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So who is Your Castle Real Estate?

For the Denver Post, we are a trusted source of information, as we frequently provide background for their real estate

articles, and we are the source for their on-line neighborhood analysis map. The Denver Business Journal ranks us in the

twenty five largest firms in the Denver area, and the sixth largest non-franchise real estate firm. Being locally owned
enables us to customize our approach to the unique needs our local clients, unlike the big national franchises.

The information in this report is the tip of the iceberg of the custom research we do. We do this research for one
reason — to help you make the best possible decision.

We can help you find the house of your dreams, or sell the one you have with speed, ease and professionalism. Our
Realtors can assist you with investment and commercial properties. Approximately 30% of our clients are investors.
Our team can help you sort through the 20,000+ listings to find the small handful that represent the best deals.
Many clients get 10% or more of “instant equity” when they buy their home, condo or investment property.

Our 150 agents and five loan officers span the metro region, from Colorado Springs to Boulder. We have a unique
focus on educating our clients about their options so they can make well-informed decisions. We can identify where
property appreciation has been the highest and where the best schools are located. In short, our resources be
customized to your specific requirements.

Your Castle Real Estate: Iocal/ Knowledge. Total Commitment.
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NAR Survey Results

Buyers — First time buyers consistently comprise around 40% of the overall
market.

% of buyers that are Implications
first timers

B Regardless of the macro trends, first time buyers
are always going to be a large part of the overall
buyer pool. Be sure to tailor your marketing

40% 40% 40% 39% 4£ /0 materials to their needs.

] 36%
] B Of first time buyers, 49% are married, 24% are
single women, 12% are single men and 14% are
unmarried couples.

42%

B Overall, 7% of buyers in Western US did not
speak English as their primary language; this
segment is growing,.

B Overall, 15% of buyers in Western US were not
2001 2003 2004 2005 2006 2007 2008 born in the US and might have different cultural
expectations of the home buying process.

Source: 2008 NAR Profile of Buyers and Sellers

Mod 00-1 - NAR buyer seller study 3 © Your Castle Real Estate, LLC 2008



NAR Survey Results

Process - On-line resources are the most important “first resource” for buyers.

First resource used Implications

B Interestingly, trade-up buyers are more likely

Look at properties online |33% (38%) than first time buyers (27%) to start the
Contacted Realtor [ ]17% process by looking at homes on-line.
Looked online for general info 12% B First time buyers are less likely to start by calling

Drove by h / —Jow a Realtor (13%) than trade-up buyers (20%).
rove by homes / areas (1)

Talked with friend [ ]7% B Overall, all types of on-line information were
used as the first step in the process by 45% of the
Contacted bank / lender 7% buyers.

Visited open houses || 4%
Newspapers / magazines :| 3%
Builder model homes | | 3%

Home buying seminar |] 1%

Source: 2008 NAR Profile of Buyers and Sellers
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NAR Survey Results

Process - Overall, buyers use many different resources throughout the purchase
process.

Resource used, entire Implications
process
. B The internet is the most important first stop in
Internet |87% the research process, but other sources are used
Realtor 185% as the search progresses.
Yard signs | 62% B First time buyers and trade up buyers are about
the same in their use of the internet, Realtors and
Open houses | 48% .
yard signs.
Newspapers | 47%

B Opens houses are somewhat more important for
Home books 30% trade-up buyers versus first time buyers

Builders 22%
Television 10%

Bilboards | ] 7%

Relo company | _]5%

Source: 2008 NAR Profile of Buyers and Sellers
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NAR Survey Results

Process - While buyers consult many resources in the home search process,
some get much more use than others.

Buyer’s Frequency of Use for

Information Sources

100%

0% 20% 40% 60% 80%

Internet 18% [ 13% |
Realtor 21% | 15% |
Yard signs 38% |
Newspaper 53% |
Open house 52% |
Home book 70% |
Builder 13% | 78% |
Television 90% |
Relo company 3 95% |
Billboard 93% |

E Frequently O Occasionally O Rarely

Mod 00-1 - NAR buyer seller study

Implications

B [nformation from the internet
and Realtors drives the process

B Open house and newspapers are
consulted by many, but likely not
often enough to have a large
impact on the decision process.

Source: 2008 NAR Profile of Buyers and Sellers

© Your Castle Real Estate, LLC 2008



NAR Survey Results

Process — Buyers are increasingly taking control of the purchase process and
finding the home they ultimately purchase on their own.

How Buyers Found the Home Seller Implications
They Actually Purchased

50% 1 48% —+— Realtor . . .
o Internet u Newspoapers Oand print media have declined
Yard sign from 7% to 3%.
40% 36% B Home books and magazines declined from 2% to
34% 34% 1%.
32%

30% - B The median income of buyers that relied heavily
on internet search was $77,000 vs. $58,000 for
buyers that didn’t use the internet as much.

20% -

B The more expensive the home, the more
important internet marketing becomes.

10% +

O% T T T T T T 1

2001 2003 2004 2005 2006 2007 2008

Source: 2008 NAR Profile of Buyers and Sellers,

Your Castle analysis
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NAR Survey Results

Process — The majority of buyers use an agent to assist them. The rise of the
internet makes clients more informed but hasn’t put agents out of business.

Who Helps Buyers
Purchase Homes?

81%
se0  TT%  TT%  T1% (9%
69%
—+— Realtor
—0— Builder
FSBO
0,
% 1A% 1006 1255 13% 1206 40
15%
W 9% 9% % 706 . 696
2001 2003 2004 2005 2006 2007 2008
SR ACTT T
Ykg EUA% ELS T%JELL Mod 00-1 - NAR buyer seller study 11

Implications

B Seller user of real estate agents remains
high (four out of five properties)

B FSBO (for sale by owner) is around one
out of five

B The trends are pretty stable over time

Source: 2008 NAR Profile of Buyers and Sellers

© Your Castle Real Estate, LLC 2008



How To Quickly

Sell Your Home For More

Avoid Costly Mistakes

And Walk Away With More Money

By Nick Gromicko

Founder
National Association of Certified Home Inspectors
www.nachi.org

Director
Master Inspector Certification Board
www.CertifiedMasterinspector.org

Copyright © 1996 Nick Gromicko
Note: All U.S. and Canadian licensed réastate agents, Certified Master Inspectors, and embers of the National

Association of Certified Home Inspectors are freed copy this book in its entirety, reprint it, distribute it, and put it on
their websites without written permission from the author. Have at it!

