orientation of his ad. It had been family-oriented, with him and his wife and son and daughter-in-law, and it had lots of listings. It was really homey, folksy, looking right at the camera, connecting ad that had been working great for him for a long time.

 He comes back and throws in all these Wile E. Coyotes and rabbits and explosions—it looked like a comic! It had “Wham!” and “Bam!” and things like that all over it. He had attention getters all throughout the ad. He had to cut down the number of listings in the ad by about 40% to make room for all these graphics. As a result, his calls from the ad in this magazine dropped dramatically. He just couldn’t understand why his call volume was dropping down, and so he asked me. He’s a friend of mine, and one of my top agents. Those of you in my marketplace know who he is. 

So he says to me “Gosh, have you noticed business slowing down a little bit? Our calls are way down on our ads.”

And I looked at him and said, “No, business hasn’t slowed down any.”

“You’re kidding,” he said, “what’s wrong?”

I said, “Look at your ads! They look terrible! You had such a great ad and you’ve been running that same format and building awareness of you and your family and your company for years, and you go with these cartoons and ‘Wham!’ and ‘Bam!’ Number one, you’re only advertising 60% of the number of listings you used to advertise. I bet if you check you’ll find that your calls are down 40%. If your calls are down 40%, it’s because you’re advertising 40% fewer listings!” 

“Oh,” he said, “I need to take a look at that.” 

So, I was honest with him. He didn’t like what I had to tell him, but within a month he was back to his old format and his call volume was back up. Don’t succumb to emotion. Make your business decisions based on facts. 

This particular individual was the number one individual producer in America for his franchise five years in a row. So he’s not only number two overall in New Mexico, he’s number one for his franchise in America! So even the best succumb to this. Make your business decisions based on facts, and not on emotions. 

6. Don’t be afraid to aim high when choosing your goal. Fill in: “Aim high when choosing your goal.”  No matter how high you aim, your achievements (fill in) fall below it.
Dream big dreams. Set lofty goals. You won’t always attain them, in fact most of the time you won’t attain your lofty goals. However, you will attain a far better performance towards that lofty goal than you would have obtained, had you set a low goal. There’s no challenge in meeting a low goal; there is only challenge in meeting a lofty goal. Don’t feel bad if you don’t get there—you got much further than you would have gotten had you set no goals at all.

7. To help you (fill in) maintain your momentum and keep you thinking about new ways to (fill in) build your business, you need to (fill in, please) attend a Mike Ferry organization event at least two times per year.

(I suggest Mike Ferry; that’s who I follow, and who I send my Realtors to. You may know of other trainers in your area and you may want to suggest someone else. Suggest whomever you want to. If you don’t want to suggest another trainer, at least suggest under number seven that they ought to “seek out and find professional training or a professional event to go to at least every six months, or two times per year.”)

8. Make your business plan a selling document. Sell your staff and yourself on the things that you do to succeed. 

So, when you develop your business plan, what you are really developing are the steps you will take to sell a listing, or the steps you will take to represent a buyer. Let your sellers and buyers know exactly what steps you plan to take to achieve your goal. Your business plan becomes your mission statement. It becomes the strategies and tactics that you then share with your potential listing clients and with your potential buyers. You’re letting them know “this is how I plan to represent you—this is how I’m going to sell your house, or this is how I’m going to find the perfect house for you and your family to move into.” 

Make your business plan a selling document. Involve your staff and yourself. Have a photograph of your staff. It’s always good to let people see what your team looks like. 

9. Ideas are nothing without action. We’ve talked about this before. Ideas, plans, or business plans without action lead to disaster. You simply must take action on every one of your ideas, and on every part of your business plan.

10. Live for today. Plan for tomorrow. Most importantly, (fill in, please) forget about yesterday.

Nothing you can do about yesterday. If you made a listing presentation and you blew it—learn from it—don’t dwell on it. The best thing to do is get up on that horse and ride it again. Go make another listing presentation.  Forget about yesterday’s problems, disasters, and shortcomings. Focus on today. Plan for tomorrow. 

11. We can never reach (fill in, please) non-traditional levels of production, (fill in, please) if we keep using traditional methods of doing business.

Let’s not succumb to insanity… the definition of which is “doing the same things we’ve always done and expecting different results.” That’s the definition of insanity. We’ll never reach non-traditional results using traditional methods of doing business—doing the same things we’ve always done. 

12. We’ve learned that to become one of the best, you must spend time: 

a. Developing your natural assets. What is it about you that is unique and special? What about you should you exploit to the client? What are your natural assets? What do you bring to the party? Think about it, identify it, quantify it, and present it. 

b. Refining your skills. Become better at what you do. Refine your skills. It all starts with a plan, and a schedule. 

c. Strengthening the mental side of the business. Practice your scripts and dialogues. You’ll be mentally prepared if you are prepared—if you’re not constantly “winging it” when you go into a session with a potential lister or a potential buyer. 

d. Understanding the business of real estate, and understand how to bring value to the transaction. Understand the nuances of what you do, and how to structure and improve upon the traditional transaction. Learn the trade. Understand the business of real estate. 

e. Learning and understanding the numbers.  It’s very important for you to be able to calculate, come up with, and explain the numbers that are involved in a real estate transaction. You must do this effortlessly, significantly, and authoritatively. It goes a long way in building the trust that a client needs to have before they decide to do business with you. You’ve got to show them that you know the numbers, you know the math, and you understand how this business works. 

f. Maintaining the desire. This is required so you can stay up. Stay up by being focused. Stay up by giving yourself small successes every day through your scheduling and planning. Keep the fire of desire high. It’s infectious. If you have high desire, your buying and listing prospects will sense it, plug in to it, and hire you as a result of it. 

Thanks for having me here today. I hope you got a couple of nuggets that you can use in your business. I’ll look forward to being back and sharing some new ideas with you again as soon as Charlie invites me back. So, if you liked what you heard today, bug Charlie to invite me back. I’d love to come back and see you. Take care, now. 


Here’s What I Say
By Greg Frost
Session 4: Salesmanship
Again, we’ve gone over the MLS analysis and the statistics. We’ve shown them how many listings they need to carry to make a certain number of trips to the title company. I usually use ten or twelve listings—whichever is more divisible based on the statistics of MLS is the one I’ll use. 

We’ve also gone over Problems and Solutions numbers seven and eight. Number seven deals with something very important for the mortgage piece of up-front and annual MIP rates for mortgages closed on or after January 1st, 2001. We’ve updated this, and you’ll recognize it immediately. 

On the back, we’ve given them lots of attention-grabbing headlines. We want to help them write better ads, so we give them some attention-grabbing headlines. Why do we do this? We want them to go back to the book, refer to the book, see my name, and see that we are helping them, and further build that relationship. 

Now we’ll go into the questions and answers. You’ll pass them out, so they can fill in the blanks. Let’s start with salesmanship. 

“Today our topic is salesmanship. This is a topic that I especially like; because I think there are a lot of important points in it that have certainly helped me. This session is written for real estate agents; however, I’m a salesman too. I get a lot of value every time I go over these points, so I’ll be enjoying them right along with you today. 

1. All selling begins with assuming. Fill this in, please.  Assume the sale. Come to the presentation with the assumption that you have the listing. Or, come to the presentation with the expectation that you will represent the buyer. 

Assume the sale. Just assume; with your air, with your presence in the room, with your presentation of your CMA, with your presentation of yourself and your skill set, and with your presentation of your business plan. The business plan will show the customer how you are going to sell their house or how you are going to find them the perfect home. Just come in and explain to them how you plan to do it. Assume the sale. Take control of the meeting. Assume the sale, and get the signature on the listing agreement or the buyer’s agency agreement. Then move on. 

2. Don’t let the big guys outspend you on things that money can’t buy. It doesn’t matter where you work. There are marketplaces, and there are mega-agencies. We all know that. Don’t let them bother you. What money can’t buy is a (fill in, please) firm handshake, integrity, and good old-fashioned enthusiasm. 

I know, no matter whom you work for, that there will be someone out there who has a nicer presentation booked. Someone will have better looking marketing materials and better looking handouts. Salesmanship can overcome all of that. Okay? Salesmanship can overcome all of that. 

Take a look in your MLS at the top producers. Are all of them with the largest real estate companies? Do all of them have the shiniest presentation book? Do all of them have the best marketing materials? Absolutely not! The top 100 sales agents in this marketplace come from all types of companies with all types of different support systems, marketing materials, etc. Salesmanship is what puts them among the top 100 in our business—salesmanship. 

It’s not all the other stuff. Don’t let the big guys outspend you. You bring in salesmanship and you’ll win your share of listing appointments and you’ll represent your share of buyers. 

3. The definition of rapport is (fill in, please) an agreement that happens automatically and is outside of our prospect’s awareness. Rapport is something that happens that your prospect never really realizes is happening. He just begins to connect with you. It’s something that happens that is so important. It’s the glue that holds a relationship together, and it’s something that we, in sales, have to get to very quickly if at all possible. 

4. Rapport is based on pacing a person’s behaviors--both verbal and nonverbal. Most of us like to talk to, relate to, and do business with people who are like ourselves. If we are of a certain personality type, we get a little nervous doing business with someone who has a far different personality type. We don’t feel comfortable with it. We start to get wary. 

So, it’s very important that we pace a person’s behaviors, both verbal and nonverbal, when we are making a presentation to them. We need to size them up as quickly as we can, and pace them, as best we can, to get to their level. Have you ever heard someone say, in describing someone else: “Well, he can get down to anyone’s level in just a couple of minutes.” It can also be up to anyone’s level, or sideways to anyone’s level. We’ve got to get to that person’s pace, so that person will connect with us if we have any hope of getting that person to sign the listing agreement, buyer’s agent agreement, or the purchase agreement—whatever it is we’re seeking. 

5. To build rapport, mimic, mirror, or match the following: 

a. Rate of speech.

b. Their tonality.

c. Their emotion.

d. Their volume.

e. Their facial expression.

f. Body positioning.

g. Breathing.

h. Gestures.

i. Their words and phrases.

That about covers it all. Let’s go over it again. Rate of speech, tonality, emotion, volume, facial expression, body positioning, breathing, gestures, and words and phrases. 

Rate of speech: If you’re sitting in a room and you’re a talker like I am who has a pretty moderate pace of talking, and someone comes in who talks really fast and gets in your face and talks really fast, you’re probably not going to end up doing business with them. Slow your speech down. Listen to the person you are talking to. Ask them open-ended questions—we all know that one—so you can listen to them and pace your rate of speech to their rate of speech. 

Tonality: Sometimes you’re talking to a person and their voice sounds like scratching on a blackboard. Don’t try to get there, if you’ve got somebody like that. But you certainly don’t want to be there if you’ve got somebody who speaks in the tonality that I speak, for example. 

Emotions: If they are emotional and excited, be so right along with them.

Volume: Speak at the same volume they do. If you’ve got somebody that talks loudly, and you say “Boy, that person talks loud!” maybe they are hard of hearing. You’d better speak loudly, too, if they are hard of hearing, or they aren’t going to be able to hear you. Then they definitely won’t sign that listing agreement or that purchase agreement. 

Facial expressions: When someone is smiling at you, smile. When they look you in the eye with a serious gaze, look them in the eye right back. I do tend to continue the smile, but I give them a straight-back stare when they’re giving me a straight look in the face.

Body positioning: If somebody leans across the table to you, it means they are inviting you to get closer. You should then lean closer to them. If somebody backs up, you back up. If they put their hand to their mouth, you put your hand to your mouth. You want to be subtle enough so they don’t know it’s happening, but we are all trained in this as salespeople. Mimic where their hands are: If their hands are on top of the table, then your hands are on top of the table. If they come up and are rubbing their eyebrow, just like I’m doing up here at the microphone, then you rub your eyebrow. I’m looking out the window right now and I see my assistant, Danielle, sitting back in her chair, then I’m leaning back in my chair. Mimic their body position. 

Breathing: I don’t know how you mimic breathing, but I think you will catch the breathing if you stick with the rate of speech. Your rate of speech will slow down or speed up your breathing and you’ll be able to function that way.

Gestures: Like I said, use the same gestures. A lot of people talk with their hands. I’m from New Mexico, and a lot of people talk with their hands in New Mexico. There are a lot of Latin people here, and a lot of Italian people here. They talk with their hands. So I’m sitting in the booth right now and I’m talking with my hands. I’ve got my hands moving. Mimic their gestures. 

Words and phrases: If there are particular words or phrases that they are re-using in their responses to you, you try to incorporate those words or phrases into your presentation. Give them back their words or phrases in describing your service and products. This will have an immediate connection. They know what they’re trying to say with these words and phrases. If you come back to them with the same phraseology or the same verbiage—you’ve got an immediate connection. 

