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Overcoming Procrastination and
Mastering Prospecting
There is no such thing as a free lunch in this world. To get something you have
to give up something, which in prospecting is your time, effor t and money that

“Eighty percent
of success is
showing up.”

goes in marketing yourself. In order to fully unlock the benefits that prospecting

Woody Allen

has to offer, an agent has to overcome procrastination and bring discipline to his
or her daily life. The major reasons why agents don’t prospect are:
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Comfort Zone
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Fear of Rejection
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Call Reluctance

Confidence

Proper Mindset
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GOLDEN RULES OF PROSPECTING
Here are the 3 Golden Rules of Prospecting which can help you win
more listings and close more business transactions:

1st Rule: Provide Great Value
The first rule in prospecting is to deliver great value during
your prospecting activities, whether you are networking at an
event or cold-calling. No matter what real estate niche you
specialize in, if you can’t provide valuable information to
prospects, they won’t care who you are and what you do. You
have to exude real estate to attract new business.

1. Mor tgage Rates
2. Comparative Market Analysis
3. Housing Repor ts
4. Future developments in the area
5. Local news

Agents need to understand the demographics with whom they
are dealing. The following are some of the key pieces of
information that ever y agent should know before they talk to
any prospect:

6. Information on local amenities
7. How well that area has done in past 5 or 10
----years
8. Forecast for area for next 1, 3 and 5 years
9. Top 10 houses in the area that you would want
----to buy yourself
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Let’s say you specialize in dealing with condominiums and you are talking to a potential customer who is
interested in buying a condo. You should be able to provide that prospect with the following information for the
area that you operate in:
1. Condo names

4. Amenities

7. When was it built (maintenance fee)

2. Address of condos

5. Nearby schools

8. Proper ty Manager’s Name

3. Floors

6. Builder's Name

9. Special Notes or Scorecard

Providing all this information to your prospects will help position you as an exper t when it comes to buying or
selling condominiums and getting new business by providing genuine value.
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2nd Rule: Maintain a
Positive Mindset
Prospecting is a way to market yourself and you
can’t market yourself if you don’t believe in your
own capabilities. Not believing in yourself allows
for the nagging doubt to enter your mind that you
may not be good enough and that you may be
rejected. This is one of the biggest reasons most
agents don't spend enough time prospecting.
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As agents, you can overcome this challenge with 2 steps:

Market Knowledge:
Become a specialist in your real estate niche by
acquiring knowledge that can help you help
your customers

Practice:
Practice your skills and scripts over and over again
which will give you the confidence by helping
you believe in what you are saying. This will help
you overcome objections later on and have the proper
mindset for successful real estate career.

People are naturally attracted to individuals who know what they are talking about. If you have more knowledge
about a real estate niche or an area than your competitors, you hold a huge advantage over your competition and
advantages will give you the confidence you need to win more real estate listings.
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3rd Rule: Consistency
Just like any other profession, becoming a successful real estate agent
requires hard work and patience. The challenge is that most of the human
race seek instant gratification and because of that, they forgo the
long-term potential that we are capable of achieving. In prospecting, you
might not win the listing in a single day or a week, but it can be an
extremely rewarding activity if done consistently.
This is called “Delayed Gratification”. You resist the shor t-term benefit
(giving up on prospecting and spending that time elsewhere) for
long-term benefit (nur turing your prospects until you conver t them into
customers). To ensure that nothing interferes with your prospecting
activities, block-off a par ticular time of day on your weekly calendar
where you are 100% focused on getting new business and aren’t
interrupted by anything.
Have you heard about the marshmallow experiment? Here’s the link.
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5 STEPS FOR EFFECTIVE REAL ESTATE
PROSPECTING:

1. Planning
SETTING GOALS
We all love making monetar y projections. However, things rarely go as we intend them to. Breaking your major goal
into smaller chunks and then tackling them is the best way to stay on track and get to your destination. First thing you
will have to determine is the yearly income you want from your real estate business. This will help you set your
prospecting goals in a week or a month like:

1. # of people to network with

3. # of listings you need to win

“A goal without a
plan is just a wish”

4. # of sales you need to close

Antoine de Saint-Exupéry

2. # of home evaluations you need to do

Through this activity, you will be able to breakdown your yearly goals into monthly or even weekly goals, which makes
it easier for you to stay on the right track for success. Depending on these goals, you can determine how many people
do you need to prospect on a daily or weekly basis to achieve the yearly income goal that you have set for yourself.
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PROSPECTING GOALS TEMPLATE
Yearly Income Goal:
Monthly Income Goal:
Weekly Income Goal:
Target Average Sales Price:
Target Average Commission per Sale:
Transaction Sides for the Year :
Total Transactions per Month:
Total Transactions per Week:
Listings Needed per Year :
Listings Needed per Month:
Listings Needed per Week:
Use our real estate prospecting goals worksheet which will help you calculate and keep track of your goals on a monthly and yearly
basis.

