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Debbie: 

 

Hello everyone, my name is Debbie De Grote and I am the founder and owner of Excelleum 

Coaching and Consulting. I want to welcome you to this audio today, where we’re going to 

talk about the listing language for today’s savvy seller. 

 

I want you to get ready to learn some new things, new techniques, and a completely 

different way of approaching your sellers, possibly than you ever have before. Now here's 

what's exciting about this—this is a combination of great ideas and strategies that actually 

work in the street today. And I know they work, because our top agents are out there in the 

field using them every day to list properties. They’re competing against other aggressive 

agents, and the sellers are choosing them. They say, “I don’t know why, but you were just 

different.” Now, I'm joined in the program today by Allan Dalton. Allan, who some of you 

may know as the former CEO of Realtor.com, and is also named one of the 25 most 

influential thought leaders in the real estate industry. What you may not know about Allan is 

that he was the broker of a highly successful real estate company. As a broker, his claim to 

fame, so to speak, is that he literally went on thousands of listing appointments with his 

agents. So what we're going to do today is bring you something that is not basic. It’s 

advanced, it’s cutting edge, and it’s the language you should be taking out into the field right 

now to close those sellers. 

 

So Allan, thank you so much for joining us, and I think we wanted to start off today talking 

about your thoughts on why you don’t think agents should call it a "listing presentation" 

anymore. So Allan, why don’t you take it away? 

 

Allan: 

 

Yes, Debbie, first, it's great to be with you; you're very illustrious in the industry and 

specifically in the category of listings. Our scripts do need to change, because most 

consumers have figuratively speaking developed antibodies to a lot of the approaches that 

the industry has fancied and fashioned over the past several decades. We have a lot of 

approaches that have created calcified clichés that we have to professionally purge 

beginning with the very name "Listing Presentation".  

 

Listing Presentation, to consumers, is when a realtor is talking about themselves and their 

past and what they've done before. It wasn’t a marketing proposal, really suggesting to 

somebody, "Here's what I'm going to do," and if a person listening is even telling 

themselves that they have a listing presentation Thursday night, guess what they're going to 

make? They're going to make a listing presentation because they haven't asked themselves 

this strategic question—What percentage of homeowners want to listen to a listing 
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presentation? Very few. They all want marketing proposals, in fact, if somebody was not 

going to even meet with an agent, the agent would be able to say on the phone, "Can I at 

least drop off a copy of my proposal?" Because consumers want proposals; they don't want 

presentations. 

 

Debbie: 

 

Allan, before we get deep into what to say and do when you're with the seller, and also, 

you're going to do a little about what to not say and do, I'd like to take them all the way back 

to they're on the phone setting the appointment with that potential seller. Of course, at 

Excelleum one of things we coach our clients on is how to have sales versatility, how do I 

identify the seller's personality, adapt to their culture, their generation, and yet we don't 

have time to do that today. What I would like to say today is I just want them to pay attention 

as they're communicating and choosing these great words, it's also important to mirror and 

match the rate of speech of the client, mirror and match their tonality, and we even do 

something called "keyword backtracking", where we may sprinkle in a few of their words. 

For example, you know, you and I are pretty fast talkers, so if I'm listing your home and I'm 

a slow talker, I'm going to drive you absolutely nuts. I just want to set you up that as you go 

through your great language, I want you to really focus on, "Who am I talking to?" and how 

am I dialing up or down my energy, my rate of speech, and of course, maintaining eye 

contact, giving the acknowledgement and approval, and really being right there in the 

moment, completely focused on that seller's needs. 

 

Allan: 

 

A few comments on what you've just said Debbie. First of all, I would agree with you about 

fast talking, but we're really people that talk fast more than we're fast talkers. Because there 

is a major difference. But before I get into some of the complexity that you've just 

introduced, I want to go back to the importance of the way in which people frame the 

mission that they're on. Confucius once said that, "All wisdom begins by properly naming 

things." If you don't properly name what you do, that dynasties would tumble and kingdoms 

would fall. Shakespeare said for his part that, "Words must fit the actions and actions must 

suit the words." 

 

The fact that we have 99.9% of our industry referring to the person who represents the 

home seller as the "listing agent" is problematic. If should be referred to as the "marketing 

realtor" or the "seller's agent" because the listing agent suggests that somebody's 

representing the listing. Even the buyer has the buyer agent as representational value 

there. Now somebody listening might think that this is just a matter of semantics, but I don't 

believe that. I've always been a great devotee of the expression, "Watch your thoughts  
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because your thoughts lead to your words, your words lead to your actions, your actions 

lead to your behavior, behavior to your character, and your character leads to your destiny." 

So if somebody listening has a penchant for using the using the words "listing presentation" 

or is trying to get listings, there is a high likelihood that they will behave accordingly. They 

will behave in the manner of somebody looking to secure a listing as opposed to developing 

the right words and right thoughts that will leave the home seller mesmerized regarding their 

marketing value. And that's a key distinction that I wanted to make as we begin here. 

 

Debbie: 

 

So I think that word mesmerized is exactly how we'd all love to have sellers and prospects 

feel. And so as you and I got to know each other over the last year or so, you would say 

things to me and I'd say, "Wait a minute, hold on, I want to write that down." And then I 

would actually take it to my family who as you know sells real estate every day and say, 

"Try this out." And they would come back, my husband a 30-year-plus veteran and say, "Oh 

my gosh, literally the client just fell into my hands. They just were so excited to work with 

me." So we want to jump right into some of those terrific approaches, and I want to use the 

word "approach". And you're going to correct me as we go if my words are wrong, so 

starting out with how we position the actual appointment. 

 

I know that one of the things I used to do as I prequalified that seller and set that 

appointment, is I would just do very casual things like ask them to have a key ready for me, 

to have a list of features that they might want us to showcase in the marketing, because I 

was really going into the appointment with an assumptive mindset. Now, you have an 

assumptive technique that you recommend that happens the moment they pull up at the 

curb. Why don't you tell us a little bit about that? 

 

Allan: 

 

What I did, as you mentioned Debbie, for 20 years I was out on two to three listing 

presentations, marketing proposals a day. We built the company from one to 32 offices and 

I ranged from very gritty neighborhoods to some of the most palatial estates in the world on 

a regular basis, but I also had the opportunity to observe hundreds of my associates in 

terms of what their predilections were in terms of how they were going to engage the home 

seller. Early on, it disturbed me that so many of my agents actually wanted to get right out of 

the automobile and walk right to the door. And I think that basically sends a very powerful 

message to the home seller that you're not a marketing person, you're a listing person. 

Because a marketing person would be compelled to stop and first absorb the curb appeal, 

take out a yellow pad of paper, maybe nod their head in the affirmative in case somebody 

might be looking out the window. It basically conveys to the home seller that you are so 
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enraptured, you are so involved, you are so engaged with how the property is going to be 

marketed, much more so than reflecting in anxiety to start making a listing presentation. 

 

So again, as simple as it is, I would encourage everybody, especially when it's the single 

family homes, don't ever again go on an appointment without first strolling on that sidewalk 

back and forth for three to five minutes, taking notes of the way in which you might like to 

create text or photos in terms of marketing that property. It would be like, if somebody 

brought their pet to a kennel and all the kennel owner did was talk about the business 

aspects of dropping the pet off and never once looked down to pet the dog or to 

acknowledge the dog. You'd feel uncomfortable leaving your pet! 

 

That's the feeling we give homeowners that we're so anxious to make a listing presentation 

whereas if the buyer was visiting the home, every buyer in the world would first linger a little 

bit. Why is that? Because the buyer is actually interested in the home which makes us look 

like we're not interested in the home, we're not compelled by the curb appeal, we're anxious 

to get down to business. 

 

Debbie: 

 

After conducting over 60,000 and counting, it's getting closer to 70,000 soon, private 

coaching calls with real estate agents across North America, I have had them tell me, "I lost 

listings because they said you did not pay attention to my home," and I've had them say, 

"I've won listings because they said you were the first agent who actually seemed to notice 

my home." So that's very, very critical. Now, when they walk in the front door, and I know 

you're not as much into some of these NLP techniques as I am, so I'll just sprinkle a couple 

of them in there, you do them naturally, some of us have to learn them. But when they walk 

in the front door, one of the things I often suggest is what we call a "verbal suggestion." 