So, to build rapport mimic, mirror and/or match those areas.

6. To test rapport, change behaviors. If they are following, then you are in rapport. 

If you are leaning forward, for example, lean back at a certain point in your presentation, and see if they don’t lean back with you. If they do, you are in rapport, and you are starting to take control of the interview. 

7. Spend time each day doing blind mimicking so your brain can begin to link up feeling uncomfortable with nothing more than a lack of mimicking and rapport. 

When you are sitting in front of someone and you feel uncomfortable, it is because you are not at his or her level, physically, visually, or emotionally. That’s why you feel uncomfortable. There are always going to be some people that you will be uncomfortable with. The problem is that in sales, we need to keep that to a minimum. We need the techniques, strategies, and tactics that will allow us to develop rapport with as many different personality types as possible.

8. Soft selling is for buyers; hard selling is for sellers. 

You soft sell when you’re working with a buyer, and you hard sell when you are at a listing appointment. You want to push the seller to make a decision before they leave. 

With a buyer, you need to listen. You need to listen even more when they don’t like the houses you are showing them, because somewhere along the line, you didn’t connect. You didn’t find out what they wanted. You don’t know what turns them on. You need to listen even more. Listen even more than you “soft sell,” so that next time you are showing them houses, you’re more apt to show them one that they will connect with.

9. To regain control in a selling situation, interrupt your prospect’s pattern, using a pattern interrupt.  Fill in, please—and here’s what they are.

10. There are three types of questions you should be using in your presentations. Each one of these will create an opportunity for a pattern interrupt. 

a. Information gathering: Who, what, where, when, and how. These are all open-ended. This will interrupt somebody’s pattern.

b. WHY? – To solidify belief. When somebody tells you that something is important to them, and it doesn’t make sense to you, or they tell you something is important and you can’t get a word in edgewise, just ask “why?’ Ask the question “why?” Now you will get them to think, and they won’t just be babbling. 

A lot of times people will talk on when they are nervous. Many people get nervous when they are being sold something—they just aren’t ready to have something sold to them. They are nervous, so they talk and talk. Ask “why?” Why is this important to you? Why do you want four bedrooms? Why do you want a detached garage? They will reveal things about them and their family, and they will start to connect through this revealing. Ask “why?’

c. Tie downs (like “right” or “correct”) to gain agreement. Agree with your client wherever you can agree with your client, and it immediately puts you on the same level.

11. Most great sales people are problem-solvers. Be PSer, no a B.S.er. 

12. Remember the basics of communication: this is so important. 

a. 7% = words. 

b. 38%= tone.

c. 55%=body.

Your body controls you tonality and your emotional state of mind. Work on your body. Work on how you sit. Don’t slouch. Sit up, mimic the other person, and get on the same wavelength they are on. Then your presentation will flow. 

13. The truly greatest sales people ask questions that allow the prospects to (fill in the blank) sell themselves. 

Open-ended questions are both for information gathering and for allowing the prospect to sell themselves on the idea of doing business with you, or on the idea of acquiring this particular piece of real estate. Let them sell themselves, by asking open-ended questions. 

14. To become a better salesperson, close early and often. Remember, once you’ve asked for the order (fill in, please), shut up and listen. 

The next person who speaks loses. Ask your closing question, smile, and look across the table at the person. The silence will be deafening. If you utter another word, you break their concentration on making the decision at that point. Don’t do that. Ask your closing question, and be quiet. Wait for them to answer. If they answer in a way that you don’t like, ask the question: “why?”

15. Every great salesperson knows: If you make them laugh, you’ve got them. 

Someone’s not going to laugh with you or in your presence unless they feel comfortable. If you can make them laugh, you’ve gone a great distance towards getting to the same level. 

16. Remember: The highest human needs are (fill in, please) acceptance, tone, and approval. Therefore, when you ask questions, you should always (fill in) respect their answers and (fill in, please) give approval. 

How many times do we ask questions and then step all over the person answering because we already have something we want to say? When we do that, we show then that we didn’t really care about what they thought or their answer, because we immediately have a retort or another point to make. We just step all over their answer. 

Let me suggest this to you: When you ask a question, look at the person who is answering you. Nod at them while they are answering. Then pause for a moment to allow them to complete their answer to you, and find a way to agree or approve of what they just told you. This pays them respect, and will go a long way towards getting them on the same page with you. 

17. It’s more important to have my seller’s respect than (fill in, please) to have them like me. At the same time, never underestimate the power of rapport. 

We certainly want to gain rapport, but respect is what will win the day. You want them to respect you as a professional. How many times in your life have you said: “I really did like that guy, but this is a big transaction, and I don’t know that he can handle it. I chose the other guy because the other guy seemed more professional to me.”?

They don’t have to like you. They just have to respect you.

18. Get over your need to have everyone like you. It’s not important that everyone like you. It’s much more important that everyone respect you as a professional and as someone who can get the job done. You’ll make a lot more money with respect than with affection.

19. To become a master salesperson, I have to triple my rate of failure. Until you know what doesn’t work, you’ll never know what does. 

Years ago, Tommy Hopkins used to say: “I don’t ever mind hearing ‘no.’ Every time I hear a ‘no,’ I just know it’s one less no I need to listen to until I hear a ‘yes’.” Tommy was great about that. It’s a hard way to sell, but you do need to understand that you aren’t always going to get acceptance. If you are failing half of the time now, and you triple your rate of failure, it means you will also triple your rate of acceptance. You’re going to be successful three times as often. If you triple your rate of failure, thereby tripling your rate of acceptance, you will, in the process, get a better feel for what’s not working due to the sheer volume of transactions. You can study that and improve upon it and raise your rate of acceptance. So, by the end of the process you wouldn’t be successful 50% of the time; you’d be successful 65% of the time. 

So, triple your rate of failure. In other words, triple your rate of presentations. See if you don’t improve upon your ratio of successes to presentations made. 

I want to thank you for being here today. I enjoyed being with you. If Charlie invites me back, I’d be happy to come back and share more of these ideas. I have one of these presentations for each month, and I’d be happy to come back and share more of these ideas with you. I look forward to it. Thanks again. 


Here’s What I Say
By Greg Frost
Session 5: Prospecting

Once again, we’ve done the MLS statistical analysis; we’ve shown them how many listings they need to carry to make five, six, or seven trips to the title company—however the math works out for you. Then you go through Problems and Solutions. We have numbers nine and ten today.

On the mortgage industry side we have FHA loan assumptions—we give the key dates, and show them exactly how FHA loan assumptions are handled. That’s always key information for Realtors to know. Especially when the interest rates increase in the mortgage market -- Realtors will want to look at this and see whether there is an assumption possibility on an FHA mortgage. You may want to read through this, too. It will refresh your memory a little bit. 

On the back, again we are helping them with their marketing and we are providing descriptive words for their ads. We provide some adjectives and adverbs that assist in the flow of an ad and in getting people to continue to read an ad. The objective of an ad is to hook people with a headline, you give them content that’s descriptive, and then you have a call to action. 

This is what we are trying to help them with today.

Now, we get into the meat of the presentation, which is the sales training. Today’s topic will be prospecting. 

1. Let’s all sing the prospecting affirmation song… “They’re home; they’re happy; they really want to move.”

Understand that every time we pick up and dial that phone we’ve got to believe and feel passionate about the fact that when they answer that phone: “Hooray! They’re home, they’re happy, and they really want to move.”  

2. Remember your outcome or end result while prospecting. 

It is so important to understand that when you are prospecting you aren’t there just to dial the phone, and you’re not there just to score a number of contacts. What’s the outcome? What are you looking for? You are looking to set a listing appointment, or to get that customer to agree to hire you to find them their new home. That’s the outcome you are looking for. That’s the outcome that should be the paramount thought in your head when you dial the phone and someone answers. So remember your outcome and end result while prospecting. 

a. Set an appointment – 50 per month.  Set an appointment. You want to have 50 appointments per month. That’s twelve per week. 

b. Complete your daily contact goal. You may notice we specify “contact goal,” and not “dial goal.” You’re going to establish how many people you want to talk to per day. Based on the numbers of people who are at home after a certain number of weeks prospecting, you’re going to know that you’ve got to dial this many times to talk to this many people. That’s your contact goal. 

c. Complete your scheduled hours. Whatever you schedule—how many days per week for prospecting—complete your scheduled hours. If you set an appointment or you set two appointments, don’t quit! You’re hot! Finish your scheduled hours. 

3. When prospecting, use the 80 (min. prospecting,) 10 (min. break) x 2  method.   
So you give yourself two 10-minute breaks for every 80 minutes of prospecting. When prospecting, use the 80-minute prospecting, 10-minute break x 2 method. So you give yourself two 10-minute breaks for every 80 minutes. You are 40 on, 10 off, 40 on, 10 off. 

4. When you have a “hot one” on the phone, never accept a “no” when a “yes” is possible. 

If you have someone who has identified themselves to you as a person who says “Yes, I’m thinking about moving,” or, “yes, I’m thinking about buying a house,” don’t accept a no. Keep closing. Keep asking “why?” That yes is possible. Go for the yes. 

5. When prospecting, always say to yourself “you are my next appointment.” 

That’s a great positive affirmation to make before each dial. “You are my next appointment.” Then dial the phone. While you are dialing, keep saying, “You are my next appointment.” When the phone rings, say it again—“You are my next appointment.” When they answer, you go into your presentation. Make yourself believe that they are your next appointment. Assume the sale. Assume the listing appointment and agreement. Assume the buyer’s agent agreement. Do this with each call. 

6. You have only one opportunity to make a good first impression. 

Now, we all know that. We’ve heard that for years. It’s true, and we’ve got to remember it each and every time we’re dialing and prospecting. We only have one chance to make a good first impression. Make sure that you do. Make sure you know exactly what you are going to say. There should be no “uh, or duh,” or stammering. You are the professional. Lead the conversation.

7. Visualize setting appointments while the phone is ringing. 

This is positive affirmation. Visualize setting the appointment while the phone is ringing. 

8. Remember to celebrate when you’re done with prospecting…(fill in the blank, here)  not when you get a lead or an appointment. 

Don’t reward yourself when you get an appointment. Dial the next number right away. 

You’re hot! You just got a “yes.” Let’s go get another “yes.” You’re excited, and it will show in your voice. It’s going to excite the person on the other end. It’s subtle, but it happens. Don’t say “hooray!” Don’t get up and get a drink or a bite to eat or you won’t come back. Because, guess what? You’ve got your lead for the day, right? There are fifteen things that will come into play that will convince you that you don’t have to prospect any more today. Absolutely not. Be quick to dial the number again as soon as you set an appointment. That excess is infectious. 

9. The best time to get an appointment is right after you just got one. (fill this in, please) 

10. Taking notes is a form of call reluctance and slows down the process. Just ask the same qualifying questions until you get an appointment. Then take notes. 

Take notes at your appointment—don’t take notes on the phone. When you are on the phone, people don’t want to listen while you are saying “Mm hmm, I’m writing this down.” They don’t want to hear that. Move for the appointment. Move to set the listing appointment or the appointment to discuss the buyer’s agency agreement, or the appointment to present the offer. Do your note taking face to face when you are with them. 

11. To become successful in prospecting you have to develop and understand the amount of time required to complete the learning cycle. Just because you don’t see immediate results doesn’t mean the prospecting is not working or you’re not making progress. 

Prospecting takes a while. It’s going to take a while for you to develop your pitch. It’s going to take a while for you to learn the skills of marketing over the telephone. It’s going to take a while for you to learn your numbers and be able to evaluate your performance.

 For example, how many dials does it take to speak with a certain number of people during the time you spend prospecting. Whatever amount of time you choose, during that time, if you dial the telephone 50 times, how many people will you speak to? Well, you aren’t going to know that number for a couple of months. Then you’ll be able to draw on a statistic that says: “In a two hour period, I can dial the phone this many times. If I dial the phone this many times, I will speak to this many people.”

Now, the next analysis you’ll need to make is this one: “If I speak to this many people, how many listing appointments will I schedule?” So let’s say I’ve decided to prospect for two hours per day. In two hours, I can dial the phone 70 times. If I dial the phone 70 times, I’m going to speak to ten people. If I speak to ten people, I’m going to schedule one listing appointment.” So you know that in two hours, you should be able to schedule one listing appointment. 

The next statistic to look at is: “How many listing appointments will I go on before I actually get a listing? What is my close rate?” Once you have that statistic, you know this: Two hours of prospecting equals this many dials equals this many contacts equals this many listing appointments equals this many listings that I take.”

 Now it’s very easy to determine, based upon the MLS statistics we looked at, how many listings you need to carry in order to have as many trips to the title company as you want to have. 

