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WEDNESDAYS

Ongoing Seller Communications



Why are you being hired?
Strategy

Communication



SEE THE FIELD
CONSULTING

—— Find Your Path ——

Key Concepts




You're Never a Bigger Star...

Then at the Listing Presentation. Be sure and cover
ALL issues Iin the presentation.

It is MUCH harder to deliver distasteful information (If
there is any) if you haven't set the stage in the initial
presentation!



Why are Seller Relationships
Stressful?

Lack of clarity on expectations

Lack of ongoing information



Set The Stage...

1.Have you ever sold a home before? Tell
me about the experiences...

2.What do you expect out of the agent that
you hire?

3.0n a scale of 1-10, how honest do you
want me to be with you?



The Communication Disconnect

Sellers are intelligent people.

Armed with the same information, intelligent
people will come to the same conclusion.

A free flow of information is the key to seller
relationships!
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Absent Ongoing
Communication from
their Agent, Sellers
Operate In a Silo




The more a property is in line with market value,
the greater percentage of buyers that will look at
the property and attempt to buy it.

You will never get ALL buyers to be interested
In a property, just those that are looking in the
geographic area and price range, with the
physical features your listing possesses.



Timing Is extremely important in a real estate market.

Properties will attract the most excitement and interest
from the real estate community and potential buyers
when it is first listed; therefore, the best chance of
maximizing a sale is when a home is new to the
market.



SALES PRICE VS. TIMING

Time is NOT a seller’s friend! Time is the ally
of the buyer. The longer a home is on the
market, the less it will bring. This can be

proven statistically. Be sure you are brining
this out in your CMA!




THE OBJECTIVES OF THE
PROCESS

1. To get as many qualified buyers as possible (70-80% are
NOT qualified)

2.To assist you getting the highest dollar value for the
property, with the least amount of problems, in the
shortest time possible

3. To communicate the results of activities to the seller

4.To constantly look for the best ways of exposing your
property to potential buyers in the marketplace



BUYERS BUY IN BRACKETS!

Once a buyer is “in a bracket” they don't differentiate among the
properties by price, but by features.

Properties RARELY break out of their bracket when they sell!




3 LEVELS TO HOME SALES

1.Agent excitement
Location
Price

2.Buyers in great numbers
8-10 showings

3.Consistently in top 2 or 3
What one buyer likes, they all like!
What one buyer dislikes, they all dislike.
They're all looking at the same homes!



SEE THE FIELD
CONSULTING

—— Find Your Path ——

The Communication Plan




The following should be

GUARANTEED In WRITING!

A ¥




#1
WEEKLY PHONE UPDATE

'ﬂ



Call/ZO0OM at a STANDARDIZED
Time and Date WEEKLY

regardless of activity
THROUGHOUT the PROCESS



24/48/72 HOUR
FEEDBACK GUARANTEE

A ¥



| will contact you within XX hours of every showing

GUARANTEED



KEY FEEDBACK
QUESTIONS

A ¥



What did your client think about the home’s layout?

Specifically, what did your client like/dislike about the home’s layout?

Has your client purchased another home? If so, where was it located?

If they have purchased another home, what made them choose that home over our listing?

As an agent, could you give us any comments or suggestions about this home or it’s price?




BI-WEEKLY
ACTIVITY REPORT

A ¥



BY-WEEKLY LISTING REPORT
Prepared By

FOR PERIOD OF:
PROPERTY ADDRESS:

We have compared your property to the sales activity in other similar
properties to help you better understand the current housing market.

The following features were used:

Number of Bedrooms..
Number of Baths
Square Footage

Sales Price Range.
High School Districts

Total number of Properties listed

Average Listed Price

Total number of Properties sold

Average Sales Price. :
Total number of properties withdrawn or expired
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Running the Report

Use a “running” 2 weeks

Baseline Physical Features +

Area parameters that were used in initial CMA
Current Price “Bracket” and next Lower Bracket

GOAL: Give the Seller a 2-week activity “snapshot”



Why Is this So Important?

The marketplace will talk to you!
The Question is...

Are we going to listen?



The Bottom Line...

It i1Is IMPOSSIBLE to
OVER COMMUNICATE
to a Seller!
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See you September 18t for

“Magic Words”...
Enhanced Dialogues for
Today’s Environment



Thank You!

For more information please visit
waynefredrick.com

Madeline
Admin@stfconsult.com
417-860-4903

Wayne@stfconsult.com
417-838-9944



http://www.waynefredrick.com/
mailto:Admin@stfconsult.com

	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5: You’re Never a Bigger Star…
	Slide 6: Why are Seller Relationships Stressful?
	Slide 7: Set The Stage…
	Slide 8: The Communication Disconnect
	Slide 9: Absent Ongoing Communication from their Agent, Sellers Operate in a Silo
	Slide 10
	Slide 11
	Slide 12: SALES PRICE VS. TIMING
	Slide 13: THE OBJECTIVES OF THE PROCESS
	Slide 14: BUYERS BUY IN BRACKETS!
	Slide 15: 3 LEVELS TO HOME SALES
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27: Running the Report
	Slide 28: Why is this So Important?
	Slide 29: The Bottom Line…
	Slide 30
	Slide 31