 

Allan, if I said, "If you go to this movie that I just saw, you're gonna love it!" Now, you might 

love it; you might not love it, but just the fact that I told you you will love it, you're going to 

walk into that movie looking to prove me right, looking for things that, "Yes, I do like about 

this movie."  So when I enter into that seller's home, I know that they're looking to rule me 

out. I need to flip that switch and an easy way to do that is to simply say, "Mr. and Mrs. 

Seller, I am so excited to be here and I'm looking forward to talking with you today, getting 

your home on the market, and getting it sold, and I'm 100% confident that at the end of our 

meeting today, you will be certain that I am the right agent for you. Can we please go ahead 

and...I'd like to have you show me the home." Allan, there's a lot of discussion that goes on 

about, "Should I have them show me through, should I walk through with the eyes of a 

buyer?" What are your thoughts on that? 
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Allan: 

 

My thoughts Debbie, go back to what you said about being assumptive. Assuming that you 

already have the listing, because too many people that teach and train and coach have 

actually told realtors to view this opportunity as an interview. But I remember reading 

something like 92% of everyone who gets interviewed is not hired in life. Because if you 

think you're going on an interview, where do you think you're going to put the focus? On 

yourself. Where's the spotlight going to be? A lot of realtors, they go and they think they're 

interviewing for a job, they put the focus on themselves, and while they may think they're 

selling themselves, they're actually defending themselves. The only people I know who put 

as much effort into selling themselves would be people in prison seeking parole. 

 

That's a major, major problem because it suggests the wrong message. When you go to 

that front door and you're invited in, the first thing I suggest you say after pleasantries is 

this, "Why don't we take a pre-marketing evaluation tour of your property together so we 

can begin to determine which of your amenities will give us the greatest marketing 

advantage?" That's a person who's conveying to the home seller, "I'm already representing 

you." That's why I was standing out in front of the home, taking notes. We're off to the races 

here! I'm not here introducing the concept that you're going to be interviewing a lot of 

people. Again, it's not saying to them, "Why don't you show me the property as if I was 

going to buy?" Because that's not their role. That's playing a little game with them. What 

you are there for, if you're really a marketing person, you're looking for the homeowner to 

educate you and for the amenities to educate you, so you can begin to spontaneously and 

then more deliberately develop a customized marketing system for the property. And you've 

got to convey that to them. 

 

Debbie: 

 

So we don't talk about if, it's not if, it's when.  

 

Allan: 

 

Exactly. 

 

Debbie: 

 

And I read something the other day, I don't remember where and I don't even know if it's 

true, but it said 98% of the world prefers to be led. So, lead them, right? Go with the flow, 

things are going great so far and they're right there with you. So as you're touring the home, 

agents often will say, "Oh what a beautiful house. Oh, this is lovely." Very canned, typical 
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type of compliment that quite frankly, the seller sees right through that for what it is. You 

have some different language that you recommend they use. 

 

Allan: 

 

Two points, first of all, as an industry leader, I mentioned that we have calcified clichés; 

that's no more apparent than how it comes to how we praise people and their homes. 

Essentially, we're an industry that defaults to basically five or six words, "Your home is 

beautiful, charming, gracious, elegant, spacious," and every single property in the country is 

described by 90% of our industry in only two ways: park-like setting, or professionally 

landscaped. 

 

So when I said that consumers have developed antibodies to the clichés, how could they 

not? When an agent says you have a beautiful home, they're replicating what somebody 

who delivers pizza from Domino's, "Oh boy, you've got a beautiful home." A ten-year-old 

neighbor, a cousin, will say, "You've got a beautiful home." They're not paying tens of 

thousands of dollars to an agent who has such a limited ability to forensically understand 

and convey the distinctiveness of their property. That's why years ago I put together a 

program "Distinctive Dialogue" and there are pages and pages of much more detailed ways 

of flattering somebody for their home. The biggest thing you have to prepare for is in the 

form of answering this question, "What percentage of homeowners, when you tour that 

property with them, point out improvements?" Try everybody. Ask yourself this question, 

"Why are the home sellers so anxious to point out improvements?" The reason they're 

doing this, is because we're in an age of historical pricing being available to buyers. When 

somebody purchased the home for 400,000 last year, and now they're trying to get 500,000 

dollars, or 600,000 dollars a couple years later, they're desperately looking to validate their 

delusions, if you will, and so they're going to pay attention to, "We did this, we did that, we 

did this." 

 

If this happens all the time, then it begs this question, 'What is your response?" Here's what 

I suggest that you do. Instead of saying, "Oh, I like that. Oh, it's beautiful," when they say, 

"By the way Allan, we used to have sliding glass doors here but we upgraded to French 

doors. We used to have cement around the pool, now we upgraded to blue slate," you 

should say, any time they point you to an improvement, you say, “That's great; who's idea 

was that?" Because when you say, "Who's idea was that?" it leaves one of the people to 

always say, "That was my idea," to which you can say, "Boy that's really going to give us a 

marketing advantage. I don't know if you did that for re-sale purposes, may you just did it for 

your aesthetic pleasure, but boy that's really going to...I'm going to really be able to use 

that." You're validating their investment; you're redeeming their money, and it's much more 

impactful that to just say, "Oh I love that, oh that's beautiful." It doesn't resonate enough. 
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Debbie: 

 

Now we've gone through the tour of the property and you know some of our great listing 

agents that we coach or, I guess you would say, "marketing agents" that we coach, they do 

things like take notes on their iPhone or they actually record messages to their marketing 

team at home: "Let's make sure we open the drapes when we show the property, please 

make a note of the new air conditioning." It's just layering on those assumptive techniques 

that I'm already marketing the home. 

 

So now we're at the table, we sit down, I always recommend to the agents that they take 

just a 15-30 second, call it, "build the bridge." It doesn't have to be chatting about the 

picture of their kid on the counter. Of course, it depends on the personalities of the seller. 

Even just going back to those pre-qualification questions and saying, "Let's confirm, I know 

you're moving to Washington D.C., and you need to be there in 60 days. Tell me, how are 

you feeling about this? What are some of the concerns you have? Are there any special 

questions that you have for me? If your wife goes ahead, are you going to stay behind or go 

with her on the transfer?" I think often agent take those few minutes and they think that to 

build rapport they need to establish commonality. "Oh, I see you golf, so do I." They don't 

care if you golf, now maybe when they get to know you more, you become friends and build 

a relationship, then you can talk about golf. Right now though, we make it all about them, 

their concerns, their needs. 

 

Where would you take it from here Allan? 

 

Allan: 

 

Those are great points Debbie. The way that I would suggest that listeners take it has to do 

with understanding these dynamics. Before many realtors meet with the home sellers, the  

home sellers go through a process that I refer to as, they create a "consumer covenant" a 

"seller's pact". "P" "A" "C" "T"—because of my Boston accent, let me spell it. What that  

means is even before you arrive, they say to one another, "Honey, now remember we're not 

signing anything tonight, remember commission is negotiable, remember we've got a friend 

in the business." That challenges you, what strategy have you come up with to preemptively 

inoculate yourself from this inevitability, because if you don't you could make the strongest 

marketing proposal in the world but if they've already agreed before you arrive, "Remember 

we're not signing anything tonight," you have to find a way to counter-condition them. 