1



Yefl lT éDLD
QUICKEZ THAN |
THOUGHT, Too/

- S
o a®

THE GOAL

Ending up with more money at closing is what ceunthis money, called net return, is
the selling price of your home less your debt aosts  Spending big bucks on improvements
and marketing might get you a higher selling pbcé won't necessarily increase your net re-
turn. Your strategy is to do only those certaimgls that will likely increase your selling price
more than the cost of doing them. Realize that yabably will not be able to do them all.
This booklet will show you what to do and what tmto.



WELL . IF BEING REALTY
MAN HELP$ You seLL
HoU4ES. CHAMBERS.
THEN GO For IT- - ,

GET PROFESSIONAL HELP

This book contains my opinions. Some materiakhis book may be affected by
changes in law. | am not engaged in the rendexingvestment, accounting, or legal services.
If these services are required, | urge the reaml@btain them from a competent professional.
Much of what follows may sound as though | am afgmg to talk you into using a real estate
professional. | confess, | am. For most home osyrelling is a rare event. Selling without
the assistance of an experienced real estate prof@s is like representing yourself in court.
As they say, you will be sure to have a fool faliant. Aside from the skills required, selling a
home is a lot of work . Add up all the hours restate professionals spend selling a home then
subtract their numerous out-of-pocket expensesyand! find they end up earning less per
hour than any other comparable professional. démtsthey're a bargain.

Real estate agents provide countless services asch

« Implementing suggestions in this book.

- Representing you and protecting your interests.

« Providing up-to-date market information of receales and competing listings.
- Reviewing your disclosure statement.

« Acquiring school and crime statistics.

« Putting up a sign in your yard.

+ Advertising your home.

«  Complying with fair housing laws.

« Placing your home in the Multiple Listing Service.

- Creating and dispersing flyers.



« Prospect matching.

« Placing your home on various web-sites.

- Caravaning (touring other agents through your home)

« Marketing to other agents by word-of-mouth.

- Alerting out of state transferees and corporatecation services.
« Screening prospects to protect you from “unwelcasighbtseers.”
- Holding an open house.

« Showing your house whether you’re home or not.

- Responding to telephone inquiries about your home.

« Pre-qualifying prospects.

- Answering questions which prospects are reluctaask homeowners.
« Analyzing offers.

« Negotiating.

« Opening and managing the escrow.

« Writing and presenting counter offers.

+ Consulting with attorneys.

- Acting as a buffer to keep the deal from getting personal.

« Providing all the numerous required documents ana$.

- Handling inspectors and appraisers.

+ Getting the Use & Occupancy permit.

« Resolving disputes.

« Acquiring estimates and bids.

« Arranging for repairs.

« Changing utilities.

« Clearing title.

« Preparing settlement documents.

« Taking the final walk-thru with the buyer.

- Attending and assisting you at the closing.

Remember, For-Sale-by-Owner signs and ads ofteacaiowball offers from deal-
hunters expecting you to give them the commissioiné form of a price reduction. This costs
you three ways:

1. You lose the commission savings anyway.
2. You suffer the costs normally absorbed byréda estate professional.
3. You don't get all the services the real esfabfessional normally provides.



SQUALRK -PLUMBING
et g
ILQT THE BOZ05 KNOW--

PLAY FAIR

You're entitled to all you can net out of your hemBut some say that there is a fine
line between salesmanship and deception. | disagPainting a room to improve cosmetic ap-
pearance is salesmanship. Painting a room toléakes on the ceiling is deception. The differ-
ence is clear. That is why | recommend that hoeflers do four things. First, disclose every-
thing you can about your home, including defects know exist and even ones you merely
suspect. Next, consider having a prelisting inspe@erformed by a member of NACHI, the
National Association of Certified Home Inspectons @ive every prospect a copy of the report.
Third, encourage and allow prospects to perfornr then inspections. Having taken steps that
alert your prospects to the negatives frees yaniphasize the positives. Lastly, | recommend
using a real estate professional to keep everythirgight. Many a buyer happily paid full
price after a real estate professional found thHearright home. Both seller and buyer are win-
ners when salesmanship is combined with honesty.



PREPARATION

Think like a buyer. Prospects naturally want best for themselves. They arrive at
your front door wanting to find the right home. ytiu have done your preparation work, every
room in your home will lead them to end their sbar&Get everything done before your first
showing.

14 5T A 5U66€5TION
BUT YOU MIGHT WANT To
Mow Youg LAWN BEFopg
| BRING OUEE ANY MoRE
PROSPECTIUE BUYERS 4

“‘"‘"I'l “‘lll//l\‘ll-\" PR AKX

| S Ta v v 8% & Ve e 'S

v 8 o v

L ANDSCAPE.

Make sure the lawn is neatly mowed, raked and edged
Prune and shape shrubbery and trees to complinseintypme.
Plant seasonal flowers along the walks and in theting areas.
Add an inch or two of bark mulch around your shrabd trees.



PUT ‘FULL BASEMENT
\15 $TOCKED WITH Youp
BROTHERY FUBNITURE .

REMOVE EVERYTHING THAT YOU CAN TEMPORARILY LIVE WITHOUT .

Put everything you can into temporary storage atiit to charity, sell it, give it away,
or burn it. Removing everything from your homedyefputting it on the market...

Makes your home look bigger.

