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Market

After completing this course you should 
be able to:

Course Objectives     

 Create a 7-step plan to break into the luxury 
real estate market in their own business

 Identify 5 critical areas of expertise necessary 
to serve the luxury client as their real estate 
market expert

 Implement 6 steps for acquiring a luxury listing
 Create 3-5 luxury real estate unique selling 

propositions [USPs] 
 Develop “wrap” stories for each USP
 Use a 7-step process to accurately price luxury 

real estate
 Create a one-year marketing plan 

for your luxury estate business
 Apply effective negotiating 

techniques to level the playing 
field in high-value negotiations.
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Your Objectives Today...
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Minutes

1:  Background

Getting Started

7 Steps for Breaking Into the 
Luxury Market

30

Activity:  Discussion 



• Price

• Top 10%

• Rarity

• Exclusivity

• Perfection

• History

LUXURY DEFINED



WHY IT’S WORTH IT



GETTING STARTED: 

GETTING STARTED



OysterHarborsEstate.com  $19+m



OstervilleEstate.com       $13+m



OstervilleEstate.com   $13+m



LUXURY OFFICE



MY FIRST REAL ESTATE CAR



SEED MONEY



HOW BUYERS FOUND THEIR REAL ESTATE AGENT

26%

19%

Referred by a friend

Agent was a friend or neighbor



What is a sphere of  influence?

• Anyone you know who might 

give you business or refer you to 

someone else who can give you 

business

SOI MARKETING



• 10% of  them will give you 

business every year if  you 

ask for it

• In some markets, could be 

the 5% rule

• “Talk” to 49.5 people for one 

transaction

THE 10% RULE



SOI



• Call four times a year

• Note or postcard four times 

a year…“just wanted to 

remind you.”

• Don’t hesitate to call the 

ones you haven’t talked to in 

awhile

SOI FREQUENCY



If  you know 250 people

And each of  them knows 250 people

You get to directly and indirectly influence 

62,500 people!

SOI NUMBERS



• You have to specifically ask

for referrals… 

 Yes, be specific when 

you ask

• Determine who on your list 

provides the highest number 

of  referrals

 Contact them monthly

SOI RULES



Always bring value to these people on each 

call…plan your calls effectively.

• Examples:

 Market data

 Reports

 New listings/solds

SOI RULES



• Only asking for business

• Never asking for business

• Not following up with leads

• Problems with your head, it’s a bad 

market, why try

SOI MISTAKES



• Friends, relatives

• Neighbors, club members

• Attorneys, Doctors/Dentist

• Golf  partners, personnel 

managers

• Milkman, Mailman

• Builders, Executors

• Clubs, seminars

• Former buyers and sellers

• Local business people

• Prior career contacts

• Selling Luxury Homes—page 

172

YOUR SOI





• Handwritten

• Nice paper

• Fat pen

THANK YOU NOTES



Thank you notes should be 

sent to your referral four 

times

1. Immediately

2. Upon your contact with 

the referral, even if  

negative

3. Thanks again after 

meeting

4. Thanks again after 

closing

THANK YOU NOTES



Write each person at least 

four per year.

• 5 contacts per day:

 30 per week

 120 per month

 1,500 per year

THANK YOU NOTES



• Upon getting press, upon 

getting married, 

promoted, newsletters

• Thank you notes—

 For EVERYONE

 For EVERYTHING

• Fellow attendees at 

seminars

HAND WRITTEN NOTES



Aggressive

Hi, this is . This is a business call…do you 

have a minute for me?

Do you know someone who would like to buy or sell real estate in 

the next 30 days?

Thinking of  people in your (church group, family neighborhood 

etc.,) who would be the next person to sell, buy etc?

Would you mind if  I gave them a call?

By the way, have you thought of  selling your home? Terrific!

SOI DIALOGS



Less aggressive—ask for advice

Hi, this is . This is a business call…do you 

have a minute for me?

Could I ask for some advice?

Our company just listed a fabulous property at 

. I am real excited about this and would like to find a buyer.

If  you were me, how would you go about marketing this property 

to find a buyer?

If  they suggest a person, “Would you mind if  I gave them a call?”

Suggest they see the property with you to give you ideas.

SOI DIALOGS



Where do they swim?

TROLLING FOR HNWI’S



1. Arts & Theater

2. Charity events

• Yours

• Others

3. Charity boards

4. Political events

5. Affiliation marketing

TROLLING FOR HNWI’S (continued)
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Minutes

2:  Becoming an Expert

60

Map Your Expertise

Map Your Market

Storm the Gates

Activity:  Check Your Understanding



ACQUIRE EXPERTISE…

…Through this course

• Market & value

• Pricing

• Market preparation

• Marketing

• Negotiating

• Designations



GETTING STARTED: 

FIVE STEPS TO BEING AN EXPERT



GETTING STARTED: 

1. EXPERT ON MARKET & VALUE

• Map your market

 Complete 2 year sales history

 Assessment ratios

 Absorption rates

 MLS Stats

 SWOT other agents

 Price per “SOMETHING”

• Prevalent Builders & Architects

• Repro costs



GETTING STARTED: 

GETTING STARTED



GETTING STARTED: 

MARKET MAPPING – KENNEBUNKPORT, ME



BENCHMARKS



Price Per Square Foot: 

$100,000  parcel

• Works best with 

Dwellings of  

Similar Quality and 

Size

BENCHMARKS



BENCHMARKS

Price Per Front Foot: 

$100,000  parcel

• Works best with 

Dwellings of  

Similar Quality and 

Size



BENCHMARKS

• Price Per Acre: 

$100,000  parcel



ABSORPTION RATES

INVENTORY
# OF
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YEARS ON MARKET
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ABSORPTION RATE

INVENTORY 20

SOLD 5
4



INHABITANTS OF NOTE

• Who are they?

• Where are they from?

• In the news

• Google alerts

• Groups, clubs, orgs & charities



2. WRITE SOMETHING

• Articles

• Letters to Editor

• Newsletters

• White Papers

• Website blog

 Yours

 Others

• Book



1. Writing matters

2. People care about your 

message

3. Presentation matters

4. Headline first

• Cosmo covers

• 7-10-12-21

5. Introductory paragraph

6. Discuss each point

7. Summarize

SEVEN WRITING TIPS



32 Value Enhancing  

Secrets That Work 

On Every Luxury 

Home

HEADLINES



Finally!