Here's what I suggest you do: When you sit down at their table after touring the property, I 

want you to say, "By the way folks, can I go take another look at the patio. Gee, can I go 

take another look at the great room?" This gives them an opportunity to look to each other 

and say, "Boy I like her. Boy, he's different, I like him." And they will like you, because they 
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see you nodding outside. They will like you because you said, "Who's idea was that, that's 

really going to give us a marketing advantage." So you're creating completely different 

dynamics and one of the reasons you're asking them about the marketing amenities, that 

you've already got the listing, goes back to this different way of approaching 

communication. Often times, a home seller will either think of they'll ask you, "What makes 

you different?" Because you've got to remember something, to a lot of homeowners, there's 

not that much of a difference. They think we're all basically the same according to many 

studies, but if somebody says, "How are you different?" they're not asking because they're 

so curious, they're so enraptured with what makes you different, they're saying it almost like 

a put-down. What they're basically saying is, "We don't really believe there's much of a 

difference, so save us from your presentation." But now, in the future, what I recommend is 

that any time a home seller asks you this, consider saying this, "Folks, rather than focus on 

how I'm different, I'd rather focus on how we have to make your property different in the 

marketplace. I don't compete against other agents here in Orange County, but your home 

competes against other properties. I actually cooperate with all of the other agents but your 

home does not cooperate with all of the other properties. It competes against them. So 

again, the way that I'm different, is how we're going to be making your property different." 

 

That's why you're standing outside, getting into the amenities. It's all because you're a 

person that isn't in the business just to sell more homes; you're in the business to sell 

homes for more, and that can only be accomplished by creative, customized marketing, and 

that's what you've got to convey to the home sellers, that's what you specialize in. 

 

Debbie: 

 

As you were saying that, I was thinking about the old school techniques of, you handle an 

objection with a question, and a ping-pong, it's this witty back and forth, that no one really 

wins. Where when you're speaking to them, if we listen to this language, it's respectful, 

consultative, and I hope that those of you listening will feel that it's very real. That you could  

actually sit down and have this very real, heartfelt conversation with this home owner and 

so here's another key point that I want to talk about, Allan. 

 

Often we're told, "You need to do your marketing presentation first. Go through that 

marketing proposal and then get to pricing." You have a different thought on that, and I'm 

going to be honest to the listeners here. I struggled with this one at first because as a real 

estate agent for many many years out there on appointments, I felt the same way. I want to 

tell them all the great things so that now I can justify commission. You have a different 

thought on that though. 
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Allan:  

 

I have a completely different thought on that, and it developed over the first few years of 

going out on literally hundreds of listing presentations in all types of markets. I started out by 

saying things like, "Gee I'd like to show you how we can get you the best price in the 

shortest period of time with the least inconvenience." And you would think this would be 

mesmerizing but it wasn't. I started out by saying, "I'd like to tell you a little bit about myself, 

my company, and what we'll do to market your home." But they weren't interested in me 

and my company. 

 

As I started saying things like that, too often I actually had home sellers saying to me, "You 

don't have to sell us, can we get to the price?" "Allan, we don't have to hear about your 

company, can we get to the price?" So I asked myself, "Can we really afford to continue to 

refuse homeowners the opportunity to proceed in a way that was in their self interest?" 

Then when people would say, "Could we get to the price?" I actually began by making the 

mistake of doing this: "Bear with me, we'll be getting to that." That's how you lose listings. In 

the same way, if you ask people too many personal questions at the beginning, as in, "Why 

are you selling? Where are you moving?" It's okay for people in training classes to be told, 

"Determine the motivation," but you're not at the police station. You don't have the right, 

because when you start out by asking why someone is moving, and they're going through a 

divorce and they're going through hell and don't even want to talk about it yet, they're 

thinking, "That's none of your business." You've got to very, very skillfully and sensitively, at 

the right time, so you can't just follow these formulas. 

 

When it came to price, the whole situation influenced my thinking. If that's what people want 

the most, then I've got to give them the choice. So I started saying to people, "Folks," and 

by the way, when you start the business part of your presentation, you have to be the 

person who says, "Let's start the engines." If you're talking about the Super Bowl, or the 

beach, and at some point in time the homeowner actually has to say to you, "Can we get 

down to business?" that diminishes the likelihood that you'll get that listing because they're 

in control, and if they determine when you begin, they'll determine when you end and how it 

ends. You've got to be very judicious in terms of when you sense that this is the moment to 

make the transfer. "I could talk about the Super Bowl all night, but why don't we move into 

the area which is the reason you've invited me to be here, the focus of marketing your 

home? I brought tonight some pricing strategies, and some marketing strategies. Would you 

like to begin first by covering the pricing strategies and then move on to the marketing 

strategies, or would you be more comfortable beginning with the marketing strategies and 

then moving on to the pricing strategies?" 
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That's a complete, safe, exciting way to engage people, by treating them as adults and 

removing all of their anxiety about getting right to the price. It's very professional, and 

there's no sacrosanct order of "You must begin with the marketing and then get to the 

price." It's that a lot of people are afraid to start with the price because they were actually 

more excited about talking about themselves and their company than wrestling with the all-

important issue of price. The other thing, if they say, "Can we start with the marketing?" I 

suggest that you say this: "Folks, marketing today comes down to three words: range, 

reach, and influence. Because of the Internet, the Web and IDX, which I can explain what 

that means, you no longer have to worry much about range and reach, because your 

property will be not only on our website, but all real estate companies' websites and 

accessible all over the world in a matter of seconds. I'm so happy for you folks, I'm thrilled 

for you. You're going to get so much exposure now that if you were selling your home 15 to 

20 years ago, you'd get one tenth of one percent of exposure than now, you'd be in the local 

newspaper, in cryptic little abbreviations next to missing cat ads. I'm thrilled that the entire 

world is going to get to see your property in all of its glory and multiple photos and 

wonderful text from day 1. So we don't have to worry about range and reach because the 

other companies are going to market your property just as if you also listed with them. I'm 

happy for you. So this comes down to influence—the whole key is, how can we influence 

the buyers and the buyer agents, and that's why I want to go over the strategy for that." 

 

Debbie: 

 

I think if we go back to "back in the day" as they always say, real estate agents were the 

guardians or the gate-keepers of the data. We have the big "ta-da" of what the prices were;  

that's no longer true. There really is no reason to be that concerned about getting into 

pricing discussion when they're already been on realtor.com, Zillow, Trulia, they've already 

done their research, they have a fairly good idea, and yet it does bring up the issue, "So 

what if I go into pricing and then they don't see the value of my marketing and how I'm going 

to get the highest price and then that leads to a discussion or a disagreement on 

commission?" 

 

Allan: 

 

When we get to the pricing, I'll speak to that more directly, but before we go there, Debbie, if 

I may, I'd like to also make sure that one of the major approaches is put to rest here. That 

is, that a lot of agents have been trained over the years to say to a home seller at the 

beginning of a presentation, "How are you going to go about selecting a realtor?" That is 

very damaging and counterproductive because it manifests a worry. You see, a consultant 

would never say to a prospective client, "How are you going to go about selecting a 

consultant?" No doctor would ever say in their office, "How are you going to select one of us 
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doctors?" A landscaper wouldn't come to your home and say, "How are you going to select 

the landscaper?" They're intuitively too intelligent to ever introduce their worries, and that's 

basically what they're doing when an agent says to a homeowner, "How are you going to go 

about selecting an agent?" is basically saying to people, "Folks, before we can turn our 

focus on marketing your home, how to get you the best possible price, I can't start off with 

that because we first have to resolve my issues, because I'm obsessed with whether or not 

I'm going to get this listing. 

 

If there was a thought bubble, the bubble over the homeowner's head might read, "I didn't 

think we had a choice. I thought John was going to come over and list our home tonight. 

He's bringing up a good point, I guess we should be interviewing a lot of people." It is so 

strategically flawed, if nothing else, never forget that you have the listing and don't introduce 

competitive worries. When they talk about other companies, "We're thinking of Coldwell 

Banker, Century 21, Keller Williams or whatever it might be, Berkshire Hathaway Home 

Services, they're already part of my marketing system." And then you want to be able to 

show an exhibit that has "your company's website.com" in the middle and then around it 

ReMax.com, Century21.com, Better Homes and Gardens.com, whereas most people have 

a different type of illustration; they have their company's website and then they show Zillow, 

WallStreetJournal.com, nobody listening to this is going to lose a listing to Zillow or the Wall 

Street Journal. You lose listing to other companies, and the only way you eliminate all of 

your competition is by including them, that's why you need to have that illustration and 

you've got to keep reassuring the homeowner that it's absolutely unnecessary to ever meet 

with anybody but you don't do it in an insecure way, you do it in an oblique way by showing  

them they're all involved and you're so excited about that. Because that's going to give you 

all of the range and reach, and then we can talk later about what you're going to do to 

influence them. 