Now that you know how many listings you want to carry, and how many dials it takes to speak to enough people to schedule enough appointments to get a listing, you know exactly how much prospecting you need to do! It’s just that simple. Basically, we’re developing our plan now to ensure that we meet our targeted unit sales goals each month, each quarter, and each year. 

You aren’t going to learn this right off the bat. It’s going to take a few months of regular prospecting before you know your numbers. Only you can do it, only you can chart it, and only you can know what it’s going to take for you to reach your goal. 

12. Memorize, rehearse, and internalize your scripts. Memorize all “most” used scripts. 

You’ve got to know your scripts. You’ve got to know exactly what you are going to say. Memorize them. Rehearse them. Internalize them. If you’d like some examples of scripts, go to www.mikeferry.com. There are scripts and dialogues for you. You can use them, and they’ve been very successful over the years for many of Mike’s trainees. So go to www.mikeferry.com, nose around, and you can get plenty of scripts to practice. 

The next fill in was to memorize all “most” used scripts. You don’t want to read scripts; you want to memorize them. Practice. Role-play with yourself in front of a mirror. Practice what you are going to say. Say it astutely; say it with passion; say it with conviction, and the person on the phone will be most likely to invite you to their home to discuss the possibility of you representing them either on their home for sale or as a buyer’s agent. 

13. When people ask if the script works, we always respond by asking, “Do you?” Don’t edit the scripts. If the are not working for you, first (fill in, please)  look at your presentation skills internally. 

We know the script works—do you work? If they aren’t working for you, look internally at your presentation skills. The scripts you are going to see out there have been designed by some of the best real estate professionals in America. Please use them first. Internalize them first—before you edit them, before you work on them. There are key words in each script… there are key calls to action… there are trigger words. Don’t mess with the scripts—work on your presentation skills. 

14. Why do I not prospect everyday? 

If it takes prospecting to identify sellers and buyers, and sellers and buyers are what I want and need to reach my business goals, why don’t I prospect every day?

a. I don’t know (fill in, please) how to prospect. 

Well, Mike Ferry has a school that will teach you how to prospect. It teaches you scripts and dialogues. It’s called Productivity School. Go to his website and check out Productivity School. He’ll teach you how to prospect. 

b. I don’t know what to say. 

Go to Productivity School. Mike will teach you what to say. 

c. I can’t handle rejection, acceptance, and embarrassment. 

You can’t be a salesman if you can’t handle rejection. Understand that rejection is what we always experience before we can enjoy acceptance. It would be very nice if everyone accepted us, everybody bought from us, and everybody sold from us. But they’re not going to. We need a listing inventory and an inventory of buyers looking for houses. The only way we will find them is to prospect. 

We must ask around, tell people what we do, talk to our past clients, talk to our friends, and talk to the people in our clubs and our groups. We must talk to everybody we can at every place we go. This includes every place we buy things and every place we do business. Let everybody know that you are a resource for them. They’re not all going to accept us. Many of them will reject us. But “oh, how sweet it is” when they do accept us. 

d. The goals I’ve set are not important to me—not internalized. 

That’s one of the reasons we don’t prospect every day. We really haven’t set meaningful goals. 

e. I don’t have goals. 

Maybe we have just never set goals. That’s one of the first processes we need to go though. “How many houses do I want to list and/or sell this year?” Once you establish that, if it’s meaningful to you, go through the steps and you’ll soon determine what type of work you’re going to need to do to achieve that goal. 

f. I have poor time management skills. 

We talked about time management and scheduling a few sessions ago. Time management skills are essential. If you do not schedule prospecting time, you will not prospect. You’ll simply find fifteen other things that you’d rather do. So will I! We’d rather go to the dentist than prospect. If it’s not on your calendar, it’s not going to happen. It has to be there.

15. Prospecting priorities (you must call the following): here are the people you must call. It’s this simple. 

a. Sphere of influence.

b. Past clients.

c. Expired listings- old (1 year old,) and new. 

Call one of your old listings. Those people haven’t had anyone call them for a while. You never know what you might run into. Of course, you want to call the newly expireds right away. They’re going to list with somebody, and you want it to be you. 

d. FSBOs old and new. 

There is a company called Warnock's by Owner (www.warnocks.com) that will provide you with a list of all the FSBOs in your marketplace every day—all the newly advertised FSBOs. The service costs $39 per month. It will get you a complete list, including name, address, and some telephone numbers. This is everybody who listed their FSBOs. The FSBOs are categorized by telephone number, so even if they change the verbiage of their ad, you don’t get duplicates. It’s a great service for $39 a month. Keep a list of all the current FSBOs, and keep calling and calling and calling them. Don’t worry about calling six-month old FSBOs. Most of the Realtors in your marketplace are tired of calling these people, and you might just be the one that hits them on the right day. 

e. Just listed and just sold. 

These are houses that have just been listed and houses that have just been sold. You can call somebody who has listed a house and you can ask them if they are planning to buy a new home, and if you might be able to come by to speak with them about the strategies and tactics that you use to help your buyers find the perfect home for them. 

In my action marketing software, I have a description of the perfect house that I go over with each of my clients. Those of you loan originators listening in, you might want to plug in to that. If you have purchased the ACTion! Marketing and Client Management software package, you have that new home profile, which we use to help the Realtor determine what the perfect house is for that particular client. 

Then there are people who have just sold a house. Call them! One thing I suggest to all the Realtors I do business with is that they adopt all the people who’ve just sold their house. For example, on a transaction in which they are the buyer’s agent, call the sellers after the transaction is closed. Call the sellers! Tell them how much you enjoyed selling their house. Explain to them that you are going to put them on your mailing list and keep in touch with them, and if they have any real estate questions or needs in the near or far future that you’d like them to think about you. Say you really enjoyed the transaction, and adopt them into your database of past clients. 

So many Realtors don’t participate in a past-client marketing campaign. So many of them are “one shot Charlies.” So many of them are out of the business in a few months! Adopt everybody on the other side of every transaction. Put them into your database and treat them as your own. You’d be surprised how many additional relationships you can develop. 

16. There is never a perfect time to prospect. 

Never! If you are waiting for the perfect time to prospect, it will never happen. You’d rather do anything else than prospect. Get it on your calendar. Do it first thing in the morning, when you’ve just come out of REM sleep and you are fresh as a daisy. That’s when it should happen. It’s the only time you should prospect. It’s the time that you will prospect—before you get into your day. It’s the time that needs to be on your schedule. 

17. Knowing how and actually prospecting is the magic answer. 

Knowing how and actually prospecting is the magic answer. You need to know your scripts and dialogues, and you need time blocks so you actually pick up the phone and make the calls. That’s the magic. There is no other magic pill. There is no other way to make it happen. There is no other way to get the same results. You simply have to do the work to learn your scripts and dialogues, and time block so you pick up the phone and dial it. 

18. The easiest way to control your effectiveness in prospecting is to improve the quality and quantity of your prospecting. 

You improve the quality by studying and practicing and mirror-imaging your dialogues, and the quantity by scheduling additional time to be on the phone calling people to see if you can’t assist them with their real estate needs. 

19. Your objective is not to accumulate leads. The objective of prospecting is to set or get appointments.  

That’s all your objective in prospecting is—to talk to people and get appointments. It’s not to get leads. I’m not interested in getting leads. I’m interested in meeting people who are ready to take action in the next 30 to 90 days. I want to meet those people. I want to be the one who gets in front of them. I don’t care about leads. I care about meeting people who are ready to do something within the next 30 to 90 days. 

20. Past clients are (fill in, please) my sales force and I am the sales manager. My job is to educate and motivate my sales force to sell me to others. 

Think about this for a minute. Every client that you have in your past client database, including those you adopted, should be a sales force for you. I call them the “unseen sales force.” They are bird-doggers for you. Communicate with them on a regular basis. 

Communicate with them on a regular basis and see if they have run across anyone who might be in need of your services, and if they will share that person’s name and number with you. Tell them that you’ll let the referral know that they recommended you. 

I have a Realtor in my marketplace who has an A list of clients and a B list of clients. She calls her A list and her B list every day until she speaks to five people on the A list and five people on the B list. She doesn’t really have a set time. She gets up, and when she starts it she starts it, and she doesn’t stop until she’s spoken to ten people—five on the A list, and five on the B list. She does that every single day. 

She’s one of the top producers in Albuquerque. She deals in high-end housing. She’s in touch with her clients on a very regular basis. She knows everything that’s going on in their lives and the lives of the people around them, including who needs to list and sell a piece of real estate. She doesn’t spend one penny on advertising and marketing, other than the little ad she places with her real estate company in the Homes Illustrated magazine. 

Also, because she does a lot of business through the Christie’s organization, her clients pay her to advertise and market their houses. They establish a marketing budget through the Christie’s organization. Her clients pay her. But I’m telling you, this gal’s on the phone with people every single day, touching base, marketing herself, reminding them that she’s a Realtor, and asking if they know of anyone who might be in need of her services. She sees everyone as her sales force and she educates and motivates them every single month, every single week, every single day. She’s talking to someone every single day. 

21. The quickest and surest way ever discovered to conquer the fear of prospecting is to (fill in, please) just do it! Now! 

You’ll get over it. It’s just like anything else—anything you’ve ever done. If you are a swimmer, you were afraid to dive in the water for the first time. If you are a horse person, the first time you got on a horse you were petrified.  The first time you got on ice skates, you were scared. The first time you got up to bat, you were scared the ball might hit you. We’ve all gone through those things. We’re always afraid of things we don’t know. The first time you go scuba diving or the first time you snorkeled, there was a fear factor. The way you get over it is to just do it. 

Once you do it, the uncertainty of it goes away, and the fear is diminished. You have some results, and all of a sudden you aren’t afraid of it anymore. You look forward to it every day because you know your numbers. You know that if you spend two hours doing this, it’s going to give you a new listing or half of a listing.

 So if I do two hours today and two hours tomorrow, I know I’m going to get a listing, and I’m going to schedule two hours four days a week because if I do that I’ll be putting eight hours into this. That means I’ll dial the phone this many times, speak to this many people, schedule this many listing appointments, and on those listing appointments, I’m going to write two listings a week. 

If I write two listings a week, that’s eight listings a month. With the turnover we’re having in the market right now, if I bring eight new listings on every month, and we’ve got 25% turnover every month, then every single month I bring on eight I’m going to sell two. 

Next month I’m going to have sixteen—minus two, and minus two. That means I’m going to have twelve listings to carry into month three. Before you know it, I’m going to have my listing inventory up to a rock-solid twenty listings, and if 25% of the listings are selling in every month in my marketplace, I’m going to have five of my listings sell. I’m going to sell two of those people their new homes, so that’s seven sides. Then I’m going to double-end one of those people. So that’s eight sides. I’m going to go to the title company eight times in a month, just by carrying twenty listings. I’m going to have 96 closings per year. 

That’s how it works—and you can do it. Everybody in this room can do it. Hopefully I’ve given you a couple of tips today that will help you get there. Thanks a lot, I really enjoyed being here. 


Here’s What I Say
By Greg Frost
Session 6: Lead Follow-up
Once again, we’ve gone through MLS statistics; we’ve shown them that if they carry ten or twelve properties in their listing inventory they’ll go to the title company a certain number of times.

Now we’re on Problems and Solutions eleven and twelve. On the mortgage side of Problems and Solutions, we’re on compensating factors, and I talk to them a little bit about the fact that there are compensating factors that can help people become more credit-worthy or get their A-paper loan approved. I go over the compensating factors that will contribute even if their FICO score is a little low or they’ve got short-term employment, etc. These compensating factors will help. 

Then, on the backside, we’ve talked about prospecting their sphere of influence. We identify their sphere of influence for them, and I take them through this really quickly. I do a lot of talking about prospecting in my presentation. In the list of things that real estate agents need to do to be successful, prospecting is critical. So I don’t want to dwell on this much. I say that I go over this quite a bit, and here are some identifiable prospecting groups that you may not have thought of, and I’d like to share some ideas with you on that. 

Then we go into the meat of our training for the day, which is lead follow-up. 

1. There are only two places for a lead after you’ve spoken with them. Your appointment book or your trash can. 

As we’ve said before, we are not in the business of accumulating leads; we’re in the business of listing and selling real estate—getting people to take action. So, fill in “your appointment book or your trash can.” 

To make lead follow-up more fun, buy a little basketball hoop and trash them for points. You’ve seen this in films—you know, the guy using the little basketball hoop over the wastebasket. When you determine that a lead is no longer a lead, and it’s ready for the trashcan, hoop it!

2. Let’s practice the dialogue for leads that have disqualified themselves. “You’re not moving? Have a great day… goodbye…click!” 

As soon as they disqualify themselves, hang up! Get out of there! Get on to the next dial.