Answers to All 

Your Questions 

About Buying 

Luxury Property 

in Clearwater

HEADLINES



8 Things Luxury 

Home Buyers Notice 

Instantly

HEADLINES



• Local groups

• Organizations

• Private clubs

• Business & professional 

groups

3. SAY SOMETHING



• Third party

• Trust people like 

themselves

• Provide a form

• Emphasize qualifications

not production

• Designations

• PR source

4. GET ENDORSED



• What they read

 Business books

 Daily financials

 Magazines

• 1-3 hours per day

5. READ



1. CPA’s

2. Attorney’s

3. Trust Officers

4. Financial Planners

5. Private Bankers

• Tax event mailings

1. Assessment time

2. March

FIVE PEOPLE & TWO EVENTS
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Y O U R U N I Q U E S E L L I N G

P R O P O S I T I O N S ( U S P ’ S )



SWETING YOUR USP/T



SWET THE LEADER(S)

trengths

eaknesses

verything they do

urn things around



“S”

• Strong brand

• Track record

• Market share

• Experience

• “Lives” the part

• Big budget



“W”

• Showing

• Poor market preparation

• Co-fee’s

• Aloof & arrogant

• Non cooperative

• Entitled



“E”

• Delegate showings

• E-marketing

• Detached from team

• Not cooperative

• Floor plans

• Hires a Stager



“T”

• Privileged vs. entitled

• Direct mail

• Showing

• Personal attention

• Strong co-fee

• Pamper co-op agents

• Rendered floor plans

• Market preparation expert



CASE STUDY – NAPLES, FL

• Pamper other agents.

• Website for each listing.

• Floor plan renderings.

• Market preparation report.

• Present for all showings.



Succeeding in the Luxury 
Market

Total time:

Activity Instructions

10 Minutes

1. Identify 3-5 USPs that align 
with you.

2. Create a story for 2 of your 
USPs.



STORIES

• Connect

• Differentiate

• Convey USP’s

• Convey brand

• Entice, enthrall & 

engage

• Packaged, delivered & 

relevant

http://www.google.com/url?sa=i&rct=j&q=telling your story&source=images&cd=&cad=rja&docid=rpQNvjkC0JNLuM&tbnid=iDOxsc-J83AEeM:&ved=0CAUQjRw&url=http://ducttapemarketingconsultant.com/tell-your-story-get-the-attention-you-deserve/&ei=dOWkUfTmEsyfiAevgoHoCg&bvm=bv.47008514,d.dGI&psig=AFQjCNGEtbHTsP46sJYYBygQP6Ezij4qOA&ust=1369847500325651
http://www.google.com/url?sa=i&rct=j&q=telling your story&source=images&cd=&cad=rja&docid=rpQNvjkC0JNLuM&tbnid=iDOxsc-J83AEeM:&ved=0CAUQjRw&url=http://ducttapemarketingconsultant.com/tell-your-story-get-the-attention-you-deserve/&ei=dOWkUfTmEsyfiAevgoHoCg&bvm=bv.47008514,d.dGI&psig=AFQjCNGEtbHTsP46sJYYBygQP6Ezij4qOA&ust=1369847500325651


STORY LINE REVIEW

• Disorganized

• Unplanned

• On the fly

• Loose



THREE PARTS…

• Ending• Villain • Hero



THREE PARTS…

• Benefit• Problem • Solution



THREE PARTS…

• Benefit• Problem • Story



STORIES

• Hearts & minds

• Get the contract

• Convey value

 Ours

 Property

• Show biz?

• Process



MARKETING PLAN



MARKETING PLAN



MARKETING PLAN



MARKET PREPARATION

Falling In Love…

With your property is no 

accident. Our 52 Page checklist is 

based on decades of noting what 

buyers react to during showings. 

We want buyers to fully 

appreciate your property with out 

the distractions of little things 

that can create a negative 

impression.



We have one second…

To make an impression that will 

captivate your buyer. We spend 

significant time setting up and 

shooting our “cover shot” for your 

property. It can take up to 600 

photos to get to the final 24.

PHOTOGRAPHY



NIKON WITH WIFI ON 25’ TRIPOD



BEFORE & AFTER PHOTOS



BEFORE & AFTER PHOTOS



12 Showing No No’s

We are determined to make every 

showing of your property count. 

We wrote a book on how NOT to 

show a property based on mistakes 

we have observed  over decades.

CAREFULLY PLANNED. 

PERSONALLY EXECUTED.

www.JackCotton.com

SHOWINGS



• Land

• From the air

• By water

DEMONSTRATING THE PROPERTY



Even Hemmingway had 
an Editor…

Our professional copy writer will 

“polish” the descriptive web and 

brochure copy we prepare to 

captivate, engage and intrigue 

potential buyers.

WRITING



Succeeding in the Luxury 
Market

Succeeding in the 
Luxury Market

M A R K E T I N G Y O U R E X P E R T I S E



IDENTIFY & MARKET TO KEY…

• Gate keepers

• Service providers

• Groups & organizations

• Individuals



GATE KEEPERS

• Attorneys

• CPA’s

• Trust Officers

• Investment Advisors



MARKETING TO GATE KEEPERS

Your expertise in…

• Abatements

• Trust CMA’s

• Writing

• Speaking



SERVICE PROVIDERS

• Yacht yard staff

• Golf pro

• Tennis pro

• Horse people

• Luxury auto dealer

• Private aviation

• Bat man



GROUPS & ORGANIZATIONS

• Rich from mapping your market

• What causes do they support

 Arts

 Theater

 Historical

 Conservation

 Boards

• What events will they be attending soon?



• Confirm that the group has HNWI’s

 Is it recognizable?

• How does the group meet?

 Remotely, electronically or locally

 How often?

• At least quarterly

• Monthly might be a bit much

GROUPS & ORGANIZATIONS



GROUPS & ORGANIZATIONS

Can you afford it?