 

Debbie: 

 

So on that thought, I do know that most of the major brands have pages in their listing 

presentation that talk about that type of exposure, and yet I find most agents don't use it 

and I think, quite frankly, because they haven't known how to explain that or why would it be 

of benefit to them to put a page on the table that shows their competitors in the 

marketplace. 

 

Allan: 

 

Trust me Debbie, even most of the companies if you look closely, they'll have Zillow, 

Realtor.com, because they're talking about listing syndication versus collegial collaboration 

within their local marketplace. That's the biggest reason, it forces people to have to see 
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other companies. In other words, the more you tell somebody how you're different, they 

have to discover the differences. The more they see that you are in total command or 

orchestrating the optimum marketing that anybody can provide, you might even want to say, 

"Folks, if we're going to work together, if you're going to give me the green light this evening 

and the privilege of representing you, it's important that you understand what I mean when I 

say that every company is going to be marketing your property just as if you list through 

them." Debbie, as a homeowner, explain back to me what I mean, and if I have to take 10 

minutes on that, I do that with homeowners because the single greatest threat to me losing 

the listing is they have other choices. They may see somebody else. I've got to have them 

talk me into the fact that they understand that it's absolutely redundant, completely 

unnecessary to see anybody else in terms of marketing on the web, and then the whole 

focus becomes on how we're going to influence, but if we're going to influence, that comes 

back to the fact that there has to be a pricing strategy versus just the price. 

 

Debbie: 

 

Let's go to the pricing strategy, because there is a word that you would caution all of them 

not to use ever again and that is "Comp"—"Your home comps to the neighbors in this way." 

Why don't you run with that for a minute? 

 

Allan: 

 

It's astonishing to me why our industry thinks that we have the permission to offend, 

assault, and traumatize the feelings of all homeowners. When we talk to homeowners, we 

actually use that word or say, "Let's take a look at similar homes," we're traumatizing 

people. It's no different than somebody going to a home and saying, "By the way, why don't 

we start off by taking a look at some comparable children to yours. I brought some pictures 

of kids in the neighborhood and why don't we review them so you can see how they're 

similar to yours." Some people, unfortunately, are more chauvinistic and possessive and 

prideful than even their kids! For somebody to actually ever use the word "comps" is one of 

the greatest reasons that they will never get that listing. How do I know that? It's validated 

and verified through this empirical observation. Think about it, what percentage of the time 

when a realtor says, "Let's take a look at comps," or "Here's the subject property," and 

they're showing their little appraisal, do homeowners say, "But they don't have five 

bedrooms"? 

 

Debbie: 

 

It happens all the time... 

 



 

 

 
www.excelleum.com 

Copyright © MMXVIII Debbie De Grote. All rights reserved 

 

 

Allan: 

 

"They don't have a new kitchen, they can't walk to the beach." What they're basically saying 

is, "You just offended us, we could never listen to anything you ever say about price, 

because clearly you don't understand the nuances of our property and not only that, I have 

a suspicion that you're comparing us to some homes that you might not even have seen." 

 

Debbie: 

 

Which is common, so what we've done in saying that, we've instantly broken any rapport 

that we've established so far. Now, can they regain that ground, get back on that footing 

and maybe win that listing possibly? Why go there? 

 

Allan: 

 

They should say instead, "Folks, why don't we take a look at properties that buyers will be 

evaluating at the same time they're evaluating your home?" It's not about comparing 

properties because no homeowner will ever accept any comparison. You're hallucinating if 

you think you can go there. Instead, you have to say, "Let's take a look at buyer behavior."  

 

Then you show them the same pictures of the other homes, the same data on the 

properties, and you say, "Based on buyer behavior...the buyers paid this for that, the buyers 

paid this for that...based on that behavior, where do you think we should price your home?" 

It's a completely different approach; it's much more sensitive and respectful because as I've 

just said, any time you ever say "comps of similar homes" every home owner rejects it; 

they're offended, and they're not going to tell you you're an idiot for saying it, but they're 

hurt. 

 

Debbie: 

 

Well, they've pushed back immediately. Often, agents like to control the price, right? Yet 

they often say to me, "I don't really know what the price should be because the markets are 

shifting and a pocket market will sell more for this one, or you'll list this one and think it will 

never sell and it gets multiple bids." It's kind of a moving target. You have shared with me 

and with our coaching clients your pricing strategy which is really offering a three option 

strategy. Why don't we go through that now? 
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Allan: 

 

First of all, you'll never fully appreciate the words if you don't appreciate the thinking and the 

thoughts behind it. It requires strategic thinking to get where I'm going to take you with the 

words. Here are the strategic questions for those of you who are Excelleum coaching clients 

that I want you to contemplate: 

 

Number 1: What percentage of realtors in your opinion, when it comes to pricing their own 

personal residence, do you believe over price their own home? 

 

I've asked that question for years and I usually get 98-100%. 

 

Number 2: What percentage of the realtors who overprice their own personal residence 

have access to all of the data? 

 

Try 100%! What does that tell us logically? It's irrefutably logical—that data has absolutely 

no significance or real meaning for the realtors' own homes, so why would we ever 

hallucinate and think that it's going to be compelling to homeowners? Because it isn't. 

 

Number 3: What percentage of homeowners, before you arrive, already have a price in 

mind? 

 

95, 100%. So if you don't begin by asking yourself these three questions, you're going to fall 

into the trap that the entire industry has basically fallen into—here's how the industry has 

elected to present pricing—"Folks, I went to the computer, I did some research, and as you 

can see in the spreadsheet, this column here in the far left, these are homes in the market 

right now that we could call your competition. The second column is listed sales price, 

because sometimes you see homes you thought they sold for a certain price but actually 

they didn't, so that's what this column shows. The next column shows days on the market. 

The fourth column shows absorption rates, this column is of homes that were taken off the 

market, and then I have some little macro and micro information in terms of the economy. 

 

Now that's the worst way imaginable to ever introduce the subject of price. Why? Ask 

yourself these strategic questions: 

 

What percentage of the homeowners love the data? Try basically none! 

 

If the homeowners don't like the data, then you've got to ask this strategic question: What 

percentage of consumers like sales people? Almost none! 
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They're with somebody they may not like, and to do something else they don't like, that's 

called being the "bearer of bad news". When we talk about being the bearer of bad news, 

that leads to this expression—"Shoot the messenger." Millions of realtors have been shot in 

the living rooms and kitchens of homeowners for decades because they unartfully introduce 

the subject of price by first deferring to the data. 

 

In the Information Age, it's been said that the lowest level of value is information. Then data. 

And then comes knowledge and wisdom. We've converted our industry because of the ease 

and comfort of software that we are able to buy through the MLS. We've converted the 

industry into an industry of data-mongers as opposed to people who illustrate and 

demonstrate knowledge and wisdom. So the strategy that Debbie and I have talked about 

and we've both worked on this to refine it, goes like this: 

 

"Debbie, our company has made a science out of the pricing of real estate here in Orange 

County, and we provide our clients with three distinct pricing strategies: Strategy one is that 

some of our home owners want to price their property as close as possible to what the data 

suggests. The CMA, an appraisal, we can talk about those methodologies in a minute if you 

like. And the reason they do this is they feel more confident that the home should appraise 

out, they think that the buyer and the realtor become more savvy in terms of legacy pricing 

in the area, so they don't alienate them. So that's strategy number one, you get that? 

 

Strategy number two is some of our clients, we refer to as the "less is more" pricing 

strategy. They believe that they would actually be better off if they lower the price from what 

the data suggests, especially if they've already bought another home and have time 

pressure. They're not just moving for economic reasons but for lifestyle reasons, they want 

to get near their grandkids. These clients are basically taking strategy number two and 

sometimes they're also optimistic that it might even induce somewhat of a bidding war. 

Keep that strategy in mind as well. 

 

Strategy number three is some of our clients like what I refer to as a retail pricing strategy. 