Allows a prospect to more easily imagine their atems in your home.

Allows you to remove personal fixtures, such asidnaa’s chandeliers, now, so that
you won’t have to bargain over them later.

Neutralizes the personality of your home.

Gives the inspector greater access.

Lowers the cost of packing and shipping items.

Prepares your home for cleaning, painting, etc.

Creates a possible tax deduction if you donatestencharity.

Tip: Videotape anything put into storage in casa later need to support an insurance
claim or tax deduction.



I'M AFEAID THE PLACE 15
FRETTY SMALL - PepUAPS
0&\45 OF You COULD Go INSIDE

B

EMPTY AND ORGANIZE YOUR CLOSETS AND CABINETS.

Prospects will look in closets and cabinets. Mgiam appear larger by emptying them.



HELEN-A CLIENT WANTS To
KNoWw WHEN THE CHIMNEY AT
QUR HOUSE ON FRISBY STRecT

WS LAST CLEANED -+

CLEAN EVERYTHING .

No house is too clean, and few things increaséetalility as much as cleaning. Used
car dealers wouldn't think of selling a car withalgtailing it first.

Steam clean carpeting.

Clean windows and storms inside and out.

Scrub bathrooms, and keep them spotless.

Degrease the oven.

Clean the water heater, furnace, and anythingplsgpects will be paying extra at-
tention to.

Power wash your siding and deck if needed.

Tip: The kitchen is the heart of the home. Ithis room that prospects will likely stop

in and talk during a home tour. Clear all clufrem kitchen counters. Remove every-
thing, even small appliances, to maximize the afgrez of work space.

STOP SMOKING INDOORS.

Cigarette smoke causes odors and stains. Nowve isirtte to kick the habit, at least in-
doors.



REPLACE BADLY WORN OR STAINED CARPETING.

Replace with inexpensive, neutral-colored carpetifipe worse your existing carpeting
is, the better the return you’'ll get on this investit.

Tip: Use this opportunity to screw down loose agdeaky sub-flooring.

THE D1sHWASRER
COMES WITH
THE Houge -

DON’'T BUY ANY NEW MAJOR APPLIANCES OR FURNITURE .

« They won’t make your home look much better.

« The buyer will not reimburse you for them at fulige.

« They cost money to move.

« They clutter up the place.

« The buyer may not share your taste.

« The prospect doesn’t value them as much as theayoas

Exception: Tasteful mirrors can help direct sginfior make a home appear bigger.

Tip: Leave out owner’s manuals to appliances énatncluded with the home.

10



1 ToLD YoU THEWALLS
HAD JUsT BEcN PAINTED!
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PAINT ANYTHING THAT NEEDS TO BE PAINTED.

An investment in cosmetic improvement will bringgeeater return than mechanical
improvement. Consider painting basement walts)tfdoor, metal railings and trim.

« Use neutral colors.
- Beneat.
« Label and leave the extra paint for the new owNkving companies won't trans-
port it anyway.
« Don’t paint unless you are good at it.
1. Prospects will notice fresh paint if it's sloppgd wonder what you are cov-
ering up.
2. A sloppy paint job is worse than no paintinglat

Tip: Take photos or video of everything before yaint it to prove you weren’'t cov -

ering up any major defects. Later you may needetmonstrate this to a prospect, in-
spector, or worse, a judge.

11



WELLYou
5HOULD HAVE
MADE $VRE THe
LIGHTBULBS WERE
INCLUDED WHeN
We BOUGHT ,

THE House -

CHANGE LIGHT BULBS.
Lighting has a tremendous impact.

Replace burned-out bulbs so prospects can see lesvycyour home is.
Put in higher wattage, soft light bulbs to makenjoome brighter.
Install lighting on stairs for safety.
Add battery-operated lights to those closets thek them.

BUY ALL NEW SHOWER CURTAINS.

They are not worth washing.

12



[ THE HOUSE DIESNT HAVE A
TOILET BUT You CAN US€

THE GAS STATION
DoWN THE 5TR€€%

REPLACE TOILET SEATS.

They are inexpensive and easy to replace.

They make the whole toilet appear new.

Visiting prospects inspect and may use the bathroom
Tip: Remove personal cloth lid and tank covers.
| MPROVE THE DRIVEWAY SURFACE.

First impressions are lasting impressions. Théasa of your driveway should be be-

yond reproach. Seal asphalt driveways, patch et&@nes, or order a load of stone to spread.

It is relatively inexpensive and is the first thipgpspects see in sales photos or when they visit.

CLEAN YOUR GUTTERS.

It may be raining when a prospect visits. Als@piectors look for and note debris in
gutters.

13



THEY WEEE 6OINGTD
ADD ANOTHER
ROOM.- -

DON’T ADD ON TO YOUR HOME .

- The only addition to you should want for your homea sold sign. You simply
can’t recoup the cost of an addition when you gsetib

- Often a neighborhood can’t support your larger hame it is usually more difficult
to sell the biggest house on the block.

« Additions often look like additions from the outsjdt is difficult for contractors to
make an addition blend in with your home’s existanghitecture.

- A prospect who wants an addition in the future maiybe able to afford it now.

Tip: If lot size and zoning laws permit additioggt an official letter stating so. Include it in
your prospect packets.

14



PUTTING AN EXTEA COT
/N THE KITCHEN AND
EATHROOM DYES NOT MAKE

ITA 5-BEDEOOM HOUSE!

DON’T REMODEL .

S/

N

FOR GAIF

Remodeling seldom pays you backRemodeling Magazine'annual cost vs. value re-
port shows that the cost of most remodeling prejece not 100% recouped when the home is
sold. As shown in the following table, every tiymu sink money into these projects, you take
money out of your pocket when you sell your horker instance, adding a bath sends 28% of
your investment down the drain. And a swimminglgeturns as much value as a hole in the

ground.