Defining Target Audience:
The next step is identifying the right target segment for prospecting. As an agent, you might prefer :
Working with buyers, sellers or investors in the market
Dealing with a cer tain type of proper ty, such as condominiums, second or
vacation homes or luxur y homes
Buying or selling proper ties that fall in a cer tain price range
Buying or selling proper ties in a specific neighbourhood
Depending on your preferences and skill set, you need to identify and locate where your target audience is before
you star t your prospecting effor ts. Knowing your target audience will help you get better results from prospecting
effor ts.
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Here are some prospecting methods which will help you get star ted

2. Setting Up Support System:
Before you head out for door-knocking or pick up the phone to cold-call
someone, you need to have a system in place to suppor t your prospecting
effor ts. This includes getting a CRM to manage your contacts and keep
the hot leads from the rest and prioritize accordingly. Plus, it's nearly
impossible to manage and follow-up with your leads that keep
accumulating over time if you are managing them on an excel sheet or
inboxes. CRM is the way to go to avoid the hassle of sor ting through all
today. Along with that, if you have an email marketing platform, you can
send emails to all contacts to fur ther nur ture them by providing valuable
information.
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3. Picking The Right Real Estate
Prospecting Tools
Once you are clear on who your target audience is, what their
characteristics are and how much prospecting you need to do, then it's
time to select the right tools to help you achieve your goals. If you are
an experienced agent or a veteran, you might already know which real
estate prospecting methods work well for you and which don't. However,
if you are a new agent who just obtained a license, then you need to
experiment with the different options. Not ever yone is built for
best results on your own.
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1. Networking Events
The literal definition of networking is interacting with people and exchanging information, which in real estate is crucial.
After all, nobody would bother calling you if they don’t know what you do and how good you are. Agents have to
network a lot in order to get new business, especially new agents as they are just star ting to build connections.
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Here are the 5 rules you can follow to maximize the results from your networking effor ts at events:
1. Attend the right event.
2. Clearly lay out what goals you want to achieve from attending an event.
3. Be presentable & prepared for every single event. Make sure you are dressed appropriately & take your business
cards with you.
4. Create a solid elevator pitch and practice it before event.
5. Follow up on the leads you get from the event before they grow cold.
Be genuine at these events and give resourceful information. Capture as many leads as possible at networking events.
If you want to use events as a prospecting tool, pick 2-3 networking events and attend them ever y week. Capture
35-40 quality leads at least on a monthly basis. It could be intercultural, political, religious or a spor ts events. More
impor tantly these events should be somehow triggered or linked to something you are passionate about. Your
par ticipation in these events has to be genuine.
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2. Referral Prospecting
Another great way to find new business is through referral prospecting in which you leverage your existing contacts,
clients or business par tners for new prospects. It's one of the most effective ways to fill your pipeline with great leads
and the reason behind it is that we, as humans, place greater degree of trust in the suggestions given by people we
actually know. Someone who is referred to you by one of your contacts has a higher chance of conver ting into
customer than the leads you get from other sources because they are more likely to listen to you.
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Here are steps to utilize referral prospecting in your business:

1. Make a list of all the contacts that you want to talk to for getting referrals. Anyone from your family, friends,
----customers or your general social circle can be on this list. Once you have this list, let them know what ser vices you
----offer. Ask for referrals and ask for them often.
2. Par tner up with your non-competing business associates for a mutually beneficial relationship. This can prove to
----be an invaluable source of new business as they can refer clients to you who meet your criteria and you can refer
----people to them for the ser vices they offer.
3. Once you get a lead from your referral network, ask them to set up an introductor y meeting. If that is not possible,
----mention the referrer's name, the ser vices you provide and if it would be possible to set up a shor t 15 minute
----meeting to see if you can help them with the ser vices you provide.
4. Once you get a lead, make sure to say thank you to the referrer because they have just delivered an invaluable
----ser vice by giving you a qualified lead, even if things don’t work out and the lead did not conver t into a customer.
___If they do become a customer, then present your referrer with a gift to show your appreciation. A simple thank
___you can be the difference in getting one referral or dozens from your network.
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3. Cold-Calling
Cold-calling is not easy and not ever yone is built to dial contacts in multiples of 100s to get new business. Above all,
there is that looming fear of rejection that prevents new agents from real estate prospecting, let alone cold-calling.
However, with the right script and mindset, cold-calling can prove to be a valuable source of customers, especially if
you are just star ting out as an agent.
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PRE-CALL PLANNING
1. Define your purpose: What do you want to achieve from the call
2. Write out the objections that the receiver might have
3. Write the answers to those objections
4. Prepare the questions you need to ask to qualify leads. This is what you will need to ask in the call
5. Finalize the script
6. Practice your script (workouts)
7. Visualize the person on other end of the phone during the call so you don’t sound like a cold-calling
----robot with a disembodied voice
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On the call, you need to be enthusiastic, patient and confident in order to get good results and all of that comes from
practice. Once you star t, you might have to tailor your initial script more to overcome objections.