3. The goal of lead follow-up is:

a. Set a qualified appointment.

b. Eliminate an unqualified lead.

c. Remember the 333 rule: Don’t let the phone ring more that 3 times, don’t call back more than 3 times, and don’t talk to them more than 3 times. 

I don’t know about that first one… a lot of people take more than three rings to get to the phone. But you’ll have to make that decision. I, myself, would probably let the phone ring six times. But I’m not going to call them more than three times and I’m not going to talk to them more than three times unless we’ve scheduled an appointment.

What we are saying here is that the 333 rule applies when we are pushing for the appointment. Remember that our objective is to set a qualified appointment, or eliminate the lead. 

So, three telephone calls, no more. If they haven’t decided to do business with you and you’ve failed to close with them after three telephone calls, you are just wasting your time. You’re not connecting, you haven’t established rapport, and the people are not responding to you. Face it, and get rid of the lead. 

4. Question: What is your definition of a lead? One who is considering moving in sixty days or less. 

Mike Ferry’s definition of a lead is one who is considering moving in sixty days or less. I say thirty to ninety days—someone who is going to take action in the next thirty to ninety days. That’s my definition of a lead. 

5. To simplify your lead follow-up, use a hot sheet. Ten to fifteen leads. No more, no less. 

You see, if you are prospecting every day and you’re doing your job with regard to lead follow-up and identifying whether a lead is really a lead, you never really should have more than ten or fifteen that you are working on at any one time. If you have more than that, you’re probably not going to be able to handle them. Most people can’t handle more than ten or fifteen solid leads or prospects at one time. 

This is why we suggest that you eliminate them or work on them, and don’t keep more than ten or fifteen at any one time. 

6. To set more appointments; do your lead follow-up three times per day. If you are in a growth mode, Saturday morning lead follow-up is probably necessary. Consistency is the key to lead follow-up. 

You don’t want to call people at the same time every day when you are doing lead follow-up. With prospecting, you can call at the same time, but with lead follow-up, you want to call them at different times of the day. If you call them every day at 8:00AM, and they go to work at 7:30AM, you’re never going to get them. So, for a hot lead, in one day, you want to call them morning, noon, and night. And do it for three days! 

If you’re in a growth mode, Saturday morning is the time when people are home. So, if you’re doing lead follow-up, I wouldn’t call before 9:00AM, but I’d start calling right at 9:00AM on Saturday morning. I’d do my lead follow-up on Saturday morning.

I’ve got people who are telemarketing for mortgages in my organization. 

It’s very interesting. I have two people who telemarket. One person comes to the office religiously every day at 8:00AM, and leaves exactly at 5:00PM every night. She makes between 250 and 325 calls a day, she speaks to between 25 and 30 people a day, and she schedules two to three appointments per day. 

I have another telemarketer whom we never see. She comes around, coming and going when she wants to. She prospects in the evening and on Saturday. She dials the phone about 70 to 100 times per day. She speaks to between 15 and 20 people, and she schedules three to four appointments per day. She works at it one fourth as many hours as the daytime telemarketer works, she speaks to one-third as many people, and she schedules half-again more appointments. 

Why? Because she is calling people at times they are home. She’s calling people at different times of the day and at times when they are home. That’s why she does such a good job and does her job better than the person who just pounds it from 8:00AM to 5:00PM every day—so many people aren’t home during these hours. 

So, call at different times of the day. If you are in growth mode, Saturday morning is a great time to call. Consistency is the key to lead follow-up, just like it is to prospecting. Once you’ve got a lead, you’ve got to work it. You’ve got to work the hell out of it—until such time that you no longer consider it a lead, or you’ve caused them to take action. 

7. The easiest way to increase your production is to call every lead you have and ask the following, “Are you still planning to buy/sell? What time this week should we get together to start the process?”

In earlier sessions, we talked about closing early and often. You’re closing early, here. “Are you still planning to buy or sell? Great! Then what time this week should we get together to start the process? Assume the sale! Assume the sale! 

8. To be more effective at setting appointments during lead follow-up, (fill in, please) never assume rapport; always rebuild it. 

Always go back and reintroduce yourself. Go back and revisit some of the warm points you had during your last conversation. Reestablish that rapport. Remind them of why they liked you and why you are calling them back. Remind them of whatever positive things came out of the previous conversation. 

9. Since everyone has the same leads, stop letting other agents cash your checks.

Every agent in town has a list of FSBOs, every agent in town has a list of expireds, and every agent in town can get a list of people who are living in rental houses that are up for sale. 

That’s a good place to go for a buyer. Every single listing that shows the seller living at a different location is probably a rental house. Maybe those people in the rental house would like to buy that house. Or maybe they are just tired of renting and would like to buy another house. 

Everybody’s got that same database. The people that are doing lots of sales are the people who are relentlessly prospecting and following up on those leads in the databases. Stop letting the others cash your checks. 

10. Let’s practice the buyer lead follow-up dialogue: *Hi (name,) I am doing some follow-up… to let you know…I have found some great homes that match what you are looking for… *And I was calling to see…what would be the best time to look at them… Monday or Tuesday? *By the way, have you seen any homes you like since we last spoke?

You’re going to find out a lot of stuff, here. Number one, are they still motivated? Number two, are they still willing to work with you? Number three, you’re pinning them down to an appointment, and you’re also finding out if they’ve been talking to any other Realtors or talking to anybody else about any FSBOs or other houses. 

That little dialogue right there will get them moving the way you want them moving, or it will get them off. It will disqualify them as a lead. They’ll respond to you either with “Okay,” or “Let’s talk a little more,” or they’re going to let you know that they’ve found a house with someone else, or they don’t want to commit to Monday or Tuesday because they’ve cooled off on their idea to buy. You’ll find out everything you’ll need to know using that script and dialogue in number ten. 

11. When following up on (fill in, please) expired listings, only talk to them three times before you trash them. 

Only three times. 

12. When following up on a FSBO, remember, it takes an average of five contacts before they will set an appointment. 

That’s a national sales statistic, and one that we should all remember. 80% of all sales are made after the eighth contact. 80% of all salespeople stop after the second contact. So 80% of all sales are made after the eighth contact, 80% of all salespeople stop after two. What does that tell you? It’s the old 20/80 rule: 20% of the salesmen who are more persistent and who will continue to try to build a relationship and continue to ask the closing questions do 80% of the business. 

13. Question: What do you do when you have no leads? Answer: Find some. 

How do you find them? You get on the phone, and you call the various databases that we’ve described in our previous presentations. You’ve got to find them. If you don’t have any leads, you’ve got to find them. 

Call your family, call your friends, and call people that you know. Call people at church, and call people where you used to work before you got into real estate. Call, call, call, call, and call. Call expireds, call FSBOs, and find leads. Get on the phone and find leads. They’re not going to drop in your lap or on your desk somewhere between the coffee and donuts. You’ve got to get on the phone and find them. And I know you will, and I know you can. 

And again, I’d like to thank you for having me here today. Hopefully you’ve gotten a couple of nuggets, and more importantly, hopefully you seen it’s not really that hard to be successful in real estate. It just requires planning your work, working your plan, and sticking with it. 

Thanks a lot; I’ll enjoy our next visit together. 


Here’s What I Say
By Greg Frost
Session 7: Qualifying
Once again, we’ve done our MLS analysis; we’ve shown them how many times they can go to the title company when they’re carrying ten or twelve listings. 

Problems and Solutions numbers thirteen and fourteen:

On the mortgage side, we’re going to go over VA assumptions, and we are going to share with them information that’s basically been static since 1998. But if it does change, we will get it to them. A lot have just come into the business, and they don’t know about FHA assumptions. Also, as I said, if interest rates go up, then assumptions become a viable topic, and they need to know what they can and can’t do. 

On the backside, number fourteen; you’ll see eight great ways to maintain your client relationship after the sale. So we coach them up a little bit on past-client database management and little things they can do to keep in touch with their past clients. The quote I like to give, and those of you who have seen me present before have heard me say this: “If you’re not communicating on a regular basis with your past clients, they’re no longer your past clients—they’re somebody else’s prospect.” Okay? They are simply someone else’s prospect, and it’s up to you to maintain the relationship. So we teach that to our Realtors, as well. 

Then we get into the meat of our training, which is qualifying. So—let’s get at it.

1. If you want your business to be fulfilling and satisfying, you must (fill in the blanks) set standards for which kinds of clients you will work with, what price range, and how you expect to be treated by your clients. 

We’ve got to set standards of how we want to work—what kinds of clients at what price range, and how we expect to be treated by our clients. This is for Realtors as well as for loan originators.

I’m a loan originator, and I remember years ago when I was working for CTX Mortgage, I was asked to assist in recruiting a fellow named Jim McMahon. Now, if this were a group of lenders, people would know Jim McMahon’s name because he is a well-known man in the mortgage industry nationwide. He’s a trainer, as am I, and he’s a top producer—he has a hundred-million-dollar-a-year mortgage business. 

When Jim first came to work for CTX, one of the first things he shared with me was this: He said, “Greg, I don’t know how you do so many loans- so many units- each month. I simply can’t increase the number of loans that I originate because I’m totally out of time.” 

I asked him, “Jim, how are you running your business?”

He said, “Well, I do business with people who want me to come to their house and I believe in quality one-on-one discussions and relationship building. So I sit with them in their home and I take the application. Then I have to take it back to the office and enter it into the computer system, etc…. But I spend so much time driving back and forth that I can only do so many deals a day. I can only do so many deals a month because of the time constraints.”

I told Jim, “You know, Jim you need to start doing all of your business in your office. You have to do business with people who will do business with you in your office.”

He said, “Well, Greg, I’m going to miss a lot of business that way.”

Something I shared with him then runs along the lines of setting standards. I said, “Jim, you’re working in Dallas, Texas. There are millions of people in your marketplace. There are plenty of people who will care enough about the transaction to do business your way.” 

 In Jim’s instance, I was suggesting that people come to his office to do business. I said, “There’s just got to be enough people—there are enough people in Albuquerque for me to do that—there just have to be enough people in Dallas for you to find enough people to do a good business with people who will, in fact, come to your office and meet with you personally. If you can control your calendar in this way, and control your business in this way, you can quadruple the amount of business that you’re doing.”

Jim did, in fact, take that advice. He restructured, reset his standards, and he also increased the price range for the people he was targeting. He sets the stage for how he expects his clients to treat him by virtue of treating them in a highly professional way. In so doing, Jim has created a situation in which people perceive him as a trusted advisor and are very loyal clients. He loans to them over and over again during their lives. He has truly plugged into the value of doing business his way. He’s set his standard—delivering high quality service and establishing how much those customers are worth to him over his life and the life of the business. That’s why his business continues to grow. 

I share this situation so that you can see an example of how it works in the mortgage industry. It can work for you in Real Estate, too. There are plenty of people out there who are willing to do business during regular business hours, if that’s what’s important to you. There are plenty of people who will do business Tuesday through Saturday, if that’s what’s important to you. However you set your standards—in which price range you determine you would like to prospect and farm in, and how you treat your clients—is going to dictate what kind of relationship they will have with you. 

2. The purpose of qualifying is to identify needs, wants, desires, timeframe, motivation, money, trust, and (fill in, please) do I want to work with this person?

Qualifying is about finding out what the customer wants, but in the customer’s answers to us, we are going to find out whether we want to work with this person. In asking these questions, we’re going to determine what kind of a person we’re talking to. You know what? If you don’t like this person, and don’t feel comfortable with this person, realize that this is the best it’s ever going to be—right now, on the phone. In the beginning stages of your relationship, the customer is being as polite as he’s going to be, as conciliatory as he’s going to be, as considerate as he’s ever going to be. If they are not showing any of these qualities—if you don’t like what you are hearing—pass on it. You determine whom you will work with. It’s your business. 

3. Qualifying sets the tone for your business relationship. Therefore, when you qualify, you are establishing authority and control from the start. 

This is your business. You qualify this person, decide whether you want to work with them, and then establish the ground rules. Let them know what they can expect from you, and also let them know what you expect from them. It can all be done very nicely and professionally, but you want to set the ground rules for your future relationship.

4. If they sound bad, then they probably are.

Like I said… they don’t get any better than they present themselves initially.

5. When it sounds too good to be true, ask more questions. 

I can’t tell you how many times I been in a situation in which I wanted to ask a question, and just didn’t ask it. I don’t know why we in sales feel embarrassed about asking questions when we are selling to someone. Asking questions is absolutely the best way for us to find out whether we want to do business with somebody—to discover the pertinent points of the relationship and their expectations. It’s so important to ask lots questions and get it all out in the open. Don’t skirt around things you need to know. Don’t leave an interview thinking, “Gosh, I really wish I’d asked this question.” Don’t leave with that nagging feeling in the back of your mind that you wanted to ask a question but didn’t have the guts to ask it. Ask the question! Find out anything bad up front and get it over with… then you either go on with a firm understanding of how it’s going to be, or you terminate the relationship. Ask more questions.