Poject

Cost Recouped

Your Loss

Adding a bath

2%

28%

Remodeling a bath

71%

29%

Adding a family room

71%

29%

New kitchen

70%

30%

Adding a bedroom

65%

35%

Replacement windows

56%

44%

Swimming pool

0%

100%

15



| 7oL You To |

TREAD LIGHTLY
oPeN /7/—/

Housé

IMPROVE SAFETY.

- Correct trip hazards in sidewalk.

« Remove clutter from walkways and stairs.

« Add lighting where necessary.

« Post signs to alert visitors to potential hazardhsas low head room.
- Move stored items away from attic’s pull down stair

+ Install and/or secure stair hand rails.

- Cover exposed electrical junction boxes.

« Add GFCI's (ground fault circuit interrupters).

« Store chemicals out of reach of children.

16



NEW CONPOMINIUM , MR TRASK -

- AND ZEMEMBEE-IF ANYTHING
AT ALL B0£5 WEONG WITH You
UNIT-ANYTHING -DONT CALL Mg !

’ WELL: 00D LUCK WITHYouk-
|

HAVE YOUR HOME PROFESSIONALLY INSPECTED PRIOR TO PUTTING IT ON THE
MARKET .

Eventually your buyer is going to conduct an irdjp®. You may as well know what
they are going to find by getting there first. layan inspection performed ahead of time also
helps in seventeen other ways:

1. You can choose a certified NACHI inspector rathan be at the mercy of the
buyer's choice of inspector.
2. You can schedule the inspections at your coevesi.
3. It might alert you of any items of immediate gmral concern, such as radon gas or
active termite infestation.
4. You can assist the inspector during the inspecgomething normally not done dur-
ing a buyer's inspection.
5. You can have inspector correct any misstatemenkee inspection report before it
is generated.
The report can help you realistically price tioene if problems exist.
The report can help you substantiate a higHenggrice if problems don't exist or
have been corrected.
8. A seller inspection reveals problems aheadnoé tivhich:
« might make the home show better.
« gives you time to make repairs and shop for cortipetcontractors.
« permits you to attach repair estimates or paidicesoto the inspection re-
port.
« removes over-inflated buyer procured estimates fite@megotiation table.
9. The report might alert you to any immediate tyaifessues found, before agents and

N
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visitors tour the home.

10. The report provides a third-party, unbiasechiopi to offer to potential buyers.

11. A seller inspection permits a clean home inspeceport to be used as a marketing
tool.

12. A seller inspection is the ultimate gesturéonthrightness on your part.

13. The report might relieve a prospective buyan®unded suspicions, before they
walk away.

14. A seller inspection lightens negotiations atthdhour renegotiations.

15. The report might encourage the buyer to wdiedrspection contingency.

16. The deal is less likely to fall apart the whagyt often do when a buyer's inspection
unexpectedly reveals a problem, last minute.

17. The report provides full-disclosure protectioym future legal claims.

Include in your promotional packets, copies of iiygort along with receipts for any re-

pairs made. Inspectors that specialize in sellen&pections can be found by visiting
www.InspectorLocator.com

WE LIKE TOMAKE A
THOEZOUGH SEAECH
BEFORE WE BUY--

PREPARE FOR THE INSPECTION.

- Remove dogs. Inspectors don't like getting bit.

« Sweep the chimney. Inspectors need to see up it.

« Move things away from the basement walls. Inspsateed to inspect the founda-
tion.

- Clear a path to the attic access and electric panel

18



You WONT HAve ANY PROBLEM
WITHTHE ELECTRICAL 4YSTEM-
THE HOUSE DOESNT HAVE ONE- f

MAKE NECESSARY REPAIRS.

Of all the things homeowners control when sellingit home, the condition of the prop-
erty is the most important. There are probablyesg@mblems in your home that you have be-
come used to. Attend to them now. A serious pospwill likely have a professional home
inspection. Making repairs beforehand will leavesléor the prospect’s inspector to find. Re-
pair all items that fall into the following 5 catags:

1. Any major defect such as a structural problem.
2.
3

Small defects that lead to major defects suchssall roof flashing leak.
Items that may hinder your buyer’s ability tadnce, legally occupy, or insure the

property.
4.
5

Any safety hazard such as a missing blank a¢léarical panel.
Minor items noticeable to prospects such aglng faucet.

Tip: Save repair receipts for tax purposes andnidusion in your promotional packets.

19



| TOLD You IT NesheD
A LITTLE WORK --

DON’T MAKE REPAIRS YOURSELF IF YOU ARE NOT QUALIFIED .

« Your prospects or their inspectors may recognitessandard work.
« Doing it yourself may take too long.

« You could create a safety hazard.

« The value of your own labor is not tax deductible.

« You will be blamed for faulty repairs discoveretela

ORDER A NEIGHBORHOOD ENVIRONMENTAL REPORT.

Get a neighborhood inspection. Neighborhood Enwmental at
www.NeighborhoodEnvironmental.comill research your city and send you a report \Wwhic
includes everything from the status of local haaasdwaste sites to health risks specific to your
neighborhood. A clean report is a great sellirg.to

HAVE A SURVEYOR MARK THE BOUNDARIES OF YOUR PROPERTY.

Prospects love this. It lets them see what theygetting. It is especially useful with
large or irregular lots to prevent misunderstansliagout your representation of the boundary
lines

Tip: Have your surveyor note how far the neargsthydrant is. Some home owner’s
insurance policies provide discounts when hydrargsclose.

20



PRICE

HAVE YOUR HOME PROFESSIONALLY APPRAISED BY A QUALIFIED APPRAISER.

This prevents you from pricing your home too lavcommon mistake made by For-
Sale-by-Owners. It also can help you avoid pricyjogir home too high. The prospect may
automatically assume that you are asking for mbam the home is worth. Your bargaining
position is improved if you have an independentraigal to support your asking price. Give
your appraiser all information which could helptjfysa high price. Include copies of the ap-
praisal in your promotional packets.