Just like some retailers will first raise the price so they can then announce a discount or a 

sale, some of our home sellers intuitively do that. They anticipate that buyers are going to 

be looking to negotiate. In order to prepare themselves for the back and forth and 

negotiations, they start off by listing their property higher, a little higher than the data 

suggests. 

 

Given these three strategies, philosophically, what seems to make the most sense to you 

given your circumstances?" 
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At this point in time, I've found over the years most home sellers will then say, "Well Allan 

what are we talking about? What are the numbers showing?" That's when you bring in the 

exact same data but you have tenderized the home owner, you have reflected a 

consultative spirit of intent, you are not coming there dogmatically, you are not there 

representing data, you're representing them. Because most of them hate the data and you 

don't want to be associated with the data. You want to associate yourself with their vision 

and their needs versus the data. Now when you have created a bond with the home sellers, 

and you're both looking at options from the same prism, then you can introduce the 

dastardly data and it takes on a whole different approach. 

 

When you start going through the data, you can say other things, like, "Folks, I don't want to 

help you select the highest possible price, I want to help you select the highest realistic 

price. I don't want to have your home on the market; we need to make sure it's in the 

market." If you sense that they're becoming a little too optimistic, you can say, "By the way, 

you would never not list with me because of the price. I wouldn't let that happen. If you want 

to go to the Moon on the price, I'll go to the Moon with you, but I know that's not what you 

want. We don't want to put the highest possible price, we want to put the highest realistic 

price." 

 

Now, let's summarize this way—Even if I didn't go through those three steps, for those of 

you listening, what percentage of homeowners in the history of America do you think  

without any prompting select number three? 90-something percent. That's never going to 

stop, we're never going to keep the tide from coming in, and this three-step consultative 

approach shouldn't influence one penny of where you want to put them on the listing. What 

it does, is you capture their confidence. 

 

Here's what people do instead—they try to beat the homeowner, show them a video that 

shows the deck is stacked against them, show a little graph that in the first two weeks, that's 

when you have to make sure your home is the lowest priced because that's the time period 

when it has the most exposure. You could make the case that it should be the opposite, 

that's when the most competition is there and therefore you can go for the higher price. 

Everything is absolutely stacked against them; they sense that, and they resent us because 

we have a completely different agenda. 

 

The stand you take depends on what you said—a realtor wants the home to sell. That's not 

the biggest agenda of a home owner, who wants the best, the most possible money. A lot of 

them, it will never change; they want to take the first crack at that, just like every realtor 

does, and more listings are lost where the agent would have taken that with a little bit of a 

cushion, but they said stupid things like, "We can give it a try; it's kind of high but we can 
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give it a try." It's like somebody saying, "We can try being married." No home owner wants 

to be with a person who they think is at odds with what they desperately need. 

 

You've got to be more sophisticated, don't introduce data, show your knowledge and your 

wisdom, show them that there is choice, keeping in mind that if 50 realtors inspect the 

property they'll come up with 50 different prices and if three appraisers do an analysis there 

will be three different outcomes. Let's not be so unbelievably dogmatic and idiotic and lose 

business our whole careers because we finesse ourselves in a corner and back people into 

a corner. 

 

It's never going to change in a material way where prices start off correctly, but what will 

change is you'll get all the listings. 

 

Debbie: 

 

Allan, I've had agents say, "If I use that strategy, I'm going to lose my power and control 

with that seller when it comes to pricing, yet when they actually go out and we teach them to 

do it, and they use it, they find the opposite happens, that the seller turns right around and 

says, "What should I do? What do you recommend?" And as you said, "What strategy 

should we select?" And now we've got a partnership versus a conflict. 

 

Something I want to mention that you just touched on—in almost every company listing 

presentation, materials that I see, every big brand, there are pages marked "The dangers of 

overpricing", pages in there that have graphs and charts that you show. I'm not going to 

say, because you and I have lived through pretty significantly difficult marketing cycles of 

real estate, maybe you use them then...maybe. Yet, in most of the markets, if you put that 

into your listing proposal, if you send those materials out to the seller ahead of time, what 

they're doing right away is putting their armor and their shield up and they're getting ready 

to do battle with you on price. 

 

Now, if you feel they're going to be out of line and you need to take those pages along, take 

them along separately. Now that we've gotten into a great place of rapport and 

understanding about the data, now that they're asking for your opinion and you feel their 

price is sky-high, potentially now is when they might be open to reviewing that information 

about strategic pricing. But not when you're sending over pre-listing or pre-proposal 

materials because they're simply going to decide, "I've got to put myself on guard against 

this agent who is going to attack the value of my home." 
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Allan: 

 

That's a great analysis and evaluation and I would expect no less from you. I would also 

add, it's all about gaining the confidence and faith of a home owner. We have a problem in 

the industry. Even when I said to the homeowner, "That's wonderful; whose idea was that?", 

years ago I used to have some of my agents say, "I would never want to compliment them 

that much; they'll want more for their home." Our objective is to get the home sold; their 

objective is to get the most amount of money, but you're not going to stop what they want, 

at least to start off with. Little things like this, see, I doubt many agents will even say to a 

home owner, "By the way, speaking of pricing, my motivation is to help extract every 

conceivable penny from the marketplace for your home. I will fight with every fiber of my 

being to help you get every conceivable penny, but in order to do that, we can't have your 

property in the market at the highest possible price; we have to have it at the highest 

realistic price." 

 

They love the word "highest"; we love the word "realistic"; that's a professional synthesis, 

but you've got to declare your motivation because some people may think you're just pricing 

to get the listing or to get a quick commission. That's why nothing matters until you make it 

matter. You've got to be very transparent, but that whole point is at odds with "listing agent" 

versus "marketing agent". We still have some agents who think homes don't sell because of 

price versus marketing because they don't realize price is part of marketing, so that 

influences their "why" and the way people see them, and that shows up in their language.  

 

The language is not consumer-centric and this doesn't change one penny in terms of the 

math or the data of the recommendation. 

 

Debbie: 

 

One thing we forgot is there is a great little bit of dialogue you shared with me the other day 

when you would ask them about the features they wanted showcased in their home. I think 

you even talked about the order in which the photos should be taken, and what are they 

going to miss most about their home. Can you give them a little bit on that? 

 

Allan: 

 

Debbie, thank you for reminding me of that, because we're going back now to the 

marketing. If we say, "Do you want to start with price?" then say, "I think we've selected the 

highest realistic price; we're setting a precedent here; I'm very optimistic and let me say 

this—I'm going to pull out all the stops. If the home doesn't sell in the next few weeks, if we 



 

 

 
www.excelleum.com 

Copyright © MMXVIII Debbie De Grote. All rights reserved 

 

 

don't get the reaction, obviously we're going to have to adjust the shelf positioning, but I'm 

very excited." That's the price; now let's go to the marketing. 

 

"Marketing, three words: range, reach, and influence. We've talked about range and reach, 

the IDX, the Web, let's talk about influence. In order for me to properly influence buyer and 

buyer agents, Don and Debbie, you have to first influence me. You've lived here for 20 

years, no realtor on this Earth will have the understanding and the passion for the property 

as you do. The first step I have is I put together this program; I'm going to give both of you a 

piece of paper and ask you write down the three to five major reasons why somebody would 

want to acquire this lifestyle." 

 

Then I hand them this paper; they take five or ten minutes; I've never had one person say, 

"What's this, your training?" They love this! They're totally engulfed in this process, so now 

when I get their results, "You had this as number 3, you can walk to Starbucks, you've got 

the best SAT scores in math in the county. Interesting, neither one of you listed number of 

bedrooms or baths, and I commend you for that because that's not why people are going to 

buy the lifestyle. Yet 99% of all real estate ads list bedrooms and baths, but that's not how 

we're going to differentiate your property. Now that we've covered the top three to five 

reasons, that's going to inform me in terms of the text that we'll use, the photos we're going 

to take, and how we're going to influence the buyer agent. 