6. Trust your gut when you are qualifying. 

I cannot tell you how many times I’ve gotten in to situations in all aspects of life, not just qualifying people to do business with, but qualifying people for investment purposes, etc. I can’t tell you how many times I have not followed my gut, and how much it’s cost me. Listen to your gut. I’m going to be really philosophical, here, but I think a part of our soul is in the center of our bodies somewhere. We refer to it as our “gut,” but I think it’s either our conscience or our inner being or something. It’s telling us something—it’s talking to us! Listen to it! 

7. Ask the tough questions; dig deeper in the grey areas. 

a. Can you tell me more about that? 

b. I’m unclear; can you describe that in more detail, please? 
You don’t have to ask threatening questions—you can ask passive ones. But ask until you get your answer. “Can you tell me more about that?” Or, “I don’t understand; can you help me?” 

I was in a business negotiation meeting on the West coast last week. I was sitting across the table from a very sharp young man, and his very sharp attorney. I had a nagging question that I had to ask as we began our negotiations. 

You, know, you kind of feel funny asking those types of questions. Many times when you are in this situation, you might think the people you’re dealing with have got more smarts than you do. Ask the question! In my case, I asked the question. They appreciated the question, and thought it was a very valid question. I didn’t get an answer to it immediately, but they did write down my question and agree to get back to me on it.

 As a result of that, we continued our discussion in a very positive manner. I didn’t have anything nagging at me. I had posed my question. I didn’t get an answer, but I will. And I won’t make a decision until I do have the answer, so I feel very good about everything that happened at that meeting. I got all the answers I was looking for, except one. That one will be answered prior to any more expectations on either side. It’s going to be a very positive situation, and I feel very good about it. 

8. If they are tough with you up front, or won’t answer your questions, it will most likely get worse. 

This is the best it’s ever going to be! You’re going to find out about people. You’re going to find out how they handle being off-guard and being faced with something they are not prepared for. All kinds of personality traits are going to come out when you ask tough questions. If they respond argumentatively or defensively, this will tell you loads about what kind of a person they are, and whether you want to do business with them. 

9. Qualifying answers the question: “Is this person worth my time?”

We, in sales, count time as our most valuable asset. Every moment we expend on someone with whom we are not going to have a productive relationship is a wasted minute. On each prospect, you’ve got to ask the question: “Is this person worth my time?” 

10. Always ask: “Before I see you, is there anyone else I need to speak to?” 

Who’s the decision maker, here? To identify the decision maker, ask the question: “Before we get together, is there anyone I should first talk to?” Find out. 

11. If you want a more balanced life, don’t go on unqualified appointments. 

We talked several sessions ago about having balance in our lives. One way to have balance in our lives is to involve ourselves in high payoff activities every day. One of the high payoff activities is going on appointments. 

We have to go on appointments to ply our trade. What we don’t have to do is subject ourselves to more appointments than are necessary to achieve our goals. We don’t need to be subjected to going to appointments that are unfruitful. We can eliminate these things from happening by going on qualified appointments. 

Be sure to ask the tough questions beforehand, on the phone, to determine, “Who is this person? Do I like this person? Do they treat me with respect? Are they motivated? Do they want to list their house or buy a house, and can I be the one to help them?” Get these questions asked before you show up in their living room or office. 

12. When qualifying, find out what is most important to your client, and use it to sell them later. For example, use the criteria questions: 

a. What’s important about (morning/afternoon)? 

If you ask them to meet you at a certain time of day, what is important about that to them? 

“How is that important to them?”

 So when Jim asks to meet you in the morning, you might respond with, “Morning? Is that right? Why is meeting in the morning important to you, Jim?” He may have things to tell you—he may go on dialysis in the afternoon, who knows? That answer can tell you volumes about the person.  

“Ultimately, what will all of this do for you?” Those are some good ways to find out about what’s important about each aspect of your conversation with your client. 

b. “Fortunately, to get you one step closer to (e.g. moving,) all we need to do now is (e.g. action) so I can help you get what you want, in the time you want. Won’t that be great?”

Once you find out what’s important to them, use this script. Fill in the first blank with what is most important to the client, and the second one with whatever your action plan is. You’re asking an open-ended question. You’re basically saying, “You’ve identified what you want; I’ve identified how I’m going to get you there, and I think we can do this to get what you want in the timeframe that you want it.” That’s a summation. “Won’t that be great?” 

We in the lending business use this type of a close with clients all the time when they tell us “well, I don’t want to spend time on this.” So we summarize. 

“Okay, you want your monthly payment to be this, and you want this house which costs this. I can put you in a 3/1 adjustable rate mortgage with a payment of this, which meets your mortgage criteria. We can establish a biweekly payment program, which will take your 30-year mortgage and pay it off in 22 years and 8 months. This will satisfy your criterion of wanting to stay with a 25 year or less finance plan.” 

“Those two things are important to you in making the decision to buy a house, and we’ve satisfied both of them. So why don’t we spend a few minutes now, to take your loan application, review your credit, and get you pre-approved.”

That’s how I would take somebody into a sales situation and come out with a sale. This is how you take somebody into a sales situation and come out with the listing or buyer’s agency agreement. Simply find out what is important to them, and give it back to them in your list of planned actions to achieve their goal. 

If you do that, you should list more houses and have more buyer’s agency agreements successfully negotiated. 

“Thanks a lot. It’s been great being with you.” 

Then I thank them. I always end each session by expressing to my audience that I hope they got a couple of ideas that will help them build their businesses. I also suggest that if the sales manager wants me back, I have another group of ideas to share the following month. 


Here’s What I Say
By Greg Frost
Session 8: Listing Presentation
Once again, we’ve gone over the MLS statistics, and we go to Problems and Solutions. On the mortgage side is “VA entitlement.” Each of you knows how to read this, so read through it. This is the most current information, and, once again, we’ll provide you with additional information. You can also scan this document and update it yourself, if you feel the need.

The bottom line is that you’re going to give them a little bit of mortgage stuff, and then take them to the back side and give them some marketing tips. “Five Effective Techniques for Getting Referrals.” So we are going to share that with them. I go down it with them and read a few of the high points, and I suggest that this is some good stuff to pay attention to, and that I’m trying to bring value to their business. Then we get into the subject of the listing presentation.

1. The key to listing property in high volume is to be assumptive. For example: 

a. Assume you will (fill in) take the listing. 

b. Assume you will take it at your price. 

c. Assume they will be cooperative.

d. Assume authority and control. 

When you are making a listing presentation, you need to come into that presentation knowing more about their property, neighborhood, local pricing, list price as compared to sales price, and cost per square foot. You need to know more than anybody else—especially them! You need to walk in with authority. You need to assume that you are going to take the listing; that you are going to take it at your price (the price you will demonstrate with your CMA); that they are going to be cooperative, and that you are going to take control of the situation. 

2. Here are a few examples of how you can be more assumptive. Let’s practice these out loud together. I’m going to ask you to say these with me. These are words and phrases that are going to get them to start assuming that they are going to do business with you. 

a. “When you list with me…”  (Let’s say that together.) 

b. “After you sign the contract tonight…” (That’s an assumptive.)

c. “Now that you’ve chosen me as your agent…” 

d. “During the time that we’ll be working together…” (That’s a really good one.) 

e. “Each week when we talk…” (You are laying out your marketing plan for them, which includes communication.) 

f. “Now that I am working for you…” 

g. “When I sell your home…”

h. “When I bring you an offer…” 

All of these are assumptive statements to interject into your presentation. They assume that you will be continuing a relationship past this moment in which you are delivering your listing presentation. It’s an assumptive way of demonstrating what you are going to do, how you are going to do it, and how you are going to communicate it. 

I’d suggest you hold off on number “c,” (Now that you’ve chosen me as your agent,) until they’ve signed the listing agreement. However, the others can be interjected right away. 

3. Demonstrate your power and authority. Always keep in mind the number of homes you’ve sold versus how many they have sold. 

You’re a professional real estate salesperson. They have a home for sale. They are going to do this five to seven times in their lifetimes. You do it every day for a living. You have authority and power over this transaction. You hold the key to what they want—and you hold it by virtue of the number of houses you’ve sold.

4. Decide on the following before you go on a listing presentation: 

You have to decide on the following before you present to the potential client. 

a. Price.

b. Commission.

c. Length of the listing contract. 

d. How many referrals do you expect them to give you?

These are the four areas in which you need to know exactly what you want out of this listing presentation. You need to know exactly what you want to take home with you. You need to know how it’s going to be structured, and how you are going to play the game going forward—that is, how the relationship will be structured going forward. 

5. The only monetary adjustment should be (fill in, please) their price (down) and your commission (up).  There are no other adjustments that you should stand still for on a property. They’re either going to adjust their price lower, or adjust your commission up. Those are the only two acceptable adjustments. 

6. Selling is asking a (fill in, please) series of questions that leads your prospect to a desired result. 

We’ve talked about asking open-ended questions; we’ve talked about assumptive dialogue. Everything should be steered towards your desired result. Your desired result is them signing the listing agreement that evening, or signing a buyer’s agency agreement, so that you can represent them on their transaction. These are the two ways you should be directing the conversation. A series of questions that lead your prospect towards that result are what you are going to want to involve yourself in. This is what you want to do—open-ended questions that get them moving toward your desired result. 

7. The more you talk…

a. The more you go over the price listing.

b. The lower your commission will be.

c. The larger your promises become.

d. The longer you are there! Stop talking and start selling!

You simply don’t want to engage in a lot of conversation. You want to lay out your plans and qualifications, close early, and close often. The more you talk, the more you give up. The more you talk, the more likely you are to concede to their list price. The more you talk, the more likely they are to ask questions about why they are paying you so much to do what you are doing. The more you talk, the more promises you make. This means more open houses, more ads to run in certain publications. You’ll continue to come in with another little gimme and another little gimme and another little gimme, so they will sign the listing agreement. You do not want to extend your time there at the listing appointment. Stop talking, and start selling. 

8. To establish authority, ask them to review some paperwork while you preview the home. For example: Hand them a list of common objections and your solutions, or the “Where Buyers Come From” chart. 

You don’t want to go through their house with them. One of them may want to take you. If you do go through the house with someone, you do not comment. Every time you offer a positive comment about anything in the house, the value of that house goes up in their mind. The amount of money they want to charge for the house goes up in their mind. You want to observe and take notes. Simply observe, and take notes. You do not comment on “this beautiful carpet,” or this or that. You take notes, and make a presentation later on what you think they may need to do to better posture that home for sale. However, you never agree with them that it’s a wonderful, beautiful home, etc., because you are just raising that list price. 

Hand them a list of common objections and your solutions. Add some value to the listing presentation, and show your professionalism. 

9. Let’s practice this script, too:  “There are two kinds of agents…The kind that tell people whatever they think is necessary to take the listing… versus agents like me, who will tell you the truth about what it will take the get your home sold. Mr. and Mrs. Jones, do you want the truth? 

This is after you’ve previewed the property, and after you’ve given them the list and they’ve looked at the list. Challenge them to immediately make a choice: You, or the other agents that will tell them anything they want to hear?

You immediately establish yourself as the credible one. 

10. Learn to present your CMA powerfully and with authority. 

It’s critical for you to let them see what the other houses in this neighborhood are selling for. It’s critical for you to establish what data you used to come up with the sales price that is going to be marketable. 

One of the things you need to do in your qualification process is find out how soon they need to move. You want to then match that information up with how fast homes are selling in this area. If they need to move in 90 days, and homes are taking 120 days to sell in this area, you want to use that ammunition right here and right now while you are examining the CMA and talking about the listing price of the house. If you are going to price the home at $5,000 higher than the average home is selling in this marketplace, how will you ever help them achieve their goal of moving in 90 days? If the average home in their particular sub-division is selling at 97.2% of list price, and it takes 120 days to sell, obviously if they are going to meet their window, here are some things to talk about. You are going to start talking about handling two house payments, how they will qualify for a home loan, if they are planning on renting when they move… If they need to sell within 90 days, why do they need to sell within 90 days? If it’s because they need to move from wherever you are to some place in Texas, or some other town, is this window a must? Do you have to move within this timeframe? Okay, if you do, let me suggest this. The homes in this area are selling for 97% of list price, the average list price is $112 per square foot. You’re asking me to list the house at $115 per square foot. The average home is selling within 120 days. I would say that at $115 per square foot, it would probably take us 180 days to sell this house. This is true if, in fact, I don’t have to come back to you for a price decrease. So give what you need, let me ask you this: Do you have the means to purchase a new home while you are still making payments on this home? If not, we need to seriously discuss price—because I just don’t believe there is a way for me to sell the house at 3% above market price, and do it in 75% of the average sales time in the marketplace. 