Tip: Offer the appraisal to your buyer’s apprajséne lender’s appraiser will be more
comfortable valuing your home higher if another rajgger concurs.

HAVE A COMPARATIVE MARKET ANALYSIS DONE BY A REAL ESTATE PROFES-
SIONAL.

This CMA, showing what your home may be worth lage comparable homes in your
market, is a must. It also...

« Provides you with a second pricing opinion.
- Gives you an opportunity to interview a local restate professional.
« Can be presented to buyers during negotiations

Tip: Local real estate professionals are oftenarepprised of current market forces
and usually perform this task for free.

CHECK OUT THE COMPETITION

Visit all the local open houses. Price all the panable homes that are for sale in your
area. Read the real estate magazines. Calldlsifiéd real estate ads. Take off your seller's
hat and become a buyer. See for yourself whatédn&et says your home is worth.

21



TAKE ITTHE PRICE
| \6#(&(%?-{—‘. TH Aﬁo U

CAN AFFORD -

SET YOUR PRICE HIGH , BUT NOT TOO HIGH .

A ridiculously overpriced home simply won't sellRemember, prospects don't care
what you paid for the home initially, what you hawo it, or what you need out of it. Al-
though supply and demand, season, mortgage rat¥eting, condition, location, neighbor-
hood, schools and the local economy all affectepsi@mewhat, you must be realistic. You will
never find a prospect who is smart enough to hlgeroney to buy your home, but too dumb
to know it’s ridiculously overpriced.

22



SELLING PRICE IS RELATED TO PREPARATION AND PROMOTION .

Poor Preparation
Home shows poorly.

Some Preparation
Home shows fairly.

Proper Preparation
Home shows well.

Proper Promotion
Listing with top produc-
ing REALTOR.

Strong marketing plan.

Price your home at whal
comparables are asking

Price your home slightly,
more than what compara
bles are asking.

Price your home at wh
comparables with expire
listings (homes that havd

n't sold in some time)
were asking, or more.

Some Promotion
Listing with average real
estate agent.

Mediocre marketing plan.

Price your home at whal
comparables recently so
for, or less.

Price you home at what]
comparables are asking

Price your home slightl
more than what compar
bles are asking.

Poor Promotion
For sale by owner.
Weak marketing plan.

Price your home less thg
what comparables recent
sold for.

Price your home at wha
comparables recently so
for, or less.

Price your home at wha}
comparables are asking

23



-WILL WE ACCEPT %22
VoLLAZ$ A Week FDFT“B
NEXT 1500 YEARS ON TH
2 BEV?OOM CONDO %

1111

CALCULATE THE BUYER’SMONTHLY MORTGAGE PAYMENT .

For most buyers, monthly payment determines adfloildy. If you can calculate the
buyer's monthly payment using 20% down, a 30 yean{ and a competitive interest rate, you
can translate the home into the buyer’s terms.deaters regularly focus the customer on the
monthly payment to emphasize affordability rathieant sticker price. Affordability is ulti-
mately determined by monthly payment anyway. Yan ase an on-line loan calculator or
have your real estate professional provide yownddegs rate chart. Include this price calcula-
tion in your promotional packet.

24



PROMOTION (marketing)

Promotion generates prospects. The more prospleetmore offers. The more offers,
the higher the eventual selling price. It is agamumbers game. If you get enough people to
see your home, some of them will want to buy it.

0.k -NOTICE How WiLCOX
FUNS AFTER THE PROSPELT.-
TACKLES HIM...AND DEAGS
HIM BACK INTO THE ZEAL
ESTATE OFFICE 4

Y OUR BUYER CAN’T FIND YOUR HOME.

Conventional marketing, like newspaper ads anesée signs, have always had one
problem. Such marketing only reaches your localggaphical area and your buyer may not
even live in your country. Internet marketing fee€ the whole world but it has one problem.
Every competing home for sale is also being adsedition the internet. Your buyer still can’t
find you amongst the millions of other homes fdesdn some ways, conventionally marketing
on the internet is already obsolete. The good nswisat times have changed. Still using the
internet, it is now easier and less expensivenm your buyer, rather than marketing enough
for your buyer to find you. Prospect lead genergtcomputer matching, and target marketing
using the internet is now the fast efficient wayital a willing and able buyer.
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PREPARE PROMOTIONAL PACKETS.

These can be big envelopes full of information alyour home for potential home buy-
ers (prospects). Make plenty of promotional p&lkerailable so prospects do not feel inhib-
ited about taking one. They should include théofing:

1. Plenty of pictures: Pictures remind prospadigh home was yours out of the many
homes they have seen. Take pictures that allowyarlto imagine him/herself in the picture,
so leave out the family and pets. A digital cantaa make this easy and cost effective. These
pictures should show your house at its very best:

« Clean.

+ Nearly empty.

- Showing off your home’s best features.

« Showing your pool open, if its winter.

- Showing your home in different seasons (go thrur ydoto album).
« Showing any improvements or additions, before dtet.a

- At angles that make the rooms look large.

Tip: With camera in hand, walk backwards thru tlo®r until the picture frame fits
just inside the door frame.

2. A disclosure statement: Your real estategesibnal can provide you with this stan-
dard form that is required by law in most stat€he disclosure statement does three
other things:

« Puts your prospect at ease.
- ldentifies defects, thus removing them from theéwion contingency.
« Avoids future legal claims.

3. Copies of any warranties in effect.
4. Copies of property tax assessments.
5. A copy of a survey or plot plan.
6. A floor plan.
7. A copy of your title insurance policy.
8. A local map of the area with your house pinped on it.
9. A neighborhood profile including informatiobaut...
« schools
- theaters
« restaurants
« shopping
« recreation
« parks

« libraries and museums
+ public transportation
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10.
11.
12.
13.
14.
15.
16.
17.
18.

+ police
+ fire department
« hospitals

Web address.