 

Speaking of the buyer agent, now that we've talked through all the positives, one of the 

reasons why I recommend we do some open houses Debbie, is because that's the only 

opportunity I will have to take the transfusion from you and Don to me; your passion, your 

knowledge, and speak directly to the buyers without the buyer agent. You see, the buyer 

agent has an ethical responsibility to represent their buyer. In most cases, that means trying 

to help their buyer pay as little as possible for the home they want. My responsibility is to 

help you get the most for the property, so this allows me to move out of the way of the buyer 

agent. I can speak directly at the open houses about what we're discussing today. We're 

building a narrative about how we're going to influence the buyers, because the Web will 

take care of the range and the reach; it's the influence, staging, negotiating, how we 

communicate the property. 

 

Now that we've gone over the three to five most compelling reasons for the lifestyle, and by 

the way I agree with you how you have as number two the rear of the property; it is 

magnificent and congratulations. I know you've spent years cultivating that property; it is 

stunning! Now that we've talked about the reasons somebody would buy your home, let me  
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ask you this—is there anything about your lifestyle, your property, that you believe that a 

buyer or buyer agent might try to use against us? Might try to discount that we should have 

a strategy for, because if there is, let's discuss tonight how we're going to respond—the 

three of us—to any criticism of the property." 

 

The only way you ever have access to people is through their concerns, so you've 

eliminated the competition, range and reach, the illustration, the influence, your staging and 

negotiating, you're involving them because what people are willing to create, they're willing 

to defend, you're telling them there are buyer agents working against them. That means 

you're more valuable because you're defending them, because if there isn't polarization you 

have less value. If somebody's not working against them, your value isn't as great, so 

you've brought that up and then you're teaming up with them in terms of a strategy. I might 

also say this, "By the way, in real estate we're typically told that we should encourage home 

owners not to be at home when the buyer or buyer agent is coming through, and the reason 

that is the prevailing wisdom is a lot of buyers want to take psychic ownership; they might 

think anything you say is unduly subjective. They may want to linger, to be critical, but every 

once and while, I meet with certain clients and you two would be that category; I think it 

would be an asset. I think it might even be a tipping point if you would be willing to meet 

with these buyers from the very beginning because you showed your property in such a 

balanced way; there was no hyperbole. You weren't defensive. Often, the buyers actually 

have more in common with the home owners than they do with the realtors. So with 

advance notice, would you be willing from the very beginning to meet with certain buyers, 

especially if they're moving from the Midwest as you did?" 

 

Debbie: 

 

Obviously on that they're going to be careful; it's going to depend on their seller, and often 

we know real estate agents do get in the way of the transaction. Now that we've done all of 

this, I feel there should be a really powerful rapport built at this time. They may be thinking, 

"How do I move them?" This is where many agents get stuck. "How do I move them from 

here to signing the listing agreement?" 

 

Allan: 

 

That's a 64-thousand-dollar question, and for some realtors that could be their commission. 

For some of the higher priced markets, it's a process. First of all, if homeowners are thinking 

that we're not going to sign anything tonight because earlier I referenced that consumer 

covenant, the realtor has to have a strategy to counter-condition them. 
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Here's how they do it. I'd say, "How important do you think the way that buyers will be 

shown your property is going to be?" "Oh, we think it's very important." "Well I do too, but 

unfortunately, while there is a training program for realtors in general on showing homes, 

there's no training programs on individual homes. As a result, sometimes you'll actually 

have a buyer agent come into your home and open a closet door and say, 'I think this is the 

family room.' We can't afford for that to happen, so I have a program called the 'Cooperative 

Showing Suggestions.' You and I, will be putting together showing instructions for every 

room of the home. I don't mean highlight sheets or fact sheets, I'm saying that here's what 

you should say. Some realtors when we email that to them when they want permission to 

show the property, they won't even look at that. But the serious ones they don't want to be 

embarrassed, because they know that if they bring a buyer to the property and open up the 

closet and say, 'This is the family room,' they lose all the confidence of their buyer.  

 

So how would that work? Let's say that this evening we have a meeting of the minds, and 

you extend the privilege of representing you. We take care of the paperwork, and first thing 

in the morning, I will have my assistant come over and interview you on what you think; in 

fact, I've hired somebody from the local college who is a writer who does this for me, and 

boy, he's unbelievable. He'll take hours putting together the narrative, and I oversee and 

supervise it. The only reason I'm introducing this now, is because I'm not concerned about 

explaining the program as much as I am in saying, 'If we have a meeting of the minds this 

evening then we'll do this, then this happens’, and they will ask how the brochure will work? 

Let's say every question they ask is answered the same way, because we don't want to 

miss the mark and it's best we catch the people coming in from Raytheon this week, or like 

in the Northeast, I should say, 'We want to get your property on the market before 

defoliation, because when the leaves fall the property goes down,' or 'We don't want to  

meet the spring selling season', see I'm always letting them know there is a sense of 

urgency." 

 

Let's get to the closing. 

 

Debbie: 

 

Before we do that, you will be shocked if you were in my chair asking people all day long, 

"Are you actually taking the listing agreement into the house with you?" how many times, I 

would say at least 50% of the time, they say, "no." And then when I say, "So how do you 

ask to sign it? What do you do?" And their answer is, "Well, I wait for them to tell me they're 

ready." That's actually very common, and these are not new agents; these are often 

experienced agents and they may be so well thought of that ultimately they win the majority 

of those listings. But at the minimum, that means they have to go back for yet another  
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appointment and that really cuts into their billable time and profit. That's assuming a seller 

even wants to meet with you again. 

 

As a high-D personality you better come to my house ready to get it done. I want it done in 

30 minutes, I want you out the door, and go get it sold. I don't want to meet with you again. I 

just want to make sure they're taking the listing... 

 

Allan: 

 

Also, the agent has to understand that they've got to transform themselves when they meet 

with these home sellers, that for one hour, two hours, they're a member of their family. They 

make the people so comfortable. I used to go on thousands of listing appointments with my 

agents, often times they'd say before we arrive, "Allan, you're not going to like these people, 

the husband is a jerk, the wife is this." An hour later, we're walking out with a listing, I'm 

being invited to weddings and bar mitzvahs, because I didn't speak to them, because the 

first thing I always told myself is this, "I'm going to love these home owners." Because the 

first question every homeowner has is this, "Do I like the sales person?" And sometimes 

you even need to have a little comedy, for example, when I used to go on listings that were 

major mansions, I used to always open like this, "Folks, just so you know, I'm very 

comfortable in a home of this size and aesthetic grandeur, because I grew up in a similar 

size home. Now those six other families living with us..." And every single time they loved 

that, they laughed, and I said, "Could I have a glass of water?" And just asking for a glass of 

water they'd say, "Oh, I'm sorry, have you had dinner? Would you like a piece of pie?" 

You've got to humanize, you're in somebody's home! 

 

Debbie: 

 

On that point though, because I know they can go off on tangents, nothing you said right 

there involved you talking all about yourself, your hobbies, your family. When you're talking 

about winning them over, it really is 100% focus, make it all about them, suspend judgment, 

you’re not going into that appointment judging them. In fact, I'd even suggest some of our 

listeners may want to read the book How to Win Friends and Influence People by Dale 

Carnegie. He was the frontrunner of this and it is a very unique way to build rapport; that's 

the definition of charisma when you can walk in, be so focused on them that they just love 

you. 
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Allan: 

 

Debbie, you've got to make both home owners, if there is two, feel great. If John is saying 

something you've got to say, not, "John, I think we should do this," you should say, "Mary, 

John is making a great point." Because sometimes agents lose business because one of 

the spouses thinks you're spending too much attention trying to determine who is the 

decision-maker—you'll never know. You've got to treat both people equally and honor them. 