• Time

 Meetings

 Between meeting work

• Money

 Dues

 Expected contributions



GROUPS & ORGANIZATIONS

Look for your target people

• Approach, smile and shake

• Repeat their name

 Try affirmations before hand: 

“I always remember names”

• Tell your name

 Your commercial if appropriate



GROUPS & ORGANIZATIONS

• Biz card

 Only if biz related

 Never if social



INDIVIDUALS

• Mentor—older Agents

• Board Of Directors

• Sponsor events

 Show house or

others

• Headhunters

• Get a dog

• SOI



• Give value

• Reinforce perception

of your expertise

• Add contacts

CHARITY EVENTS



Leisurely Cruise 

Around Oyster Harbors 

and the Three Bays

Enjoy a relaxing cruise around 

Oyster Harbors, Osterville & Cotuit on 

Cape Cod.

Includes light refreshments, color booklet 

with map and summaries of  

recent sales and priceless commentary on the 

waterfront real estate market.

Approximately 90 minutes. Good through 

2009 season.

Six passenger maximum; weekdays 

preferred. $550 Value

REAL ESTATE CRUISE



• Woody’s

• Fire truck

• Bikes

BE CREATIVE



BE CREATIVE
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3: Personal Marketing

Listing Presentation Basics

How People Learn

8 Elements of a Great Presentation

Your Value Proposition

Connecting With Luxury Sellers

You Need Unique Sales Propositions
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P E R S O N A L M A R K E T I N G B A S I C S



BUSINESS CARDS

• Clear

• Concise

• Scan Friendly

• Readable

• Less is more

• Picture?

• Innovative



BIO



GETTING STARTED: 

NEWSLETTERS

• Bring value

• Expertise

• Hard copy

• E-mail



• Buyers and sellers will seek those 

they perceive as being:

 The most professional

 The qualified expert

• Possible inclusions:

 Real Estate articles

 Current interest rates and trends

 Home fix-up ideas

NEWSLETTERS



NEWSLETTER EXAMPLES



BLOGGING

• Yours

• Others

• Video

• Pod casts



BLOG



DIRECT MAIL – POSTCARDS



DIRECT MAIL – POSTCARDS



DIRECT MAIL – POSTCARDS



DIRECT MAIL ONE YEAR PLAN

ITEM JAN FEB MAR APR MAY JUNE JULY AUG SEPT OCT NOV DEC

News des des des

Pcrd1 des des

Brochure des des

Magazine des des

Note des des
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P U B L I C R E L A T I O N S ( P R )



PUBLIC RELATIONS



CONTENT BASED PR

8 Things Luxury 

Home Buyers Should 

Notice Instantly



PUBLIC RELATIONS – SAMPLE HOOKS

“How the new ________ impact/s your ________ … 

And ___ things you need to do about it now.”

“How the new FEMA regulations impact your luxury 

real estate and 7 things you need to do about it now.”



PUBLIC RELATIONS – SAMPLE HOOKS

“ ___ things every ________ should know about ________”

“7 things every luxury home seller should know about photography”



PUBLIC RELATIONS – SAMPLE HOOKS

“What you can learn from ________ about ________”

“What you can learn from luxury home sellers about 

maximizing the sales price of  your home.”
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N E T W O R K I N G



NETWORKING

• Networking is critical to business success

 94% business people think networking is critical 

to success in business

 You get in the door because of  your IQ, you 

get hired because of  your EQ (emotional Q)



NETWORKING

V.C.P. process

• Visibility — people know you

• Credibility — they know you are good at it

• Profitability — willing to refer you



NETWORKING

• You need to give to get…

• But…When you refer, you give a little bit of  

your reputation away

 Good referral gives to you

 Bad referral takes away



RECIPROCITY & NETWORKING

• Its not what you know or 

who you know, 

• Its how well you know the 

people in your contact list

• The test is whether they 

will give willingly if  you 

ask for help.
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Y O U R P E R S O N A L B R A N D



YOUR PERSONAL BRAND

You need to be authentic

• Authenticity — be real and 

truthful

 Peel off  mask and get to 

the real you

 Tell your greatest story 

“I’ve had a challenging day 

but am doing ok”

• BS detectors are strong in 

Luxury Real Estate



YOUR PERSONAL BRAND

• The way you dress is a powerful 

part of  your brand — look like 

a million if  you are going to 

talk about Luxury Real Estate.

 68% of  all communication 

is visual

 You need to look the part
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W E B S I T E S



WEBSITES

• Domain name

• Congruent image

• Inform

• Introduce

 About

 Bio

 Photo

 Contact



WEBSITES

• Like a resume.  

• Equal to or better than the 

quality of  product or service 

you sell.

• Establishes an image

• Increased communication

• People feel as if  they know 

you before they meet you.

• Build self-pride and 

confidence and personal 

power.



WEBSITES – MOBILE

• Critical

• Automatic

• Features
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V I D E O



VIDEO

• Yours

• Others

• Same elements as with 

writing

• Establish expertise



VIDEO

• Quality

• Length

• Title & transcripts for 

SEO

• 86% of buyers search with 

Video

• 70% of buyers like to 

“look inside” listings

• 73% of sellers more likely 

to use agent who will 

create a video of their 

property
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4: Finding Luxury Listings

Listing Presentation Basics

How People Learn

8 Elements of a Great Presentation

Your Value Proposition

Connecting With Luxury Sellers

You Need Unique Sales Propositions
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P R O S P E C T I N G F O R L I S T I N G S



FALSE STARTS

• Over price

• Over promise

• Over leverage and spend on 

marketing

• Under charge

• This approach…



EXPIRED’S

More common than you think

• Avocation

• Part-time

• Unqualified agents

• Over pricing



BASIC PROSPECTING IDEAS

• People justify buy emotion and 

justify with facts.

• Active vs. passive

• Closed vs. open ended questions

• Let go — Detach from the

outcome

• The selling in this business is in

.

• NEXT!



PROSPECTING IS AND IS NOT

From: Real Estate Agents For Dummies

• Calling past clients • Mailing magnets, calendars, and 

other trinkets• Calling people in your sphere of  

influence

• Calling expired listings

• Calling FSBO’s

• Cold calling for listings and sales

• Knocking on doors

• Hosting open 

houses

• Calling absentee owners

• Cold calling from lists of  names

• Setting up a website

• Joining service organizations

• Wearing your name badge

• Placing magnetic signs on your car

• Sponsoring a community sports 

team

• Doing floor time

• Answering e-

mails

• Pinning your business card on 

bulletin boards



SIX PROSPECTING IDEAS



SIX PROSPECTING IDEAS



SIX PROSPECTING IDEAS



SIX PROSPECTING IDEAS



SIX PROSPECTING IDEAS



BEST QUALIFYING QUESTION

For Buyers:

• If  you found the perfect home today, what 

would you do?