Copy of appraisal.

Copy of inspection report.

Copy of your environmental report.

A list of personal property that comes with house (curtains, chandeliers).

The price of the home in terms of monthlyrpant.

A letter from your local authority stating addition is possible.

A note stating how far away the nearestHyérant is.

A personal handwritten letter saying what fik@d most about living in your home
and advance well-wishes to the new owner.
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BUILD A CUSTOM WEB SITE FOR YOUR HOUSE.

Show off your home on-line. This is a boon toitiror forgetful buyers. They can re-
vist your home over and over on-line without neé@rm appointment. Your web page should
include:

- Many pictures.

« Local school and crime statistics if available.

- Links to local web-sites for parks, restaurantsi @hamber of Commerce.
« An offer to mail them a promotional package.

« Your email address for feedback.

Tip: Put web address on your advertisements, ptiomal packets, and for-sale signs.
MAKE A CD OR FLOPPY DISK BROCHURE AND TOUR OF YOUR HOME.

You can put a tour of your home on a CD or flogiisk. Include digital photos and
highlights of your home. To include streaming wdend sound you’ll need some extra exper-
tise.

MAKE A PROMOTIONAL OUTGOING ANSWERING MACHINE MESSAGE.

Give callers a sense of what's best about yourdydmat don’'t make it too long. You
want them to leave a message so that you can faifow
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Tip: For security purposes confirm their phone bem Use caller ID or allow the answering
machine to take the message even when you are hohaa call them back.

| OURHOUSE 15 Goo FEET

FOM THE AIRPORT-

PUT DOWN:CLOSETD
TEANSPOETATION -

MAKE A PROMOTIONAL FAX SHEET OF YOUR HOME.
When a prospect calls, you can offer to fax oigt sheet that includes:
A description and main features of your home.
A small map and directions.
Contact numbers.
Your home’s web address.

Tip: Keep a record of these fax numbers so that gan refax them updates or open
house announcements.
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ASK YOUR NEIGHBORS FOR HELP.

Ask them to keep junk cars parked indoors.

Propose that you both cut grass at the same time.

Encourage them to introduce themselves to prospects

Ask them or pay them to watch your pets or kidsrdushowings so they aren’t un-
der foot.

Ask them if they have any friends or relatives whight be interested in your home.
Give your neighbors a supply of promotional packeid ask that they give them to:

1. Friends and relatives that might be interested.
2. Drive-by prospects that stop by when you are natéo

INSTALL OUTDOOR LIGHTING .

Shine lights at the outside of your home, paréidyltrees or landscaping, and at your
for-sale sign.

Outdoor lighting makes a home for sale quite natide if done correctly.

Night lighting markets to people who see your hamky during night hours.

A home lit up at night often looks more attractemed warmer than in broad day
light.

It increases safety for visiting prospects unfaaniith your exterior.

30



MAYBE We sHoULD HAVE
GONE WITH 9P Hovse’
AFTCR ALL -

SET UP A “FREE-TAKE -ONE” BOX IN YOUR FRONT YARD.

Keep it full of promotional flyers. Make sure figeflyers don’t tell everything. Give
prospects a reason to want to tour your home.
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WRITE A “KILLER ” AD.

Buyers are out there now. Every day they readgaonds of ads in newspapers, real es-
tate magazines, and the internet. Attracting tieemot easy. Give more thought to this step
than anything else you do. Writing an ad that waskno accident. Here are 4 basic goals:

1. Get the attention of prospects. If you faitiothis, the rest won’t matter.

2. Feed their curiosity with facts about your hdoue leave out some information. In-
clude a few enticing highlights and reveal the camity but not the number of bed
rooms nor full address unless its an open house.

3. Screen out prospects with price and locatiorarévpeople will call about properties
priced within their budget and are located wittia airea they desire.

4. Give valid prospects a reason to call. Exantpleeceive free promotional packet.

Tips: Include in the ad features that denote ataraor charm. Emphasize mechanical
reliability only after prospects respond.

+ Ads for condominiums and senior living communitg®uld emphasize the
benefits of such lifestyles.
« The ad must comply with fair housing laws.

Keep it real. Ad writing is not the time to be holm but don’t exaggerate just to get
prospects to respond. The author once wrote an bpese ad that drew so many pros-
pects that the local police had to come out toctliteaffic. Yet, none of the visiting
prospects made an offer. Too bad the home wasgjbad as the ad.
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GET THE WORD OUT.

You need to maximize your exposure. Accordinghe National Association of REAL-
TORs, the average prospect looks at 18 homes befmehasing. Make sure one of those
homes is yours. The percentage of prospects tbdiah willing and able to pay top dollar for
your home is small. The only way to find them isriarket your home to many. It is difficult
to do this armed only with a for-sale-by-owner smmd luck. A real estate professional can
maximize your home’s exposure by offering a poridrthe commission to thousands of other
real estate professionals, each with their own poblbuyers. The system works.
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OFFER A BONUS TO THE BUYER'S AGENT.

Advertise a cash bonus to the real estate profeslsihat brings you an offer. In theory,
a buyer’s real estate professional is supposedhdw $is client homes without regard to the
commission or bonus’s offered. However, in pragtia buyer's agent, like you, is motivated
by only two things: The first is money. | candmember what the second thing is. Another
version of this promotion is to simply increase ttmmmission offered to the cooperating

(buyer’s) agency.

Tip: This bonus offer is an amenity for the otheail estate professionals. Make sure it
is prominently announced in the Multiple Listingrdee.
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PRESENTATION (the showing)

A crucial part of selling anything is the stagemgd presentation of the product.

CAN YOU COME BAGK
LATER -7 - WERE
WATCHING ‘DAY5 oF

OUP LIVES."

e —
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’ 8

OFEN Hous,

PROVIDE ACCESS.