In other words, as we discussed before, you need to know your numbers when you get in there. You also need to establish what is important to them and why, and then present your CMA powerfully and with authority.

11. Your business is only as good as your listing presentation.

You’ll notice I used the word “business.” That’s because your business is retail sales. In retail sales, you need product inventory. You’re lucky, because it’s consigned to you. When you are going on a listing presentation, you are seeking consigned goods to sell. So your business is only as good as your listing presentation. That is, your ability to convince people to hire you and consign their house to your inventory of houses for sale. It’s critical that your listing presentation be bulletproof.

12. Let’s practice another script:  “Mr. and Mrs. Jones, this is what homes are selling for, and this is what homes are not selling for. I’m going to recommend we price you home in the first category. Let’s price your home at (whatever the number is). Okay?”

Then be quiet. End your statement with “okay.” The next person that talks, loses. Look them right in the eye, nod affirmatively, and keep the eye contact. The next move is theirs. 

13. Set up at your listing presentation that you will be contacting them weekly for three reasons. First of all, everybody likes communication; so you have to establish that they are not going to have to chase you down to communicate with you. You will communicate with them for these reasons: 

a. To discuss how the market is reacting to the listing price of the home. 

You’re going to list it at whatever you list it for. It’s either going to be where you want to list it, or maybe a little more. We know the reality, and we understand that you may need to list a house for a little more than you want to list it for. So you want to immediately establish how the market is reacting to the list price of the home. 

b. What corrective actions we should take. 

c. To find out who else they know who wants to buy or sell real estate. 

You immediately set yourself up for a referral. You let them know that referrals are important to you. You let them know that you are going to talk about referrals every week, along with the sale of the house.

14. To simplify this process: record all of your listing presentations.

Your business is only as good as your listing presentation, and so your listing presentation has to be bulletproof. One of the best ways to determine whether your presentation is bulletproof, and one of the best ways to improve upon your listing presentation and the results that you get from your listing presentation is to tape record it. 

I suggest that you take a little tape recorder with you when you go on a listing appointment. You’d say “Mr. and Mrs. Smith, I understand that the sale of your home is an extremely important financial transaction for you. There are several points I’d like to make tonight, and several questions I’d like to answer. To make sure I don’t miss any of those, I’d like to tape-record our conversation this evening. That way, I will review the tape on my way home from here. If I have failed to mention any of the points I’d like to mention, or I find I have not adequately answered one of your questions, I’d like to make the point or answer the question and get the information back to you as soon as possible. Would that be okay?” Most of them will say “okay,” and you just turn the thing on. 

So you tape record it. What you want to do is put that recording on in your car on the way home, and listen to yourself. Now you don’t beat yourself up too badly, but you will hear things that will make you uncomfortable. Some things you hear are going to embarrass you a bit. You’ll be very surprised at how many times you say “duh,” and “uh,” and you’re going to hear yourself squirming in your chair and shuffling papers. There are all kinds of little positive points you’ll pick up.

When I say “positive points,” I mean you’ll hear things you don’t want to repeat! Your listing presentation, which is so vital to your business, will get better every time you do it. Be your toughest critic, and improve upon each presentation based upon your last presentation. 

15. There are three questions every seller wants answered:

a. What will my home sell for, and why? 

b. How quickly will it sell?

c. Can you do it?

This is how you should structure your listing presentations. These are the three things they want to know. Once you have answered these three things, then you should close. Ask for their signature. 

One thing I suggest is that every time you go on a listing presentation, you have the listing agreement all filled out, with the price and everything. Actually, you have two of them filled out. One of them has your price, and the only thing missing is signature and date. The other has the price blank, so all that is missing is the price, signature, and date. 

You put that filled out listing agreement in front of them right now. You don’t ever want to lose momentum in a listing presentation by having to go back and fill out all that stuff. You want it all filled out, and marked up where they need to sign. You want to show you are a professional. You want to show that you came here to do business tonight. You want to show that you expect them to hire you to sell their house. 

The same thing is true with a buyer’s agency agreement. You have it all filled out. All they need to do is sign and date it, perhaps initialing it in a few places if your state requires that. But you are ready to rock. 

Let them have the answers to their questions:  What will their home sell for and why? How soon can you have it sold? Will they let you do it the way you want to do it? And, can you do it? 

16. When you have a listing where there are few or no showings, it means the property is overpriced. And, if there are a lot of showings and no offers, the property is still overpriced. Even in a hot market. 

So if nobody wants to see the house, it’s overpriced! And if lots of people want to see it and no one makes an offer, it’s overpriced! The people are telling you, either in their lack of desire to see the house or their lack of desire to buy the house that the property is overpriced. You need to let your clients know as soon as possible. 

17. One of the most difficult things for an agent to accept is that a certain percentage of the time, (fill in, please) you are not going to get the listings no matter what you say or do. 

It’s a given. You are not going to have a 100%, 80%, or even 70%. It’s going to be something less than that, by varying degrees. Don’t beat yourself up. Listen to your cassette. Critique yourself, and improve your presentation.

18. Remember, you are the one who decides if the listing contract will be signed… not the seller. 

You’re the one who decides whether they will sign. Close often and early; close early and often. You make the decision, not the seller. You’ll feel a lot better about what you are doing if you go into every listing appointment with that mindset. 

Then I wrap up and thank them for having me and suggest that I hope they got a couple of ideas. I always state that I hope they got a couple of ideas and that I have some more information for them if they should invite me back. That’s how I do it. 

Here’s What I Say
By Greg Frost
Session 9: More on Salesmanship

We’re going to go over the MLS statistics, and show them how many trips to the title company they can make if they hold ten to twelve listings (whichever number divides the best) then we go over Problems and Solutions 17 and 18.

           Problem and Solution 17 is the self-employed client. We take a look at sole    proprietorship, corporation, and partnership, and how that affects FHA, VA, and conventional loans. It covers what type of information will be needed to get those clients approved. It’s a good, valuable checklist for them. 


Then we have Prospecting For Referrals: The Most Important People You Know. We’ve given them a list of sample prospect letters they can use, modify, or make theirs. We give them a starting point with these. Once again, we are becoming a value-added resource for them by giving them some help with prospecting matters. 


Now we go into the meat of our sales training.


Today I’d like to expand a little more on salesmanship. Let’s fill in the    blanks together. 

1. True communication is possible when you give up thinking that your way of speaking and acting is the right way, and allow others the freedom to communicate in the way they feel comfortable. 

In other words, we want to get to their level as quickly as possible. We’ve talked about this before. We want to understand that the way we speak and act isn’t necessarily going to work with these folks. We’ve got to mimic them, emulate them, watch them, pay attention, and do it all quickly. Get to their level. Get to their comfort zone quickly. Obtain their trust, so you can get the listing or get the buyer’s agency agreement signed. 

2. Selling isn’t about you and how great you are. Stop talking about yourself. 

Ask questions about them. Ask questions about what’s important to them. Ask questions, ask questions, and ask questions. Take notes when you are face to face. They’ll appreciate that you are taking notes—they’ll appreciate that you care enough to write their answers down. Ask lots of questions. You’ll find out all kinds of things about them. Let them ramble and talk on… don’t jump on their answers. Just smile, nod, and let them talk. 

3. There are different skills you must develop in a hot market.

a. Closing harder. 

There are more people running around who are looking for and asking for business. You have to close harder. 

b. (Fill in, please.) More persuasive pricing presentation.

You’ve got to have a more persuasive pricing presentation. 

c. More focus on Past Clients, Sphere of Influence, FSBOs, and Just Listed/Just Sold. 

The reason for this is very simple. In a hot market, there is lots of activity, so you have to go back to all of your Spheres of Influence-your past clients-everybody. There is going to be so much action out there that you have to touch base with as many people as you possibly can, because the market is hot for a reason. That reason is that there are a lot of people out there who are buying, and a lot of people who are listing. Guess what? So are your past clients! So is your sphere of influence. 

The FSBOs are ready to go. The interesting thing about FSBOs is that these people aren’t used to rejection. In a hot market, there are all kinds of people looking at houses and then just walking out and never talking to them again. They aren’t buying the house. These sellers are being rejected at record-high levels. It’s time for you to come in as a real estate professional, and become a resource for them. 

Just listed and just-solds: Many of these people know many other people who are buying and selling because it’s a hot market. 

So, the very thing that makes it a hot market is the very thing that makes it incredibly important for you to spend more time on the phone prospecting and doing lead follow-up. You should be poised to take advantage of the hot market. 

4. If you tell the truth in every situation, your prospects and customers will respect you more, and you’ll win more often. 

Tell the truth. Tell it like it is. Tell it nicely, but tell it like it is. Don’t lead them down the path. Be a professional. 

5. Listening is equated with wisdom and intelligence. 

How many times have you been in a situation in which some of the people do all the talking? Let’s say you’ve got a group of guys and gals. There are always a few people in any group who lead the discussion. They talk and talk and talk. There are usually a few people in the group who are a little quieter. When they do speak, don’t you notice that everybody listens? 

When that person, who hasn’t said anything, held the forum in the conversation, or been the most aggressive talker, talks—isn’t that the person everyone listens to? Don’t most people think hard about what this person has to say? It’s a situation of scarcity. When one hears another’s voice over and over again, they tend to block out much of what is said. But when you don’t hear someone’s voice, and then they speak with conviction after listening and taking in all that’s been said, people will listen. They haven’t heard this voice very often, and so they will listen closely. 

When you speak in a soft voice that causes people to have to lean forward to hear, they will listen more closely. 

The one who speaks the least is the one who will appear to be the most wise. Make sure that you ask questions and listen. Make sure you aren’t constantly making a presentation, but that you are asking questions, listening, and being wise in your listening. 

6. Spending excessive time building rapport and bonding is only for the agents who lack the skills and scripts that are needed to get the job done. 

What’s the job? Get the signature on the listing agreement or the buyer’s agency agreement. That’s the job. You aren’t there to become life-long buddies. You want to build rapport as you go along. You build rapport as you mimic, your voice levels are the same, and your speech tempos are the same. You build rapport steadily as you go along, and not by talking up a storm. 

Remember, these people are talking to you because they have a purpose in mind. They are going to choose somebody to list or find their house. You want to be the person they choose. Cover the bases. Get to the facts. Solve the problem. Ask the closing question early and often. Get the agreement signed. Then get out of there. 

7. How often are you studying the Art of Selling? 

How often are you attending seminars or training sessions that will assist you in developing your style, technique, and presentation? How often are you doing that? How do you expect to become a professional if you are not investing in training? The top people in their field have personal coaches or trainers. Everywhere you look, people are seeking professionals to assist them in enhancing their performance and their skills. It’s happening all around you. Make sure that you are not the only one who is improving himself by investing in self-improvement. 

8. Take advantage of every opportunity to practice your selling skills. That way when you are in a selling situation, you will have the gift, style, clarity, sharpness, and emotions to affect other people. 

Practice, practice, practice. Don’t wing it. A listing presentation is too valuable of an appointment to waste it. How much is a listing presentation worth to you? 

In Albuquerque, NM, the average sales price is about $140,000. So let’s round that to $150,000. Six percent of $150,000 is $9000. Half of that is $4500. There’s a $4500 commission here—three percent. If you are working in a shop with a split, let’s just say for grins it’s worth $3000. 

A listing is worth $3000 when it sells. Don’t wing it! Practice your scripts; practice your dialogues. Make sure, when you go into that presentation, you are on stage. Make sure you are well-practiced, well-poised, and ready to go. 

Think about this for a second. I suggest this every time I give this presentation. What if I were to say to you right now that a week from now I’m going to bring a Karaoke machine in here and I’m going to put $3,000 on the table? Every person who is in the room today will sing “My Way,” the song that Frank Sinatra made famous. The person who sings the best will win the $3,000. They’ll walk out with 30 one hundred dollar bills. Answer me this: between now and next week, would you simply continue to do the same things that you are doing in the same old ways? Wouldn’t you go get a CD with “My Way” and sing to it in your care or the shower? Wouldn’t you spend some time working on your ability to sing “My Way,” because you know that if you do a good enough job in seven days, you’re going to get $3000? You know you would! 

Well, this isn’t a song competition—this is a listing presentation. You want to be sharp and ready. You want to have practiced your scripts and dialogues. You want to bring value to the interaction. You want to address the customer’s needs. You want to be perfect, because getting that listing is worth 3, 4, or maybe $6,000. That’s what it’s worth. You wouldn’t go into any other situation winging it if several thousand dollars were involved. Don’t go into a listing presentation and wing it. It’s just worth too much. 