 

Let me give you the closing techniques at the end. Closing the listing, a lot of people have 

problems with. Just like if you went to the New York Times or the Los Angeles Times and 

you went to the job opportunities, you see one category that says "Salespeople" and then 

on another page there used to be "Closers". There is a major difference between a 

salesperson and a closer. Some people can make the greatest presentations in the world, 

but they haven't developed either the nerve or the skill set to consummate the presentation 

into a side marketing agreement. Here are the mistakes that most make: 

 

Hundreds of thousands of realtors have lost listings because at the end they'll say this, "Do 

you have any questions?" You never ask at the end; you ask open-ended questions at the 

beginning. But we do the opposite. You don't ask open-ended questions at the beginning, 

we say, closing things like, "I want to help you get the best price" and we make declarative 

statements at the beginning when we should be asking, "Would you like to begin with this or 

that?" And then at the end, instead of closing, we do the reverse. "Do you have any 

questions?" Never ask that because that opens up, that says, "I don't know how to close 

this." 

 

The second thing that a lot of realtors will start to do, is to say, "When would you like to get 

started?" That's the second worst thing you could ever say, because a lot of people don't 

want to get started. They've lived in their home for 15 years; they have an approach  

avoidance conflict. By asking, "When would you like to get started?" the reason that's 

asked, is that's the question the realtors wish they'd ask them. The agent would love for the 

homeowner to say, "Debbie, when would you like to get started?" so you could say, "Right 

now," but they don't like that question. And if they say, "In two weeks," you're dead in the 

water, in a month, that's spring. That's absolutely crazy to ever ask that question. 

 

The third thing that some realtors do that will lose getting the listing is to say, "Boy, I'd really 

love to represent you, I'm really excited." Now they're begging. What you should always say 

in every single appointment, every single marketing proposal is this: "Based on our 

marketing..." and then you have to have a lot of creative ideas, like if they've got a lot of 

doctors in the neighborhood I want to do a mailing to the hospital because we've got a lot of 

surgeons, so you can review. "We're going to do this, we're going to do that. Based on our 
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marketing, in your opinion do you feel that we can do an effective job at marketing your 

property?" 

 

Everybody says, "Yes." That's so adroitly phrased as a question, it's almost not to be 

affirmative. "Based on our marketing, based on our customized marketing, in your opinion 

do you feel we can do an effective job of marketing your property?" Yes. Here's the close—

"Great! All I have is one last question. How soon would you like to have your beautiful home 

sold to the right buyer?" See, you're asking a question that's congruent with consumer 

concerns. They don't want to get started as much as they want their beautiful home sold to 

the right buyer. Ask them the question that they have enormous difficulty ignoring, avoiding, 

and not responding to in the positive. "How soon would you like to have this magnificent 

property sold to the right buyer?" By the way, because you're a marketing person, you'd say 

"the right buyer." To a listing agent, it doesn't matter, as long as it sells. 

 

I think thousands and thousands of listings have been lost...let's say a person says, "We're 

not in a hurry." "Great, let's get started, we won't have any time pressure." "Gee, as soon as 

possible. "I wish I was here last week; let's get started." So you bring a sense of urgency. I'd 

even step up and shake their hands. "It's a privilege to represent you." You have to bring 

energy. 

 

There's a whole other thing if they say, "Wait a minute, we're not ready." We can talk about 

that as well what to do. 

 

Debbie: 

 

One of the things I know our listeners are thinking, is they're going to say, "What about 

commission?" Here's what's interesting, that I know for a fact happens a lot. Agents walk  

right in that door, and they volunteer to cut. "You're my past client, so therefore...if you buy 

from me and sell with me, I'll do X." What I'd like to ask everybody do today, which they can 

all easily do, is—stop that. Literally just stop volunteering. If they're going to bring it up, let 

them. Often, when a presentation or proposal is weak, of course commission is going to 

come up. Everything we've talked about here today, I get it. It's not a magic pill. There are 

tough consumers out there, yet everything was directed at getting you the most money 

possible. Everything was directed at building the value of that agent's wisdom and 

experience, so it's a lot less likely to come up than if you go in and have a very weak 

"presentation" and you make it all about you. Now, though, when they bring it up, the first 

thing I always recommend is, don't panic. If you or I walked into an antique store and we 

see something that's a fabulous price and we know we're going to buy it, it's a great price 

and we want it. We're going to feel a little bit foolish if we don't at least say, "Is this the best 

price possible?" 
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It's almost like checking the box. Just because they bring it up, does not mean that they 

won't pay you more if you stand your ground. I have a couple thoughts on commission but 

I'd love to hear yours and I'll jump in with mine. 

 

Allan: 

 

This is all important. First of all, the fee begins when you're standing outside at the front of 

the home. It also has to do with the way you handle price. You're not going to influence that 

much the first price that goes on a listing. It helps you so much in terms of the later 

discussions on commission, possibly, for them to see that you're on their side, you're 

working as a team. They might think, "Allan gave a little bit; he's going to fight for this." As 

opposed to them thinking that you're there on a mission to get their price down because 

everything is, the deck is stacked against them. In the same way as, do you think as many 

agents have said to a home owner when they present their first offer, "Often times the first 

offer is the worst offer," or do you think they'll be more likely as an industry to say, "Often 

times the first offer is the best offer." People aren't stupid; they see the game that's going 

on, even though it is the case, or isn't the case. The more they like you, the more they're 

excited about the marketing, the more that you've come up with an idea they haven't 

thought of, and I have hundreds of ideas like that, "We can't have somebody else do this 

anywhere else," so your value goes up, because money follows value. Even that said, I am 

so happy that Debbie is so realistic that she says there is no magic pill. We've got some 

ornery people out there, some world-class negotiators and ingrates, that sometimes we 

have to deal with, so all we can do is be prepared to be at our best and let the chips fall 

where they may. 

 

That said, here are some tips. Number 1, your mindset. Even though we all know ethically 

that to the question, "Are fees negotiable?" we have to say, "Yes." Just because fees are 

negotiable doesn't mean you have to negotiate your fee. If you go for your career and your 

first fees are negotiable, you're already setting yourself to capitulate to their desires to have 

the fee lowered. 

 

Number 2: There are different ways—if somebody says—I'm going to give you my wise guy 

one first, "Allan, the other company said they'd market the home," and first of all fees are 

negotiable, everybody has a different commission, this isn't a standard for the industry so 

it's all individualized, so let's make sure that's clearly understood. That said, here's my wise 

guy response, "Allan, the other company said they'd market our home for four," I used to 

say this all the time—"Folks, with all due respect, knowing their marketing I'm a little 

surprised they're trying to charge that much." Now, that's the complete opposite they'd 

expect you to say, but you can't say that unless they really like you. Let's say you've have a  
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piece of pie, you're having a glass of water, they love it! "Knowing their mind, because 

they're basically a listing company, not a marketing company, why would pay anybody 4% 

just to list your property?" 

 

"Allan, we're not happy; we want a lower fee." "Folks, with all due respect, if I can talk to you 

like I know you here tonight, I would recommend that rather than have your property be on 

the market for $500,000 at 4% I'd rather have you put your home on the market for 

$505,000 at 5% and have world-class marketing and negotiating but we can always come 

back to the fee later if you don't see the value in the marketing. 

 

When somebody says, "What is your fee?" "Our fee is split in two ways and divided in four, 

but basically my fee is one and a half; the company gets about one, one and a half, and the 

selling company splits the rest...you didn't think I get the whole six percent, did you?" Then 

you move on. "One of the reasons why your home is so valuable is when somebody built it, 

they didn't cut corners, do you agree with me? Just like no one cut corners on the building 

of the home, let's not cut corners on the marketing." 

 

Another thing is this, "Folks, with all due respect, now is not the time to negotiate. The time 

to negotiate is when there's going to be offers. Let's at least dangle a carrot to the selling 

community, then if we're not happy we'll negotiate in terms of the price.  

 

"What is your fee?" "Our marketing fee is two and a half percent and then we have to 

decide what to pay the co-broker." There's hundreds of different examples in terms of that, 

but the less said the better but it's more about establishing value. Sometimes you have to 

give people a nod. 

 

"The other company said they keep one percent and pay all three." "Folks, why would you 

ever pay your adversary more than your advocate? You actually want to pay the people 

who have an ethical responsibility for you to get less for your home more than you want to 

pay me and I'm representing you. But we can come back to that later." They're not going to 

say, "Uncle, moving on" and they'll see the fee in the agreement. 