If buyers cannot see your home, they won’t oftebtly it. Today, qualified prospects
have busy schedules. You also have a busy scheddbst qualified prospects are actively
looking at several possible homes. Timing is etreng. If they can’t get into your home, they
may make an offer on another one. Worse yet, &3¢ lbuyers are often the ones who need to
move right away or are out-of-town buyers. Thehexlules are even tighter.

Tip: Real estate professionals can keep your dopes to prospects by way of a lock

box that allows themselves and other licensed agershow your home. They can ac-
commodate a prospect’s schedule when perhaps ydu ca
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MAXIMIZE YOUR HOME'’S FIRST IMPRESSION.

First impressions are lasting impressions and iaetylto color the remainder of the
house tour.

Make sure your doorbell works.

Check for screen tears.

Wash storm door glass and entry window panes.

Install a nice brass door knocker (not one withrymame engraved).
Buy a freshwelcomemat.

Add a tub of geraniums.

36
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WANT 10 PAY 42250 FoP
ATOUR OF THE HOUSE -7

OPEN THE FRONT DOOR.

If weather and insects permit, leave the front dmmen just prior to a showing or during
an open house.

PROVIDE A GUEST REGISTRY.

A guest registry or sign-in sheet should includaces for prospects to print their name
and phone number. Use it to follow up with anyrafes to your home and to gather feedback.

Tip: Specifically omit a place for the date. Eaww visitor that registers will assume
that the previous guests are all recent competiogpects about to make an offer.
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POST NOTES.

« Asking visitors to sign the guest registry.

« Highlighting features and amenities of your homar(a system, whirlpools).
« Alerting visitors to safety hazards (low hangirghli fixtures).

« Pointing out examples of better than average coctstn (insulated windows).
« Explaining any current repairs being made (“thiscit being repaired”).

« Listing items that are included in the sale (chdiededishwasher).

« Inviting shy prospects to open or enter (walk-ioselts).

+ Instructing prospects to try something (“turn oms §jeeplace”).

- Offering them a promotional packet (“please take’n

ADD SMALL DETAILS.

People don't buy the physical specifications ofyleome, they buy how they think they
will feel in you home. Study furniture store shaems to see how flowers, an open book on a
coffee table, or a brightly colored pillow on a chucan add dimension to a sterile room. Set
up a badminton or volleyball net to suggest a scéri@mily fun. Be creative.

Tip: Don't create distractive clutter or turn ydwome into a country craft store.
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GET RID OF PETS.

You may think your pets are cute and cuddly, bet National Association of Realtors
says that about half of all prospects are eitheaidf allergic, or turned-off by pets and pet
odors. Even some normally friendly dogs react eggjvely when prospects enter areas of the
home normally not visited by guests.

Good idea: Keep pets out from under foot durimgvgngs.
Better idea: Move pets out before each showing.
Best idea: Move pets out for the entire time ylooime is on the market.

Tip: Keep outside pet droppings cleaned up. Radspwill want to walk around your
yard, especially during the home inspection.

REMOVE ODORS.

Visitors will notice odors that you may have gattesed to. Mildew, cooking, tobacco,
and pet odors can be objectionable. Try to rentbgesources of these odors rather than mask
over them. Once removed, consider adding deligbthells. Studies have shown that humans
have strong responses to odors.

Add a row of sweet-smelling alyssum to the frodesvalk.
Don’t smoke indoors.

Remove pets.

Be conscious about what you cook.
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Run your dehumidifier.

Air out the house.

Open windows and doors.

Turn on bath and attic fans.

Spray air freshener into garbage disposer, bathspainole house vacuums.

Hang a bag of cedar chips or pomander ball in ttey €loset.
Bring in flowers.

Bake cinnamon bread.

Number one offensive odor: Cats.

MIND IF | LEAUG TH,C
LIGWT OFF.2 I DIDNT
HAVE TIME To CLEAN UP
THe pLACE BEFORE

1 SHoWeD IT TeYou -

LIGHTEN UP.

Open drapes and blinds to let the sun in.
Turn on lights before a showing.
Light gas fireplaces.
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SET THE TEMPERATURE .

A showing is no time to have your home cold in wister or hot in the summer. Run
the furnace or air conditioner accordingly. Prasp®ften equate room temperature with heat-
ing and cooling strength.

OPEN UP EVERY INTERIOR DOOR.

This makes your home appear larger, it improva#id¢rflow and welcomes shy pros-
pects to wander around.
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GET Up, MR- FALWE[L-

L EAVE YOUR HOME.

If you are being represented by a real estateepsadnal, be absent for all showings.
Studies have shown that when sellers are preseatdioowing, buyers tend to:

« Feel less welcome.

« Ask fewer questions about the house.

+ Rush through the tour.

« Find it more difficult to imagine your home as ttsei

+ Be less revealing about themselves and their coacer

If you can move out before the house goes on tdet, do so. Just remember to:

« Cancel deliveries.

« Keep utilities on.

- Keep grass cut.

« Shovel snow.

+ Keep the house clean.

« Check with your insurance agent.

If you must be home during a showing, politelyraoiuce yourself then retire to one

room, keep a low profile, and give the real espatdessional and prospect some space. Sell-
ing is a team effort, but sometimes part of thentshould wait on the bench.
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| AM SELLING MY
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USE AUTOMATED SELLING ASSISTANTS.

Program your computer to run a continuous presientéhat helps visitors notice the
positive aspects of your home. Technically-sawijess can even make it somewhat interac-
tive. Another simpler idea is to create a contumitmop video presentation to play on your TV.
This is especially helpful during an open house iwkieur real estate professional has more
than one visitor at a time.
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ks A UNIT---

DON’T USE A SHOWING TO SELL YOUR SECOND-HAND FURNISHINGS.

If you want to have a garage sale, do it beforeputuyour home on the market . Offers
to sell items you don’t want...

Distracts prospects from the business at hand:ingeand focusing on your home.
Reminds prospects that your home is also second-han

Makes you appear desperate to sell quickly oragtleeveals your time table.
Opens the door for further haggling over the patgour home.