9. To increase your ability to be assumptive, use assumptive language. Presuppositions like: Obviously, Instinctively, Intuitively, or Naturally. 

a. Obviously, you’re going to list with me tonight—that’s why you had me over…isn’t that right? That’s pretty strong! Try it. 

b. Intuitively, you know this is right. Trust your gut—sign right here! (I would have the contract all filled out for them.) 

Write a closing question using a presupposition. Let’s write one right now. Presuppositions are: Obviously, Instinctively, Intuitively, Naturally, or any other similar word you can come up with. 

(Then I give them time to do it, and walk around the room and give them time to share it. We either like them or we don’t; we laugh and have a good time with it.) 

10. Sellers are looking for powerful authorities that have the ability to protect their equity and fulfill the promises they make. Is that how you are representing yourself?  Are you answering their questions? Are you meeting their needs? Are you being assumptive, and showing your control of the situation? Do you show that you are a powerful authority? Do you show them and convince them that their equity is protected with you? Do you establish what reasonable equity is in this marketplace? 

11. Never stop learning. Go to www.MikeFerry.com and take a look at his tools. He’s got lots of tools. There are all kinds of training, scripts, and dialogues to help you better implement your strategies and tactics. Please take advantage of it. 

12. If you make a decision to learn on new sales technique every week, then by the end of the year you will have learned 52 new sales techniques. How much more prepared will you be this time next year? 

How do you eat an elephant? One bite at a time! How do you improve your skills as a real estate professional? One technique at a time! Why not make a decision to work on one technique a week and master it. You can find those techniques at www.MikeFerry.com, or you can find them at several other real estate sales training websites. 


Thank you. I really enjoyed being with you today. (Then I end the session and suggest to them that I hope they got some ideas here they feel that they can use, and I always encourage the sales manager to invite me back because I have some more ideas I’d like to share.)


Here’s What I Say
By Greg Frost
Session 10: Overcoming Objections
Once again, we go over the MLS statistics and then we go to Problems and Solutions 19 and 20. 

One of the things we cover on the mortgage side of this is Six Common Ways to Hold Title to Real Property. So we take them through these six ways that people can hold title. We all know that most of them are Sole and Separate or Joint Tenants With Rights Of Survivorship, but every once in a while you run into somebody who wants a Tenants In Common, or a Community Property. So you can define Community Property and Co-Ownership—you know, Co-Borrower vs. Co-Owner. We take them through that and give them some valuable information on that. 

On the backside we have some more marketing ideas. Specifically we are touching upon Open House prospect follow-up letters. It’s really interesting that one of the things I always go over with them is that it’s so important to follow up with the people you meet at open houses. I actually have an example. 

I had a fellow who relocated here. He was a big mucky-muck with GSA, actually a GS-14. He and his wife relocated to Albuquerque. He and his wife came here, and in two different weekends they went out and looked at seventy houses in two weekends. We spent four days doing nothing but looking at houses—just driving around looking at open houses in neighborhoods we liked. He said “Greg, after looking at seventy houses, do you know how many real estate agents called us back after we left our information at every single one of them?” 

He told me that he saw some agents more than once because they were sitting at different open houses in different subdivisions on different days. He asked me: “Do you know how many called us back?” 

I said, “No.” 

He said, “One. One called us back—and guess who we bought our new house from?”

I think this is so important. I always share this story when I’m speaking with groups of Realtors, because it is a true story. You’ve got to follow up. You’ve got to call them. You’ve got to send prospecting letters. Never send a letter unless you are going to call behind it. You can’t afford the stamp and the envelope and the time. Every letter costs at least a dollar. You’ll get 1.5% return on a direct mail prospecting letter. If you call the people, you can increase that to 5% return. Why would you ever want to spend the time and money to send the letter if you are not going to call behind the letter. It’s absolutely ludicrous. Here are some examples of some of the letters we send. 

Now we will begin with Overcoming Objections. 

1. To become a powerful objection handler you must reprogram your physical responses to objections. How do you feel when you hear the word no? 

You can’t be jerky-herky. You can’t get defensive or come across the table. You want to continue when you hear an objection or when you hear “no.” You want to continue to smile and to nod affirmatively. You don’t want to dramatically change whatever your body was doing whenever you heard the word “no,’ or the objection. You want to listen to them thoroughly; allow some time for silence; ponder their response, and then give a wise answer. You want to give a reply steeped in wisdom.

2. Start your objection handlers with agreement, and then build your case from there. You always agree with their point of view. 

3. It’s easier to get people to agree with you once you have agreed with them. 

If you grant them their position, and then build your case, you are going a long way towards establishing rapport.

4. Don’t argue with clients. You can win in the short term, but you will always lose in the end. 
If you are a good enough communicator and if you are an effusive enough speaker you can bully somebody and win the moment, but you’ll lose the day. Don’t argue. 

5. The word But negates. The word And adds to. 

Get the word “but” out of your vocabulary when you negotiate. You’ve heard the statement “no buts.” At least not when you are negotiating. 

6. It’s important to identify if the customer is giving you an objection or a condition. 

It’s very important to identify the difference between the two. Is that client objecting to your pricing or your methodology or your demeanor? Or are they merely stating a condition for doing business with you—a condition for hiring you to represent them or signing the purchase agreement during your presentation? Is it an objection or a condition? 

7. When you are talking, you create unanswered questions in the mind of your prospect. These turn into objections. The more you talk, the more objections you create. The more you proactively lead the conversation, the more opportunities you have to stick your foot in your mouth. Ask open-ended questions, and respond to them. Let them lead themselves back to the point you want them to be at. You can do this by asking the right open-ended questions. Lead the conversation back to where you want it to be by asking open-ended questions, and let the customer follow that lead. The more you try to lead, the more you have the opportunity to stick your foot in your mouth by responding in some way that is offensive or turns them off and gets them out of rapport. 

8. When you ask questions, you control the conversation and therefore steer the clients away from objections and to the answers you are looking for. 

You do this all by asking questions. You ask carefully scripted questions that lead them back to where you want them to be. 

9. A powerful presentation anticipates objections and handles them before they come up. Use the Mike Ferry scripts at www.MikeFerry.com. 

These scripts have worked for thousands of real estate professionals. Don’t mess with them; don’t edit them; try them like they are. 

10. When making a powerful presentation, don’t jump to conclusions; let them finish what they are saying. The key to handling objections is listening for the real objection. 

So many times when we are making a presentation, we ask an open-ended question, and they come back with an answer. We then want to jump on that answer. We want to almost interrupt them. We don’t sit there wisely, mimicking their body language, with our mouth closed, our ears open, and smiling and nodding. We don’t do that. We are ready to jump in and say something. Don’t do that. Let them finish what they are saying. Listen first, and speak later. 

Ascertain what they are saying and process it. Find out what their real objections are and address those objections. First ask them to acknowledge the nature of their objections. For example: “It sounds to me like what you are saying here is this and this and this.” 

“Yes, that’s what I’m saying.’

“Okay, well if that’s what you are saying, I’m going to propose this.” 

You’ve already gotten them to agree with the first half of your sentence. You did that by listening closely and asking them if they will confirm that this is what is bothering them. Then provide the solution. 

11. Qualify your appointments to identify the potential objections. 

One of the things we talked about earlier was to get most of the objections out of the way with the questions you ask when you are scheduling the appointment. 

12. Let’s review the answers to the objection: “The other agent said they could get me more money.” 

Your response might be: “I can appreciate that… and what you probably don’t understand is this… An agent that will list your property… over priced… assumes they can’t take the listing now… and what they’ll do later is start beating you up on the price… week after week… is that what you want? Of course not. They are afraid to tell you the truth up front… (Name), do you want the truth? Of course you do… Let’s do the right thing… and simply…sign the listing agreement… at $299,000… so I can help you… get what you want in the time you want… won’t that be great? Let’s sign the contract!”

Understand the use of the phrase: “So I can get you want you want in the time you want.” It’s so important to determine what that required time frame is. That required time frame is going to help you list that property at a reasonable price. You can show them MLS statistics that show them if they are trying to list that house over market, how long it will take that house to sell in the current marketplace. If the average time on the market corresponds to the average sales price, they will be stretching out that time on the market if they price over that number. Period. Case closed. Get them what they want in the time frame they want it. 

13. The problem is not the objection, but how we react to it. This is a habit that must be broken. 

With scripts, dialogues, careful listening, and carefully practice responses, we’ve got to react positively and effectively to every suggestion. Overcoming suggestions is the key to making the sale. It’s the key to getting the contract signed. If you can effectively and personally overcome more objections than your competitor, you will get the listing or the buyer’s agency agreement. That’s where the rubber hits the road. Identifying the objections by listening, and then overcoming them with well-rehearsed and scripted responses. 

(Then I would thank them for being here, and I would again hope they got a couple of ideas they can use. I would then suggest that I am available next month with new information.)


Here’s What I Say
By Greg Frost
Session 11: Develop a Positive Mindset
Once again, we’ll go over the MLS statistics. We’ll show them how many times they can make the trip to the title company by carrying ten or twelve listings. Just do the math for them, and we’ll get them to understand. 

We then go to Problems and Solutions 21 and 22. 

On the mortgage side, we have FHA loans and power lines. We’ve had a lot of issues recently on this subject. I don’t know if you’ve experienced the same thing in your area, but it’s something that has held up a lot of appraisals and closings because we have to get those power line exceptions. This is a timely issue. FHA could step away from the position they’ve taken, and when they do, we can provide you something else for Solution 21. But right now it’s an issue to go over with your clients. You will see here that I have asked if there are any questions to call me at a particular phone number. It also mentions the name of Danny McNeil. Danny McNeil is my appraiser. If you are using a particular appraiser, you may want to put your appraiser’s name and number in there. 

On the other side of Problems and Solutions, I’ve included the prequalified facts that I like to send to my real estate agents. I like to go over the fact that I do something extra for my agents. I provide them with valuable information on everyone I prequalify for them, or everybody that I prequalify and refer to them. I show them how I will send them information on clients I prequalify for them. 

Firstly, I share all the contact information with them, and then I show them how much the buyer has in total cash to consummate their deal, and where this cash is coming from. This will help the Realtor structure their deal. Also I share with them the maximum PITI payment the buyer has agreed to pay. I will also suggest, after reviewing the client’s credit report and having a discussion with the client that I’m going to recommend the maximum sales price and loan amount, and the loan type. I’ll recommend loan amount, down payment (if any,) and closing costs (if any,) and comments on how I would suggest structuring the deal given the numbers I just gave them. In some cases, if there are not enough down payment or closing costs, I will suggest a seller concession. However, in the case of massive amounts of no down payment costs, I will suggest down payment assistance on FHA transactions, or 100% financing, or whatever. 

However, I am commenting on how we should structure the deal. I want to let the real estate agent to know what my thoughts are on structuring this deal and what the purchase parameters and price range parameters and maximum loan amount parameters are. I then give them this information when I’ve scheduled the application and selected who will be taking the application, and I fax this information over to them following the prequalification on every transaction. 

Developing a Positive Mindset 

1. Who’s filling your bucket and with what?
Who are you hanging around with? Positive people or negative people? Are you spending a lot of time in your office, around the cooler, coffee pot, or donut box, because you don’t have anything else to do? Don’t do that. Make sure that the people you are hanging around are positive, successful, upbeat people.  “Birds of a Feather Flock Together”—your mother used to tell you that, right? Hang around with the successful sales people in your office. 

2. What conversational loops are playing in your head? 

Are they positive? Are they uplifting? Do they pull you down? You control the things that you think about. You control the people you hang out with. Make sure they are both positive. 

3. When you speak about the past, it re-occurs. When you speak about the future, it occurs. What are the topics of your conversations? Are you dwelling on the past, or are you speaking about the future? Are you dreaming about and focusing on your future? 

4. What you focus on in life (Fill in, please) expands. Take the focus off “what you don’t want,” and start focusing on what you do want. 

Dream big dreams. Set lofty goals. Establish your objectives and focus on those. Use positive affirmations of what you have established as your objective. Voice them on a regular basis. Convince your self conscious that it is important to you. If you do, your subconscious mind will convince your conscious mind that it is important by moving you in the direction to achieve your goal. It works. You have to believe it. If you believe it, you’ll achieve it. 

5. The indispensable first step to getting the things you want out of life is deciding what you want. 

It’s the indispensable first step. You’ve got to decide what you want! 

6. Once you decide what you want, employ Zig Zigler’s principle: “You can have everything you want in life by simply helping as many people as you can get what they want. 

That’s one of the things I try to accomplish every day. I’ve established that I want to be the number one loan originator in my community. I’ve succeeded in that. I’m not only the top producer in my community, but in New Mexico as a whole. How did I do that? I employed Zig Zigler’s philosophy.