For Sellers:

• What will  you do when your home sells?

BEST QUALIFYING QUESTION



SIX PROSPECTING IDEAS

Remember the Numbers Game



EXPIRED SURVEY



THE FIRST QUESTION(S)

To always ask…

• Are You currently listed, 

or

• Have you relisted.



EXPIRED SURVEY

1. Have you re-listed?

2. Is your home still for sale?

3. Why did it expire?

• Price

• Condition

• Nonperformance of  agent

• Non-communication, (most 

likely)

4. Did you see the MLS listing

sheet?

5. May I see your home today?

6. Why do you feel it did not sell?



7. How did you pick the office you 

used?

8. What did you like about your 

agent?

9. What do you feel they should

have done?

10. Which firm do you plan to re-

list with?

11. What do you expect from them?

12. Do they have a

point marketing plan?

13. When can I show you my 

marketing plan?

EXPIRED SURVEY



EXPIRED’S

Best Dialogue
“There are four factors that cause a home to 
sell or not sell. If you give me 15 minutes in 
your property, I can tell you which of the 
factors prevented your sale.”



THE FOUR FACTORS

1. Terms

2. Condition

3. Marketing

4. Price



DIRECT MAIL

• Letters

• Brochures

• Post cards

• News letters & 

magazines



DIRECT MAIL — LETTER — 12 Elements



1. THE HOOK

Remember our Cosmo 

Covers?

7 Things Luxury Home 

Buyers Notice Instantly



2. SET THE HOOK

Ramp up the angst in the hook.



3. THE SOLUTION

That would be you!



4. YOUR EXPERTISE

• Testimonials

• Designations

• Experience

• Your writing

• Your speeches



5. BENEFIT STATEMENT



6. PROVE IT

• People just like them

• Must have a name

• Use a release form

• Photos & videos are 

great



6. PROVE IT (continued)

Testimonials are best. if  you are new, get testimonials 

from people connected to your prior career. Apply 

testimonial to real estate.

Dewey Listem



7. AN OFFER THEY CAN’T REFUSE

Make it irresistible. 

Remember…they 

CRAVE information.

• CMA

• Results

 Survey

 Responses to the 

question you are 

asking in #1



8. GUARANTEE

• No obligation 

CMA

• Make reference 

to confidentiality 

in reporting 

results from #6



9. SCARCITY



9. SCARCITY (continued)

• What I offer is of  such high quality that…

 I can only offer 1 per _____

 Offer for _____ of  time

 Can only do _____ at this price or with this 

gift

• Limited edition real estate

• Etched in granite:

 Under promise, over deliver



10. CALL FOR ACTION…NOW

• No “Hope” or “Please” or 

“Let me’s”

• Rather:

 Call now

 Schedule now

 2 pm or 4 pm today?

• Authorize me to start work 

today

 Photos scheduled

 _____ already started

• “Call today to lock in your 
time in my Market Analysis 
schedule.”



11. RISK OF LOSS



12. “P.S.”

Aside from the hook, most read part 

of  your letter.



12 ELEMENT SUMMARY

1. Hook

2. Set the hook

3. Offer a solution

4. Your expertise

5. Benefit statement

6. Prove it

7. Make an offer

8. Guarantee

9. Introduce scarcity

10.Call to action

11.Risk of  loss

12.Post script



DIRECT MAIL ONE YEAR PLAN

ITEM JAN FEB
MA

R
APR

MA

Y

JUN

E

JUL

Y

AU

G

SEP

T

OC

T

NO

V

DE

C

News des des des

Pcrd1 des des

Brochure des des

Magazin

e
des des

Note des des



SOURCES OF LISTINGS

Open Houses

• Invite the neighbors

 In writing!

• Open house prospects



FIRST LISTING

Find: The Maverick

• The one who wants to 

show they are different by 

going to someone who is:

New

Fresh

Creative

Audacious



Succeeding in the Luxury 
Market

Lesson 5: Pre-Listing Strategies

The NAR Code of Ethics & Pricing

The List Price Auction

Pricing Challenges

The Importance of Pricing & Process

Five Stages of Seller Emotion

Seven Steps to the Right  Price
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S E L L E R R E S E A R C H



SELLER RESEARCH

• Obtain Deed 

& Plot Plan



SELLER RESEARCH

• Google the Seller



SELLER RESEARCH

• Photograph exterior

if  possible



SELLER RESEARCH

• Search Seller on 

Facebook



• Search Seller address

in MLS for current or 

previous listing

SELLER RESEARCH
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P R E - L I S T I N G PAC K AG E



PRE-LISTING PACKAGE

Make first appointment 

like second

• Delivery

• Contents



PRE-LISTING PACKAGE DELIVERY

Courier

• Mail

• FedEx

• UPS

• Fellow Agent

• Email PDF



THE PRE-LISTING PACKAGE

Contents

• Cover Letter

• Link to Cover Video

 Your Company, or

 Yours

• Company background

• Your background

• Your process

 Before, during and after appointments

 Set expectations

 Differentiate yourself  from competitors



THE PRE-LISTING COVER LETTER

Dear <Name>:

Thank you for calling me regarding the potential sale of  your 

property. There are seven areas of  expertise and proficiency 

required of  an agent to maximize the sale of  your property:

• Value and Pricing

• Preparing property for the market

• Marketing

• Cooperation with other agents

• Buyer acquisition

• Negotiation

• Systems, support and execution



This pre-listing presentation is the first step in outlining my expertise and 

experience in these critical areas which when viewed as a whole, sets the 

bar for a Luxury Real Estate Specialist. My goal, through experience, study 

and practice is to achieve the next level: Trusted Advisor to you in all 

matters of  real estate.

In addition, it will set out the process I follow to prepare for our first and 

subsequent appointments and what you can expect during each.

I look forward to our meeting.

Sincerely,

<Your Name>, Sales Associate

Sotheby’s International Realty Inc.

851 Main Street

Osterville MA  02655

THE PRE-LISTING COVER LETTER (continued)



AGENT BIO

• They may see this more 

than once.



