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“We’ll get through this
cycle and we’ll all be much
better educated and better
prepared for the future.
And hopefully our clients

s ”
will be, too.
ED JELINEK, AGENT, COLDWELL BANKER

Whether or not they used social media, these top pro-
ducers stress the importance of smart phones, particularly
the BlackBerry and iPhone, for keeping their business and
life in order. GPS systems, computer-based calendar sys-
tems and an assistant were also noted as key tools for
several top producers.

INVESTING IN THE FUTURE OF YOUR BRAND
Ad spending was expectedly hit as the market plummeted,
but these agents continued to invest in their brands to
remain top producers this year and in the future.
Mitchell practices the philosophy that you must “spend
money to make money.” Particularly at the beginning of
her business, she invested in ads on billboards, scoreboards
and banners, among other places, in addition to heavily
involving herself in the community to make contacts and
build relationships. Although the majority of her business
now comes from repeat clients and referrals, she continues
to “do it big” by investing in half-page ads, a robust Web
site and visually appealing virtual tours.

Burtt says some leading priorities for her business,
particularly through 2010, will be good Internet market-
ing, useful visual tours and pictures, e-mail marketing
and abundant open houses. “Just keep trying a variety of
methods: Internet, print, personal contact,” says Burtt.
“Find the style that really fits you.”

CARRYING TOP PRODUCER STATUS INTO 2010

Going forward, several of this year’s top producers are
expecting, or at least hoping, that the market will improve,
as buyers and sellers — and some agents — continue to
adjust their attitudes to the still-depressed market.

“I think this year will be better,” says Burtt. “Interest
rates are low, pricing is great for buyers, sellers have been
working harder to get their properties sold and there are
some great opportunities.”

In order to capitalize on these opportunities, top
producers — and those seeking to reach this level going
forward — must work hard to ensure their attitudes and
the attitudes of clients are adjusted to the current state of
the market.

“Sellers have begun to adjust their expectations. They're
beginning to accept and acknowledge the decrease in
market value,” says Anderson. “And buyers are figuring
out this won’t last forever; it’s their turn.”

Reaching top producer status requires buyers, sellers
and agents to be on the same wavelength and set realistic
expectations about what is achievable in this market.

“We need to work with a spirit of cooperation to get
buyers and sellers on the same page as it benefits our cli-
ents, our companies, our economy and, most importantly,
each other,” says McDonnell. “Remember, this too shall
pass and if you are still in this business after the last two
years, pat yourselves on the back as ‘survivors’ of the
toughest real estate market ever.” CA
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TOP PRODUCER QUIZ ANSWERS

1. Correct: B — Setting goals is the
single most important thing you can do
to increase your success. As the saying
goes, “If you don’t know where you're
going, how will you know when you get
there?” You can use your goals as a
roadmap, reminding yourself of where
you want to go, tracking your prog-
ress and rewarding yourself when you
achieve them.

2. Correct: A — You need to develop
a plan to help you achieve the goals
you set each year. The plan must have
specific goals for advertising (news-
paper or online), direct mail (postcards
and e-mails; how many?), cold calling
(number of calls per day) and much
more. You even need deadlines, a
budget and milestones to make sure
everything gets done. If your plan is as
detailed as it should be, you won't be
able to memorize it. You need to print it
out and refer to it often.

3. Correct: B — Know your numbers.

Top agents know the average number

of prospects they need to generate one
transaction (and even for top agents that
number is not 100 percent). Different types
of leads have different closing ratios, which
vary from agent to agent. Top agents know
how many referrals, farm leads and Internet
leads they need to get one sale. Start track-
ing your success with different types of
leads. You'll learn exactly how many leads
you need to achieve your sales and com-
mission goals. This will also help you make
your business plan for the following year.

4. Correct: C — No matter how many
years you've been in the business, you
need to prospect; it's not negotiable.

You may get enough referrals from your
sphere of influence now, but in this com-
petitive industry, another agent will always
be coming along to snatch your prospects
away from you. You need to constantly fill
your pipeline of business with fresh leads.
Prospecting can include advertising, cold-
calling, farming, sponsoring a local team

— anything that helps you get more leads.
You may also consider signing up for a
service like Market Leader (marketleader.
com) that will guarantee you a minimum
number of exclusive buyer and seller
leads every month.

5. Correct: A - If you're working too
many hours without a vacation, your
performance will suffer. Your clients will
notice that you're tired and unenthusiastic.
And while you may have taken a vaca-
tion recently, if you're working 14 hours a
day you'll quickly lose the benefits of your
vacation. Take care of yourself! If you're
too busy to take time off, it may be time to
invest in an automated prospect manage-
ment system, such as one from Market
Leader, that handles the time-consuming
follow-up work for you. That way you can
spend more time with your family or face-
to-face with your active clients.

6. Correct: C — Schedule your time for
success. If you don't set aside time for
your daily activities, last-minute tasks will

invariably get in the way. Your schedule
will help ensure that you accomplish
everything you need to do each day.
Phone calls, follow-up e-mails, CMAs,
appointments and drop-bys. Make

a list of everything you need to do,

and schedule a specific time to do it.
You'll feel much less stressed out and
manage your time more effectively.

7. Correct: A — Watch how you talk to
yourselfl Always think positively. Beating
yourself up for less-than-stellar results
is a recipe for failure. Rather than giving
up on cold-calling, make an effort to
practice, practice, practice. The same is
true for listing presentations, face-to-
face meetings and even your marketing
e-mails. Consider working with a service
that provides coaching especially for
real estate agents. Even if you're already
good, you can always get better!

QUIZ REPRINTED WITH PERMISSION FROM
MARKET LEADER. FOR MORE INFORMATION, VISIT
MARKETLEADER.COM.
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