I got as many people as I could what they wanted every day. How does that work with the real estate agents here? I know that you want to meet more people who want to list homes for sale or buy homes for sale. So what I try to do every day is try to find ways to help you get in touch with those people who want to list or sell real estate. I try to bring you new information and new sales tactics. I try to do the best job that I can when I work with your clients.

 I try to get you what you want every day in the hopes that you will help me get what I want, which is more loan closings. If we work together like this, we’re unstoppable. We’re unstoppable! I truly believe that one of my successes lies in helping you be more successful. If I help you to be more successful, then you will help me to be more successful. 

Let’s go through a little process, here:

a. List five things that make you happy… 

Five things from any aspect of your life—just five things that make you happy. (Then I give them time to do that.) 

b. List five things that make you unhappy…

Five things you don’t like personally, or in business, or wherever. (Then I again give them time to write those down.) 

7. (Fill in the blank, please.) What steps/actions do you need to take so that you can spend more of your time doing the things that make you happy? What is the plan to eliminate the things that make you unhappy?
What is the plan to eliminate the things that make you unhappy? In other words, what are you going to do? You just wrote down five things that make you unhappy. What are you going to do—physically, mentally, emotionally? What are you going to do so that you spend more time doing the things that make you happy? Remember, planning without action is disaster. 

Again, what is your plan to eliminate the things that make you unhappy? Why on earth would you want to go through life dealing with unhappy things each and every day if you could find a way not to? Well, you’re not going to find a way not to unless you spend some time thinking about it. Come up with a plan to eliminate the things that make you unhappy, and take action. 

8. More people fear the change that success might bring. Spend more time dreaming about your future. 

One of the hardest things for people to deal with is the prospect and eventual attainment of success. Sometimes success is harder to deal with than failure. Sometimes the prospect of success is very hard to deal with. 

I know, for example, when I go to my quarterly training session or seminar that I’m going to be challenged. If the person has done a good job planning the seminar, they are going to get me into an uncomfortable zone. They’re going to get me thinking about things I haven’t done, and about things I should be doing. They’re going to cause me discomfort.

 I know I have to experience this before I can achieve greater success. I fear that. I fear the changes they show me I will have to make. I fear them. But I don’t let that stop me from going—and don’t you let it stop you from going and dreaming about your future. Dream big dreams, and plan lofty goals. 

9. “Our failures are nothing more than stepping-stones in the mechanics of creation. They bring us closer to our goals.” – Deepak Chopra 

Don’t let a failure stop you. Your failures are just stepping-stones. 

10. The only time failures are bad is when you when you use them as an excuse to quit. 

I’d like to expand upon that… they’re bad when you don’t learn from them, and when you use them as an excuse to quit. Just don’t do that! Like Tommy Hopkins used to say, “I never fear anyone saying ‘no.’ It’s just one less ‘no’ I have to hear before I hear a ‘yes.’”

Don’t fear failures, and don’t dwell on your failures. Learn from your failures. Don’t use them as an excuse to quit. 

11. Failure is the opportunity to begin again more intelligently. 

We learn through each of our failures. We can learn more, sometimes, from a failure than from a success, because sometimes success is where opportunity meets preparedness. So, if we are prepared, and an opportunity came along in which we were successful, we won’t know what specific preparation contributed to our success. We just know that we happen to be prepared. By virtue of our preparedness, we were successful.

When you have a failure, you can see what you did wrong and analyze that to figure our where you went wrong, and that you shouldn’t do that particular thing again. It’s an opportunity to begin again and learn. You can actually learn more from your failures, and develop more intelligence in dealing with your failures, than you can in dealing with your successes. 

12. Courage is the capacity to confront what can be imagined. 

If it can be conceived, and it can be believed, then it can be achieved. Let your imagination go. Think outside the box, as Mike Vance wrote in his book Creative Thinking, with Diane Deacon. It’s a great book. It challenges you to think outside the box. 

Look at all the things we enjoy today because somebody dared to dream big dreams, dared to have the courage to confront their imaginations and work on them in order to make them a reality. Think of all the technological expansion we’re experiencing today. Just think about the mortgage business for example. Think about this for a second. 



We had a dream years ago! It used to take three days to get a credit report. 

Then, when you got the credit report, you had to send the file off to Denver or Phoenix or Chicago or New York or Orlando, or some other big city. This was the way in which you had the file underwritten. Someone said, “Wouldn’t it be nice if we could develop computer technology and look at the numbers?” This program could look at the length of employment and the credit scores and process that information in order to give us a qualified answer on a loan in just a few minutes. This way, we could give our customers an answer right away. Today, we have LP and DU. 

How many senior underwriters at banks, mortgage companies, and savings and loan companies thought that idea had a prayer ten or twenty years ago? How many? Today we have this technology! Today we enjoy it, and use it on every single day of our careers. 

Let’s look at the advances we’ve seen in the real estate industry. I remember when I was eighteen years old, twice a week my mother would receive listing updates from MLS. She had a big book that looked more like a thirty-ring binder than a three ring binder. One of the jobs I did for her was to go through these listings. They were numeric, and they had some sort of a code that I forget now. We’d pull out all the solds and the expireds. Then we’d place the new listings. You’d have to pick the listings up, remove them from the rings, and replace them in a new position.  This is the way we’d update her listing book. Gosh, it was a time consuming, awful exercise that had to be done twice a week. That was my job. My mom was a real estate agent, and that’s the job I had to do. 

Then someone thought about putting all those listings on the computer and making them available online, so that only the active listings are on the website. Who would have thought this service would be available twenty years ago? It’s amazing what people have developed because they listened to their imagination, and had the courage to confront what they imagined. 

13. Moderate success gets in the way of big success. 

Don’t get too excited about your initial successes. If you start prospecting and listing, and your listings start selling, don’t get too excited. Work harder. Spend more time on the phone. Have a big success. Have a huge year! Don’t let moderate success get in the way of greatness. 

14. When people want to do something, they will always find a way. When they don’t want to do something, they will always find an excuse. Stop managing your excuses. Stop managing your excuses. 

Find a way to get what you want. There are ways. Think of all the people who come to this country who can’t speak English. They immigrate here. How on earth do they get by? Here’s a bigger question: How on earth do they end up making more money than I do? How on earth do they end up doing better than you? How on earth do they do that? 

They simply find a way. Failure is not an option. They are displaced. They’ve come to a new place. They must find a way to survive at first, to succeed second, and for many of them, to excel. They simply find a way. They know no other way than forward; no other way then to work hard. They have big dreams and they follow those dreams. They simply don’t know what is impossible. In fact, to many of them, it was impossible that they got here in the first place—but they did. Look at all these people, and look at how well they are doing. Why? Because they find a way. They don’t manage their excuses, they just find another way. 

We can all be extremely successful—even wildly successful. We just have to stop managing our excuses and find a way. Do something to find a way. 

15. “I hated every minute of the training, but I said, ‘Don’t quit now, suffer now and     live the rest of your life as a champion.’” –Muhammad Ali
None of us like to study. None of us like to train. None of us like role playing. None of us like practicing our scripts and dialogues. None of us like the tedium of training ourselves. None of us like it. But it is very necessary. 

There are a few who subscribe to such training, who write the check and go to the training, to the seminar, and the coaching. Those few who take action after the seminar or take action with their coach are the champions. Those few are the champions. 

Just take a look around the community, and you’ll know who they are. I know who they are in my community. Here in Albuquerque I know the number two real estate agent in the state of New Mexico. Number two in the state! This person regularly attends seminars for multiple sales techniques, and regularly finds information in books. He is regularly reading about this or that tactic or strategy. He regularly invests in new pieces of equipment. He is constantly trying to improve himself, stay ahead of the game, and find an edge. That’s why he’s maintained the level of business he has for many years. That’s why he’s been number two in the state for almost seven or eight years now. Why? Because he’s constantly suffering the training. He’s suffering the investment in new tactics and strategies.

 Everybody in this room can be a champion. You can too. It’s a personal decision. 

I hope something I’ve shared in this room today that will aid you in that step towards championship. Thanks for having me today. 

Here’s What I Say
By Greg Frost
Conclusion

Okay, that’s exactly how I go through the eleven different sessions. 

If you turn to tab five, you’ll see a room layout. When I have my success partners’ luncheons, I have them at a hotel. If you pay for the lunch, you get the room. I usually do a buffet. I may invite around 20 people, plus my team. So I end up with about 26 people. At about $14 or $15 a head by the time you get out of there. We have a nice buffet lunch. 

You can see how I set up the room. I set it up in a U, and my teammates sit inside the U, so they are communicating with my agents. When the presentation starts, they can simply turn around. My agents are all facing them. I have a big easel with a big pad, because I always go over the MLS statistics. I always write it out for them, so they can see how many trips to the title company they can make if they carry a certain number of listings. I always start with ten or twelve listings, whichever works out better mathematically. 

We always bring our own placemats. We might be having our session in a hotel or in a real estate office. I’ve done breakfast and lunch sessions in real estate offices, where we bring in the food. We try to get the room set up so they have a table in front of them so they have placemats and the other things we may bring, which I’ll share with you in a moment. 

Sometimes we have to have theater style seating, so people can’t have a table in front of them. If there are only chairs, we don’t bring the placemats. 

If you’ll turn to tab six, you’ll see product sourcing. 

I’ve laid out the companies and the contact people from which I’ve bought some of the things listed here in the binder. 

Turn the page for product sourcing over, and on the back of it you’ll see the real estate professionals network. This is something I pass out to everybody at every session. I purchase these from Front-runner Resources. They interview the top real estate professionals from around the country. These real estate professionals share the market tested sales strategies they use in their marketplaces. You can get these either on cassette or CD. On the resource sheet you get people like Art Sutherland’s name and phone number. I like to pass these out. My agents tell me that they really enjoy listening to them because they are uplifting and informative. 

Here’s our little Frost Mortgage notepad and pen. I’ve included one here for you. It’s really a neat little thing. It comes in a little threefold package with a big logo on the front. You open it up, and find a nice little notepad and pen with a place for the agent’s business cars, and a year calendar. This one has a 2003 calendar because I want to use up my old ones as I sell these books. So don’t worry about that—you’ll want to put a current calendar in there. It comes with this little notebook, which people love. They put it in their breast pockets, and of course that Frost Mortgage just shines right through any light shirt. They are always asking me for them, and this is one of the most popular things I’ve ever given. So I give them one of those, and they get a cassette or a CD, and a pen. We give out pens because pens are actually cheaper than pencils these days. So they get the pen, the notepad, and then if there is a table in front of them, we’ll put the placemat down. In this way, we personalize the area. Then we go ahead with our very professional presentation. 

Some of you might be saying, “Wow, this stuff looks really good. Do I have to redo all my stuff to duplicate this stuff? Do I have to personalize all my stuff?” Every time I put out a new product, I try to offer a personalization option. So, I have made arrangements for that. If you go through everything I’ve presented and everything you are looking at today, you’ll see that it’s all personalized to me. You’ll see that it’s personalized on the bottom of every sheet. We can make that happen for you, and we’d be happy to do it. You’ll want to call 1-800-659-3767, and indicate that you would like to have a personalized version of “Here’s What I Say.” My order fulfillment person will take your order. It’s $99, and I’ll send it out to you on disk. You’ll have everything you see here totally personalized to you. He’ll ask you some questions—which name you want to use, company name, email address, telephone numbers. So everything you see here will be totally personalized to you. We can do that for you. 

Other than that, this book should give you all the information that you need to be able to go in and doing an incredible job being a value-added person in the lives of these real estate agents. You’ll be a tremendous resource to the sales manager, because you’ll be able to come in and really sing the same song as the sales managers have been singing. These are topics, strategies, and tactics that all of these people have heard initially in real estate school, and in the training they went through at their offices. However, these are topics that have been overlooked, forgotten, or not dwelt upon. The sales managers have said these things in their own way time and time again, but now you come in as a third party and endorse these strategies, tactics, and daily activities that are absolutely necessary for an agent to be competitive in the marketplace again. 

These topics will be very well received by the sales force, and you’ll become a trusted advisor of the sales manager, and you’ll establish an opportunity to share your ideas in front of large audiences of real estate agents on a regular basis. That’s really all I want to accomplish. I want to get front of as many people who can help me get what I want out of life as many times a month as I possibly can. 

I hope you’ve enjoyed this. I hope you see the value in it. Most importantly, I hope you take action and get your first sales presentation scheduled. Then work on your presentation. Practice your presentation. I promise you that your stock in your community will go up. You’ll do more business, and be a lot happier. 

Just remember that I’m always are resource for you while you are going through this. If you have any questions, please email me and I’ll be happy to respond. I’m pretty dedicated to answering emails, and usually get back to you within 48 hours. 

I hope you’ve enjoyed the training manual, and I hope you’ve enjoyed the presentations as well. I certainly wish you every success. Thank you very much. 
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