 

Debbie: 

 

I think the key is you don't have to score the point when they're saying they're not going to 

say "uncle." You don't need them to say you're right, just move on as if it's agreed. 
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Allan: 

 

Never explain and never complain. 

 

Debbie: 

 

One of the things you said which is my belief too, is to talk about that it is part of marketing. 

In the Excelleum script book, I actually say to them, "Mr. and Mrs. Seller, I'm sure you 

realize that commission is really nothing more than a marketing carrot, and the great news 

is, which I know you also know, you're not writing a check today. All you're doing today, is 

putting a commission on the listing that will cause the best buyers to come, will allow me to 

spend the time, money, and resources in order to do the marketing, and you're still in 

control, because when an offer is on the table in front of us, you are the person who is going 

to make the decision whether any of us gets paid and the home gets sold. So, today's 

conversation isn't that important." And they know that, and yet when you set it up that way, 

it almost gives them a way out to say, "That makes sense, I'm still in control, I can make 

that decision later." 

 

Allan: 

 

What you said is genius. They need to have a way out because they've read books on 

negotiating and they don't want to feel like they've lost. You've also got to say things like 

this, "Folks, let me ask you, what's more important to you, the fee that you pay or the 

amount of money that ends up in your pocket?" Just have them say, "The money." You're 

off the subject now. "Let me ask you this, your home was on the market; it didn't sell for 

$500,000. If we could sell it for $600,000 you'd pay 10% wouldn't you? It's not the fee, it's 

the sale, so let's talk about how we can get you the greatest price. As of now, whether you 

get 94% of the proceeds or 95%, is absolutely insignificant if we can get you a higher price.  

 

But it is significant to the real estate community and our company can't afford all this 

marketing and all that I do on that percentage. 

 

"Allan, let me ask you this. We've got a $2,000,000 home; the other people, my son has a 

$200,000 home. You said our fee is 6%, what would you charge and you said because you 

give greater service. My son has a $200,000 home, what would you charge my son?" "6%." 

"Allan how come I have to pay 10 times as much for the same great service?" "Because 

you're not paying for service, you're paying for skill." My negotiating alone is worth at least a 

point. On a $2,000,000 home that's worth $20,000 to you, it's worth $2,000 to your son. My 

staging is going to be worth at least one and a half point. That's $30,000 of value to you; it's 

$3,000 of value to him." It's not about service; a lot of people can't solve that riddle. "Why do 
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I have to pay twice as much, five times as much?" "You've got to remember something," 

you compliment them this way, "you're living in a very rarified atmosphere; you're in the top 

one percent of homes and that's why the buyer pool is much more limited and we have to 

do much more, especially when negotiating because we'll be negotiating with world-class 

buyers. That's why tonight I also want to cover my negotiating strategy. "Let's talk about 

how we're going to negotiate. You've got to be able to get off, as Debbie says, off the 

subject, never to return to it, and they sign the agreement because of all the other things 

you're going to do. 

 

Debbie: 

 

You all listening are going to have situations where you'll say, "They want a price that's so 

high, I don't want it." "They want a commission that's so low, I have gone in, I've done my 

very best, and it does not make any sense for me to take this." That's where we can't stand 

here and say, "Never take a listing under 6%." That's where you have to make a business 

decision based on your property, based on the difficulty of that particular seller, the length of 

time, what they're requesting of you. It's all a business calculation to determine, "Is this a 

listing that I want to take?" 

 

Allan: 

 

Exactly, Debbie, and one other point. You can say to some homeowners when it comes to 

fee, "Yes, so it's a 6% fee, you know how that's broken down but I just want to say 

something else this evening—I know based on the results I'm going to get you, that you're 

also going to want to pay me on top of the fee a bonus, but I want to tell you right now I 

won't be able to accept it. Just so you know." That's a great thought to put in their head. 

 

Debbie: 

 

This has been a great session and as we get close to wrapping this up, I want to say that I 

think the main thing here in the commission is be prepared. It's almost always going to 

come up now. Again, back in the day, they didn't always bring it up. Today, they almost 

always do. And yet I find that most agents stutter and stammer when it comes to 

overcoming this and handling it appropriately. My advice to our clients as a coach is, you 

need to learn at least three to five great methods of handling it calmly, graciously, and 

moving them back over to signing the listing. There almost couldn't be anything more 

important that you could learn that would give you an instant raise. 
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Allan: 

 

Two other points I think are very important in this whole marketing presentation. You and I 

have deliberately avoided the conversation of how to specifically say yourself, why, because 

everybody has different credentials, credibility, and we're consumer-centric. That said, let's 

give two ways that you can introduce your greatness. 

 

Number 1: If your company did so many billion, if you're a mega star producer, what you do 

is when you introduce what you've done, you've got to wait until the time when it's 

congruent with the consumer needs. For example, "Is there anything about the property that 

you think a buyer agent might try to discount in terms of the price?" "We know we're on a 

real busy street." "Debbie, let me just say this, over the past 10 years, I've sold an excess of 

$300,000,000 worth of real estate, and many homes were on much busier streets. Don't 

worry, I know how to handle this." Now you're introducing your credentials at a time when 

they're congruent with consumer concerns. Otherwise, you cause people to resent you, to 

be deflators of pomposity. You're bragging, they want to bust your bubble, so you've got to 

judiciously introduce that. 

 

Another thing is this. "Last year our company sold $5,000,000,000 worth of real estate, but I 

know that means nothing to you unless we get you the best results, correct?" You've got to 

contextualize bragging. You want them to know of your greatness; you want them to know 

of the credential, but you've got to do it in a way, just like any time you do personal 

promotion, it's good to have down at the bottom, "Because my clients deserve the very 

best." Everything you do and you say is for them, it's never for you. 

 

Debbie: 

 

You just made me think of something. They don't buy the plane; they buy the destination. 

They don't buy all the "features" of things that you're going to provide, they buy the  

destination which is selling their home for the highest price possible. Allan, I know this has 

turned into a fairly lengthy audio, and what I would encourage them to do is go back again 

and again and again, because I remember the first time I met you and I sat with my 

husband Don and my daughter Taylor, had just gotten her real estate license, and you went 

into the pricing strategies and some of the language we heard today...now my husband's 

been a veteran, top-producing agent for 30+ years, and yet he and Taylor were taking notes 

as fast and furiously as they could. They actually said to me today when we left to go to the 

studio, "When am I going to get a copy of that audio?" Because there's so many layers and 

nuances here. I would encourage you guys to listen to it over and over again, clearly we're 

going to have the transcript available for you. Study it, practice it, internalize it. I would say, I 
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won't add the thought, "Make it your own" in the sense of make it your own by changing the 

words, because if you change the words then the words will not work for you. 

 

Allan: 

 

Debbie, I'm glad you said that about your family's reaction, and I'd like to add this—as much 

as forward-thinking, highly successful realtors and the world's number one coach in Debbie 

love the language, homeowners love it even more. When you say to a home owner, instead 

of saying "comps", you say to the homeowner, "Folks, as we look at these other properties, 

please do not compare these to yours. Please do not think that these homes are similar to 

yours. That would be a very serious mistake. Every home is completely distinct; we're not 

selling it to changeable widgets here. Real estate is not a commodity like wheat in Bali goes 

up and down in one group. Your home is completely distinctive and that's how we've got to 

market it. We've got to determine what is distinctive, customize the marketing, because I'm 

not here because we're looking to sell more homes. We're looking to sell homes for more 

and you've got to work with me. But again, the opposite, the difference between somebody 

using the word "comps" or “similar homes”, versus cautioning people not to fall into the trap, 

people almost have tears in their eyes of joy that they finally met somebody who really 

stands behind them and loves what they're looking to do. 

 

Debbie: 

 

Allan, thank you so much for driving in today to join me here in the studio, and I'm sure 

we're going to have questions and you guys know you can always email me direct, 

Debbie@excelleum.com. If you have questions for Allan, he and I speak almost daily; we'll 

get those over to him. Happy to respond to you. So, now, what do I want to say? Practice, 

study, listen to the audio, and most importantly, let's get out there and use it and make 

some of these sellers very, very happy. Have a great day and go sell something! 

 