PRE-LISTING PROCESS

Initial Preparation:

• Before meeting any potential 

seller client, I do basic 

research including but not 

limited to:

 Access and print GIS 

plans and Assessment 

Data from the Town as 

available

 Conduct an on-line

search of The Registry of 

Deeds and print:

 Deed and/or 

Certificate of Title

 Recorded plan(s)

 Deed Restrictions

 Easements

 Rights of First Refusal

 Mortgage Information

 FEMA map



PRE-LISTING PROCESS

First Appointment:

• Address questions

• A consultation that leads to 

full understanding of goals 

and expectations

• Discussion of the laws of 

agency

• Seller shows me property

• I take a second walk through 

property, carefully measure 

all rooms and dictate a 

detailed description

• Initial notations on Market 

Preparation Checklist

• Shoot at least one exterior 

photo to include in the 

Marketing and Opinion of 

Value Report



PRE-LISTING PROCESS

Prior to Second Appointment:

• Competitive Market Analysis will be completed and the field 

of comparable sales and competing offerings will be 

narrowed to include those most similar to your property 

based on my inspection during first appointment

• Some properties will require detailed percentage adjustments 

to account for differences between subject  property and the 

recent sales using specially designed spreadsheet



PRE-LISTING PROCESS

Second Appointment:

• Second appointment takes place at the property but can 

be via telephone if  necessary

• Present the marketing plan and price opinion. (Presenting 

Competitive Market Analysis is fourth of  seven steps in 

deciding initial offering price)

• Sign paperwork authorizing me to begin working for you.

• Provide checklist to prepare home for photography
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M A R K E T P R E PA R A T I O N C H E C K L I S T



MARKET PREPARATION CHECKLIST

• Preparation vs. Staging

• Create your checklist

 Presence

 Inside

 Basement

 Exterior

 Grounds



Three to five items in each area of property…

CREATE A MARKET PREP CHECKLIST



MARKET PREPARATION



KITCHEN



BEDROOMS



LIVING ROOM



CLOSETS



BATHROOMS



MECHANICAL



GARAGE



OUTDOORS



WHEN THE PROPERTY IS SHOWN

• Turn all lights on

• Open window treatments

• Classical music on stereo or tune to Classic 
Radio Station

• Keep pets out of way

• Avoid conversations with the agent or prospects

• Try to be gone or out of the way



CREATE A MARKET PREP CHECKLIST



Succeeding in the Luxury 
Market

Total time:

Activity Instructions

10 Minutes

1. Pick a Room

2. Brainstorm 5 to 10 items 
relating to that room for 
your checklist

3. Make a list

4. Turn in list, we will collate, 
scan and distribute.



Succeeding in the Luxury 
Market

Lesson 6: Luxury Listing Presentation

Luxury Estate Marketing Overview

Marketing Media

Advertising  Basics

Marketing  Content

Demonstrating the Luxury Property
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L I S T I N G P R E S E N T A T I O N B A S I C S



LISTING PRESENTATION

• Will add structure and organization

to a listing appointment.



LISTING PRESENTATION

Things to avoid:

• Being late

• Being unprepared and/or disorganized

• Sloppiness

• Not listening

• Not speaking effectively

• Rushed, high pressure, intimidating sales tactics

• Over promising and under delivering.
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Y O U R VA L U E P R O P O S I T I O N



1. VALUE & PRICING



THE RIGHT PRICE IS NOT…

• Arbitrary

• To “buy” the listing

• To stroke the seller

• An out for a weak agent



• The result of careful analysis

• Interpretation of market data

• Anticipating the next possible 

precedent

THE RIGHT PRICE IS…



2. MARKET PREPARATION



MAXIMIZING SALES PRICE

• Based on my experience…

• I notice what makes the eyes 

of a buyer light up

• How to make your home look 

loved



3. MARKETING



MARKETING & EXPOSURE

Marketing and exposure 

“We have a carefully crafted plan to 

help you receive the highest price this 

market can support”



4. COOPERATION



AGENT COOPERATION

• Our marketing is geared to get 

EVERY buyer to pass through 

our doors.

• Amazingly, some don’t



AGENT COOPERATION

• The ratio of co-broke sales in your market

• Pamper

• Spoil

• Treat like gold

 Appointments easy to make

 Calls returned

 Easy to do business with

 Treat them with respect, honesty and integrity



5. BUYER ACQUISITION



6. NEGOTIATION



NEGOTIATION

• Trained in negotiation

• Company develops these 

skills

• Committed to the best 

buyer with the best price

• Work in your best interest



7. SYSTEMS, SUPPORT & EXECUTION



EXECUTION

• Marketing support team

• I oversee all aspects

• Checklists for everything



TESTIMONIALS

• From prior career if needed

• Be proactive in obtaining

• Use a form
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C O N N E C T I N G W I T H S E L L E R S



CONNECT WITH HNWI’S

• Tempted by

 Facts

 Numbers

 Data dumps

 Cool slides

• Unless wrapped in a story…



BUYER PROFILE STORY

• Mid 50’s

• West of  Boston

• Kids older—college age

• Worked hard

• House will…

• Magnet



PRESENT MARKETING PLAN

• Use a template

• What everyone does

• What your company does

• What you do

 Your USP’s

 Quantify your USP’s

 Emphasize your added value



DELIVERY

• Hard bound hard copy

• PowerPoint

• Key Note

• In person

• GoToMeeting

• Video



MARKET PREPARATION

Falling In Love…

With your property is no 

accident. Our 52 Page checklist is 

based on decades of noting what 

buyers react to during showings. 

We want buyers to fully 

appreciate your property with out 

the distractions of little things 

that can create a negative 

impression.



We have one second…

To make an impression that will 

captivate your buyer. We spend 

significant time setting up and 

shooting our “cover shot” for your 

property. It can take up to 600 

photos to get to the final 24.

PHOTOGRAPHY



Even Hemmingway had an 
Editor…

Our professional copy writer will 

“polish” the descriptive web and 

brochure copy we prepare to 

captivate, engage and intrigue 

potential buyers.

WRITING



HARD COVER BROCHURES



12 Showing No No’s

We are determined to make every 

showing of your property count. 

We wrote a book on how NOT to 

show a property based on mistakes 

we have observed  over decades.

CAREFULLY PLANNED. 