Exceptions:

Custom items that match or belong with the house.
Items economically wise to leave behind.
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CREATE A GAME PLAN.

Write out a list of delegated tasks for each menabgour family. Your home must be
ready to show at all times. You never know whenalarm will sound.
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DURING NEGOTIATIONS

Once an offer is made, the real work begins.

( THE HOUSE HAS TWO
STORIES - THE FIRST 15 THE
ONE I'M GOING To TELL
\ You ABOUT THE PLUMBING

DON'T REVEAL ANYTHING UNNECESSARY.

Loose lips sink ships. While you should be oped laonest about everything that has to
do with the condition of the house, you don’t h&weeveal anything that weakens your negoti-
ating position or makes you look desperate tossaih as:

Financial difficulties.

Employment relocation schedule.
Desire to move before school starts.
Pending divorce.

Difficult neighbors.

Other offers.

Negotiations with other prospects.
Original purchase price.

PROBE YOUR PROSPECT.
Information is power. Try to determine the pragjsesituation and level of urgency.

How long has the prospect been looking? Whataesstiatus of the prospect’s current home?
How soon does the prospect need to be settled?
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DON’T ACCEPT AN OFFER FROM A PROSPECTWHO IS NOT QUALIFIED .
This can cause you to miss the qualified ones.

Pre-qualified buyers have already been told theikedy to qualify for the loan.
Pre-approved buyers have a tentative loan commitfnem a lender.

Tip: Your real estate professional can pre-qualibspects to avoid wasting time.
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REQUIRE MORE HAND MONEY..

The hand money or earnest deposit is given wheoffan is made. Even though it is
usually placed in the listing agent’s escrow actotryg to get as much as possible. This will
help stop the buyer from changing his/her mind kingl away and forfeiting this money.
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RESPOND TO OFFERS QUICKLY .

Don't elect to wait a period of time before erd@ning offers. You may be tempted to
put your home on the market for a time before ¢ait@ng offers in the hope that you can then
pick the best offer. This often offends buyersposmpts them to continue looking at other
properties. Instead, allow each offer to be preexbimmediately. Keep the dialogue open. Re-
member, moods change and buyer’'s remorse comesicklyg An offer is not a sales agree-
ment until you sign it and return it to the buydntil then, an offer can be rescinded.

Exception: In some areas it is customary to wathear offers until after the first open
house. Going against local commonly-practicedaustcan cause buyers to become
suspicious. Ask your real estate professionaytodance.

Tip: Try to have buyer and buyer’s real estatégasional present the offer to you or

your real estate professional in person so thathgue an opportunity to ask questions
about the buyer and their offer.
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HANG TOUGH.

Don’t come down too fast. If you want more monegnvince the buyers that it's in
their best interest to give it to you. Show thém s$tatistics on comparable homes that sold for
more. Remind them of the costs of the improvemgatsve made. Tell them of other offers.
Push them. Don't be passive. Negotiation is work.
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KEEP SHOWING THE PROPERTY.
By continuing to show, you keep pressure on thebuntil all contingencies have been

removed. It also provides backup options shouldar yost deal fall through. Of course, never
sign two agreements; this can be a legal disaster.
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BE FLEXIBLE .

Especially on terms that cost you little but arkiahle to the buyer (win-win).

« Move-in date.
+ Settlement date or place.
- Financing.

Tip: A seller’s assist typically allows a buyergay more for your home than the assist
Costs you.
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SWEETEN THE DEAL WITH PERSONAL PROPERTY.

While you don’t want to try to sell your secondaldafurniture to prospects, you may
want to include some personal property as pati@fpiackage to sweeten the deal. Many items
aren’t worth moving and some things that are custorithe home would be more valuable to
your home’s new owner than they are to you. Thssipecially true once you subtract the costs
of moving them. These items may include:

. tractors
« appliances
- carpets

« curtains and drapes
- storage sheds

+ pool tables

- chandeliers

« swing sets

« bars

Tip: For each item, consider the value it addtheohome vs the value it has to you af-
ter subtracting the cost of moving it.
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THI5 LIFE-TIME WAREANTY
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SHOULD YOU OFFER A HOME WARRANTY ?

There are good arguments on both sides of the.isSee the chart below. If a prospect
demands a warranty, and it's the only issue préwgra sale, then by all means, give him the
home warranty. Otherwise, save your money. Yeal estate professional can also give you

insights on whether it is a wise move in your gafr case.

PROS CONS

Removes some of the prospect’s worries.  Will not make your prospect want your hom

Causes some buyers to think that your hom Drums up negative images about your used
had to be good enough to qualify for the wa home.
ranty (often true).

of home maintenance.

Covers claims while the home is still on the Is valued by most prospects at an amount less
market. than it costs you.
Reduces your liability. Reminds prospects of often overlooked costs
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CONSIDER OFFERING SELLER FINANCING .

You can make your home more attractive than yoorpetition by making your financ-
ing more attractive. Seller financing is one o thest ways to get a property sold and to end up
with more money. Some advantages of seller fimanare:

« Itis simple. The buyer makes monthly paymentgatio instead of to a bank. For a
small monthly fee you can even have the contractaged by a servicing agency

« ltincreases the number of prospects for your home.

- A buyer is often willing to pay full price for youdrome if you are his source of fi-
nancing.

« Your deal does not rely on a conventional lendapraisal.

+ It lowers your taxes by changing the lump sum paynm@o installments so that the
taxes are deferred over time.

« You get steady income from the interest earneds usually at a higher rate of re-
turn than conventional investment vehicles.

« You can use the seller financing as an estate jigriaol.

« Itis low-risk. If the buyer defaults, you get theme back and keep all the money
the buyer paid.

Tip: Ask for a large down-payment. The bigger dogvn payment the lower the risk of
your buyer defaulting.
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