PERSONALLY EXECUTED.

www.JackCotton.com

SHOWINGS



• Land

• From the air

• By water

DEMONSTRATING THE PROPERTY



QUANTIFY YOUR USP’S

• Market preparation checklist 2% to 4%

• Obsessive photography 1% to 2%

• Obsessive copywriting 1% to 2%

• Accompany ALL showings 2% to 4%

• Negotiating skill 2% to 4%



• This adds up to 8% to 16%

QUANTIFY YOUR USP’S
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T H E L I S T I N G T W O - S T E P
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Lesson

90

7: The Listing Appointment 

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques
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T H E I N I T I A L L I S T I N G A P P O I N T M E N T



LISTING APPOINTMENT 1 - DIAGNOSIS

• Used to professional approach

• Expectation set-up

• Build rapport

• Qualifying questions

• Houses are large & detailed

• Let them show, then…

• Use a recorder and checklist

• Execute checklist

• NEVER, NEVER, NEVER



INSPECT HOME WITH SELLER

Great Ice Breaker

• Let them show their home

• Quick walk through

• If they are talking, you are writing

• Note things to investigate further

• Listen for their hot buttons

• NOTE their hot buttons



DIAGNOSE

Builds Rapport

• Find out seller's goals - reason for selling

• Ask them about your initial research (current 

liens if necessary)

• Is there anything I should know about your 

property?

• Has it ever received any media coverage or press?

• What have they liked best about living here?

• What have they liked least about living here?



• Have they sold property before?

• What did they like best about that agent?

• What did they like least about that agent?

• What are they looking for in an agent?

DON’T FORGET THIS STUFF!!!

DIAGNOSE



DIAGNOSE–MORE QUESTIONS

• What will you do when your home sells?

• Are you staying in the area or moving away?

• What is driving your decision?

• Tell me about the upgrades and improvements you have made

• Did you know you would be selling now when you made them?

• Had you known you would be selling now, would you still have 

made the improvements?



• What repairs or work need to be done?

• I will be looking at comparable sales as part of my Market 

Analysis. In what price range do you suggest I search?

• At what price do you think your property will sell?

• Have you had a recent appraisal or other CMA’s?

DIAGNOSE–MORE QUESTIONS



INSPECT HOME AGAIN

On Your Own

• Measure

• Dictate

• Inspection issues

• More hot buttons

• Different and better
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T H E S E C O N D A P P O I N T M E N T



LISTING APPOINTMENT 2 - PRESCRIPTION

The Listing Presentation

• Written & PowerPoint

• Personalize

• Executive summary

• Group appointments & far away

• Come back to motivation

• What was that question?

• Use answers to questions from 

appointment #1 to direct your 

presentation



REVERENCE



REVERENCE

• Needs to look professional

• The importance of  what you 

are doing

• Reflect the quality of  your

services

• Sets the tone for The Listing 

Presentation

• Hardcover binding

• Personalized



P
R
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Educate on Pricing 

Principles

• Activity greatest at 

outset of listing

• Why have best 

price when activity

wanes?

• Can you reverse the 

order of blue and 

green lines 

appearing

THE LISTING PRESENTATION



THE LISTING PRESENTATION

The longer your home is on the Market, the LOWER the final sales 

price as a percentage of original list price.



THE LISTING PRESENTATION

Educate on Pricing Theory

• Your benchmarks. 

Explain…

 Your price per, or

 Assessment ratio

 Absorption rates

 List/Sales price ratios

 Average time on market
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T H E L I S T I N G A G R E E M E N T



THE CONTRACT



THE LISTING CONTRACT

• DON’T call it a contract

• Authorize me to begin work on sale 

of  your home

• 6 to 12 months or more

 Limited market

 Seasonal market

 Expensive up front

• Present Market Preparation

(Staging) Report

• Give written feedback, they are 

used to this

• Guarantee your work



MAGIC BULLET

• Take seller to front door and show them 

the house as if they were the buyer.

• Only two or three rooms necessary

• Encourage them to have all agents they 

are interviewing do this
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Total time:

Activity Instructions

10 Minutes

1. Tell a Story to Your Group 
with a another of your 
USP’s
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8: Pricing the Luxury Home 

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques
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P R I C I N G C H A L L E N G E S



ONE MORE CHALLENGE

VIOLATING STANDARD OF PRACTICE 1-3

• Is part of the business plan of some of your 

competitors.

• Control the listings at all cost.

• A certain percentage (20%) will sell



CHALLENGES

• The Big Score

• Motivation key and not always typical

• Number of  Heirs

• Expectation of  more for custom features

• Rare & unique properties
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P R O C E S S



THE FIVE STAGES OF SELLER EMOTION

Time

High Expectations

Impatience

Denial

Blame

Anger & Depression



CONTINUE THE PROCESS

• Every move you make…

• From the first call with CMA 

request to final delivery…

• Better and different



7 STEPS TO THE RIGHT PRICE

1. Gather Sales Data

2. Adjust the Sales



COMPARING THE INCOMPARABLE



FINDING COMPARABLES

• Challenges

 Different market then

 Worse/better location

than ours

 Smaller/bigger than ours

 Different amenities

 Dock

 Ski in

 Water view/front



ADJUSTMENTS



COMPARING THE INCOMPARABLE



COMPARING THE INCOMPARABLE



PRICE THIS HOME



CLOSEST COMPARISON (.3 MILE)



MARKET COMPARISON



COMPARABLE #1

ITEM SUBJECT COMP ADJUSTMENT

Date Now 1 Year Back -5%

Land Area 2 Acres 1 Acre 20%

Condition New Needs Work 10%

View Ocean Marsh 20%

Total 45%

$1,000,000 45% $1,450,000



MAXIMIZING SALES PRICE



ADJUSTMENT SUMMARY

• Your opinion

• Based on something

• Supportable

• Consistent

• Minimize as market permits



SIMPLER QUANTITATIVE APPROACH



SIMPLER QUANTITATIVE APPROACH



STEPS 3-7 FOR THE RIGHT PRICE

3. Compare to Benchmark

4. Present Range in Secret

5. Pricing Committee

6. Select Price

7. Test Market Acceptance
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C M A  E L E M E N T S



CMA ELEMENTS

• As of a date certain

• Use a range

• Leave an out

• CMA cover letter

• Toolkit CMA or similar



PREPARE YOUR SELLER

• Review the process…Up 

front & IN WRITING

• What happens if…

 No calls

 No showings

 High/low web traffic



PRICING MINDSET

If your home is 

Not Sold in 180 

Days…

I’ll Buy It!!
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9: Even the Rich Object 

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques
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O B J E C T I O N H A N D L I N G



OBJECTION HANDLING BASICS

• Common customer objections

 Fee

 Length of  contract

 Not enough ads

 Exclude buyers



OBJECTION BASICS

• Objections never

change…don’t be afraid of  

them…learn them then learn 

the responses to them



OBJECTION BASICS

• Learn to recognize that at times the prospect is 

simply bringing up an objection out of  habit

or to create conversation…

• Understand that you can sometimes smile and 

continue without answering
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S T A N D I N G &  P R E E M I N E N C E



STANDING DEFINED

MAIN ENTRY: standing 

PART OF SPEECH: noun 

DEFINITION: position, rank 

SYNONYMS: cachet, capacity, character, condition, 

consequence, credit, dignity, eminence, estimation, 

footing, place, prestige, reputation, repute, scene, 

situation, slot, state, station, stature, status, term 

Source Thesaurus.com



GOAL OF STANDING

• As close to a CELEB in your market as possible

• Head off  objections

 Answered in advance 

 Your writing (i.e. reports)

 Pre-listing presentation

 Web presence & copy

• You actually want them to be a little afraid to object



STANDING AT THE O.R.



CREATE STANDING

• If  new to market

• If  competitive market

• Become an expert on 

market & value

• Have and follow a process



WITH STANDING

• You are known in your market

• They have prepared for you…

 Read your Pre-Listing Book

 Warm vs. cold



ATTAINING STANDING

• Track record over years

• Created via process

• The more you know 

about your client…

 The more power

you have

 The more standing

you attain



STANDING

• Getting to know you…

 Google them

 Discrete inquiry's

 KNOW their motivation

 Ask directly

 Indirectly

o “What will you do 

when property sells?”



PREEMINENCE

You CANNOT be seen as a commodity

• Remember…

 Definition of  luxury

 What HNWI’s want
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OV E R C O M I N G T H E B I G “ O ”



THE BIG “O”

• Keeps agents on the 

sidelines

• Stresses agents before 

and during 

• Can take one of  several

forms



• You never listed in this 

__________

• You never sold in this

 Area

 Price range

 Size or scale of  property

THE BIG “O”



IT HAS TO BE YOU

• Measuring

• Listing

• Presenting

• Showing

• Copy writing

• Preparing for market

• Be the reason for 

limited edition



• Limited edition real estate—the only one I’ll take 

until yours is under contract

• Going to “make my mark” on your listing

• Every move I make every breath I take…

• Last thought each evening, first thought each 

morning

• I want you thrilled to give me other luxury referrals 

to build my business on your listing

THE BIG “O”
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10: Marketing Luxury Home 

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques
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M A R K E T I N G B A S I C S



BUDGETING FOR MARKETING

• Sales price $1,000,000.

• GCI $30,000.

• 10% for marketing $3,000.

• List 2 to sell 1:

 $3,000 has to market two 

properties



.25 mile
.5 mile

Outside but…

$9m

$19.5m

$5.6m

$8.6m

$5m

$7.5m

WHERE DO LUXURY BUYERS COME FROM?



ADVERTISING

• Local

• National

• International



PRINT ADVERTISING

• Have a goal

• The company you keep

• Local

• National

• Add reports



PRINT AD
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O N - L I N E



INTERNET

• High end is online

• Everything we said 

about them proves it

 Geo flex

 Value information

 Love technology

 Impulsive—need to 

know NOW

• Social networking

• Property websites

• SEO

• Mobile



WORD OF MOUSE

• Keep it simple—search is search*

• Give them what they want*

 Listings

 Market Data—solds; median 

prices

 Area information

• Be realistic regarding tools

offered*—Know your strengths

• Property address websites

*Real trends 2008 Web Study



WWW.OYSTERHARBORSESTATE.COM



WWW.OSTERVILLEESTATE.COM



WWW.JACKCOTTONREALTOR.COM
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P H O T O G R A P H Y



PHOTOS

• Professional

• High resolution

• Right lens

• Lighting

• HDR



PHOTOS MATTER

• $1,000,000

• Listed March

• Withdrawn December

• 9 months on market



WHAT EVER IT TAKES



WHAT EVER IT TAKES



25 FOOT TRIPOD
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B R O C H U R E S



BROCHURES

• 4 color

• Professional photos

• Professional writing

• Don’t over inform

• Keep same format

• Hard cover



HARD COVER BROCHURES



BROCHURE COPY

215 FEET SANDY BEACH! House in same family for 

approximately 60 yrs. True Cape Cod treasure, 5 major 

bedrooms, 2 smaller/children's bedrooms. 4 1/2 baths. 

Living room, Dining room, kitchen, sunroom, fireplace 

library/den, paneled recreation room with wet bar and 

fireplace. Perfect site to be renovated or rebuilt.
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M A I L :  E M A I L &  D I R E C T M A I L



EMAIL

• No spam

• Use your hooks for subject line

• Content

 Give teaser and ask for 

response for balance

• Just listed/sold

• 47% of  email opened on phone

• People look at phone 150 times 

per day

• 80% delete email if  does not look 

good on phone
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P U B L I C R E L A T I O N S



PUBLIC RELATIONS

• What the media wants

 More hooks

 News

 Easy-to-use

• Scoop



PUBLIC RELATIONS



PUBLIC RELATIONS



SOLD & TOLD

• More PR

• Mailers

 Cards

 Letters

 Newsletter copy
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V I D E O



VIDEO

Video needs to be in marketing plan

• Interviews

• Builders, designers, decorators, etc.

• 73% of  SELLERS Say they will list with an agent 

who will make a video of  their property

• 86% of  BUYERS use Videos

• 70% of  BUYERS use Videos to “see inside”

• Create Neighborhood or Community Videos

• Use Video to convey your expertise



VIDEO

• Quality

• Length

• Title & transcripts

for SEO

• Posting

• Three Examples



VIDEO—TELL A STORY



VIDEO—TELL A STORY



VIDEO—TELL A STORY
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11: Luxury Open Houses 

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques
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T H E I N T E R N E T &  O P E N H O U S E S



OPEN HOUSES

• The bridge from lurking to looking



PROSPECT MINDSET

Internet fosters lurking

• Putting off  

relationship with 

agent

• Open house bridges

the gap

• Desire for info has 

to outweigh pain of  

relationship

• Takes a lot to get up 

the walk



GETTING NAMES

Have Something Of  Value

• One copy

 Company magazine

 Book

 Report

 Other

 Have to subscribe—ethical 

bribe



OPEN HOUSES
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B R O K E R O P E N H O U S E S



OPEN HOUSES

For fellow Realtors:

• Give written notice

• Call to remind

• Gift box & drawing for agent cards

• Feed Them?



OPEN HOUSES



Succeeding in the Luxury 
Market

Lesson

90

12: Showing Luxury Homes 

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques
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P R E - S H OW I N G A C T I V I T I E S



PREPARATION—PREVIEW LISTINGS

• Own Listings

• Company 

Listings

• MLS Listings

• FSBO’s



SELLING STRATEGY

Eliminate properties that don’t 

fit your buyer’s profile

• Save time and frustration



SELLER AT HOME?
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1 2  S H O W I N G N O N O ’ S



SHOWINGS
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D I F F E R E N T A P P R OAC H E S T O

S H O W I N G



DEMONSTRATING THE PROPERTY

• Land



DEMONSTRATING THE PROPERTY

• By water



DEMONSTRATING THE PROPERTY

• From the air



Succeeding in the Luxury 
Market

Lesson

90

13: Luxury Offers 

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques



COMPLETING THE OFFER

Get a sizable earnest money deposit by telling them:

• What is needed

• Not asking them how much they would like to 

put down

• On the other hand…

 Lower deposits lowers YOUR risk in 

situations where both sides demand its return
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14: Luxury Negotiations

Negotiation Overview

Negotiation Fundamentals

Preparing to Negotiate

Negotiation Goals

Common Negotiation Techniques
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N E G O T I A T I O N B A S I C S



ARE YOU A NEGOTIATOR?

We are inborn negotiators:

“If  you let me stay out until 

midnight then I’ll tidy my bedroom”

We negotiate all the time

• To get a pay rise

• To get promoted at work

• To buy a car, a house 

• For business

• KIDS!
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P R E PA R I N G T O N E G O T I A T E



USEFUL QUESTIONS

Find out as much as you can about the other side

• Remember pre listing research

• Ask what their interests/objections are

• What are you most concerned about…

• What problems do you foresee?

• Is there anything else we need to do to…

Listen attentively



DIRTY TRICKS

• Recognise the tactic 

explicitly

• Question the tactic, not 

their personal integrity

• Insist on using objective

criteria

• As a last resort—turn to 

your BATNA and leave 

the negotiations



NEGOTIATION TACTIC #1



NEGOTIATION TACTIC #2



LANCE MORROW

“Never forget the power of  silence, that 

massively disconcerting pause which goes on 

and on and may at last induce an opponent to 

babble and backtrack nervously.” 



NEGOTIATION TACTIC #3



NEGOTIATION TACTIC #4

Limited Authority aka.

Blame the Spouse



LIMITED AUTHORITY

Position

• Our fee pre-printed in the listing agreement



NEGOTIATION TACTIC #5



NEGOTIATION TACTIC #6



NEGOTIATION TACTIC #7

Low-

Balling



NEGOTIATION TACTIC #8



NEGOTIATION TACTIC #9



NEGOTIATION TACTIC #10



PLAYING BY THE SAME RULES

• Concentrate on merits rather 

than positions

• Don’t resist force

 Seek out and discuss 

principles underlying the 

other side’s positions
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J AC K ’ S T H R E E R U L E S O F

N E G O T I A T I O N



JACK’S THREE RULES

…of  Negotiation

1. Create Standing



SOURCES OF STANDING

• Authority

• Knowledge

• Scarcity

• Contacts or connections

• Right place at the right time

• Need

• Urgency

• Personality

• Your funnel or pipeline



JACK’S THREE RULES

Tell them right up front you 

are expensive

• Tell story about another 

commission reduction

attempt

• Eradicates sticker shock

• Less likely to have 

commission as an issue



REINHARD SELTON…ECONOMICS NOBLE PRIZE



JACK’S THREE RULES

…of  Negotiation

2. NEVER assume



NOT ASSUMING



JACK’S THREE RULES

…of  Negotiation

3. Detach from the outcome



JACK’S THREE RULES

Be willing to walk away. What 

do you need to be at that level?
• Rich

• Reserves

• Full pipeline

• Business plan

• Systems and dialogs



UNKNOWN

“In a negotiation, he who cares less wins.”

– Unknown
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Course Summary Notes

 The seven steps for breaking into the luxury market include; (1) identifying and mapping 
your market, (2) becoming an expert, (3) storming the gates, (4) creating your 
process(es), (5) developing your USPs, (6) overcoming the big “O”, and (7) getting your 
first luxury listing, getting it sold, and telling the world.

 It is critical to map your market.

 Attain the five levels of expertise.

 To find your first luxury market listing you need to; learn your market, gain luxury market 
expertise, offer that expertise to gatekeepers, and develop effective USPs.

 Your listing presentation is to be developed using the principles of great presentations 
and needs to include your unique value proposition.

 Marketing in the luxury market requires professionally developed content and requires at 
minimum, a 12 month marketing plan.



Succeeding in the Luxury 
Market

Course Summary Notes

 Have a process for pricing.  You can use the seven steps for proper pricing from this 
course; gathering sales data, adjusting comparables,  comparing to benchmarks, 
presenting in secret, use a pricing committee, selecting and testing your price.  
Alternatively, you can develop your own.

 Negotiation necessitates review, research, practice , and back up plan for getting to yes.

 For improved negotiation results you should; build preeminence, never assume, and 
learn to detach from the outcome. 

 Create a plan to successfully enter and succeed in the luxury real estate market.
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Total time:

Activity Instructions

12 Minutes

1. For this activity you are to 
create weekly activities 
that you will implement 
upon your return to the 
work place.

2. These activities are to be 
scripted as Week 1, Week 2, 
Week 3, and Week 4 
activities. 

3. All activities must align 
with appropriate measures 
for getting your first luxury 
listing.
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Questions?
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