CRM

Real Estate Dialer

CRM, along with a real estate auto-dialer, is a powerful combination that can help real estate agents take their business
to the next level if properly used. Having a real estate dialer means that agents can call more leads in an hour and
because all interactions with leads are tracked in the CRM, you or someone in your team can follow-up with the leads
who weren’t ready or asked for a call-back. Proper follow-up helps agents move leads from top of their sales funnel
to the closing stage. This makes the life of real estate agent a lot easier because they can re-engage older leads exactly
at the right moment and close more deals.
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Pro Tip for Teams
If you are running your own team, then you might want to consider hiring an Inside Sales Agent (ISA) for calling leads
and filtering them out. Besides that, an ISA can also help you to follow-up on leads and help nur ture them fur ther.
Inside Sales Agents are normally licensed agents who are knowledgeable and can carr y the conversation on the phone.
This way only one person in your team is responsible for follow-up rather than the whole team. The leads can also
be qualified by the ISA and assigned to the right agent on your team.
LEADS

INSIDE SALES AGENT

AGENT 1

AGENT 2

AGENT 3

Follow Up and Assign Leads

Follow Up and Assign Leads

Follow Up and Assign Leads
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4. Door Knocking
Knocking on someone’s door when they are not expecting you isn't an easy thing to do. It is kind of an in person cold call and
most agents shy away from this method primarily because of the fear of being rejected by homeowners. However, it's one of
the best possible ways to generate great leads.
The key to success in door knocking is having a positive mindset and overcoming the self-limiting belief that you are knocking
on someone’s door just to sell. That is not true. Everyone wants to know what is going on in the neighbourhood and how much
their house is wor th. You, as an agent can provide them with valuable information like what’s selling in the market, what’s not
selling and how long it takes to sell a house in a par ticular neighbourhood, and for how much money. Homeowners will thank
you for all of this information . You, as a real estate professional, have to nur ture those prospects, especially if they are not ready
to buy or sell at the time.
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To get the most out of door knocking, make sure that:
1. You are dressed appropriately
2. You have a good script and you follow it
3. You have good giveaways branded with your contact
----information to give to homeowners to remember you by
4. Once you star t door-knocking, keep the momentum going and
___don’t lose focus on one prospect. If you get an interested
----prospect, set up a follow-up meeting.

“Every door you knock;
you are getting closer
to your next listing”
Prospecting Mantra to Live By

Door knocking, like other real estate prospecting techniques, requires time and consistency to yield good results. If
it's not going well, it can be one of the most hear tbreaking of tasks. You might get a door closed in your face ever y
once in awhile and it might be devastating. However, there is no better way to connect and get the right leads than
door knocking.
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5. Content Marketing
As a real estate agent, building your credibility is extremely impor tant and will help you conver t more prospects into customers.
Sending your prospects great content can help you achieve that objective. It can be:
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1. Comparative Market Analysis of the area
2. Just Sold Aler ts
3. Just Listed Aler ts
4. Proper ty Value Projections
5. Impor tant Local News
6. Future developments in the area and their impact on proper ty values
7. Testimonials or reviews from your past customers

Doing all of this means you are one step ahead of your competition and therefore, have more chances of conver ting your
prospects into customers.
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6. Open Houses
Open houses aren’t just meant to attract buyers and placate sellers. They represent a great oppor tunity for you to prospect
for new listings and show your skills as real estate specialist to both buyers and sellers. The trick is picking a great looking
house which is priced right and is in a great neighbourhood. After finding the right house, drive as much traffic as possible
to the event through online and offline marketing to maximize the chances of finding your next listing through the open
house. Even if you don’t have any real estate listings that you can host open house, someone in your office might agree to
having you host one on their behalf, which gives you the oppor tunity to generate a listing out of the process. Engaging the
neighbours in the process is impor tant because they would be interested in knowing what their house would be wor th if
put on sale.
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4. Measurement and
Optimization
As you prospect, some of the tools will work out better for you than
others. You might get a lot of quality leads from cold-calling or from
door-knocking. It's impor tant to track the results you are getting from
different prospecting channels and based on the results, optimize your
overall strategy. If possible, ask your prospects how they found you as
that might help you do more of what’s working for you and less of
what’s not.
“20% of activities will account for 80% of results and 80% of
activities will account for 20% results.”
Using the Pareto rule on your prospecting activities will
you would be spending more time on activities which work
for you than those which don’t.
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5. Follow Up
Follow up can be said to be the most impor tant step in the entire
process of prospecting. Once you have established a relationship
with your leads, it's time to see how likely they are in selling or
buying a house. Dropping the ball at this step means that all your
previous effor ts have been in vain.
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“80% OF SALES REQUIRE 5 FOLLOW-UP
PHONE CALLS AFTER THE MEETING.”
The Marketing Donut

“44% OF SALESPEOPLE GIVE UP
AFTER ONE FOLLOW-UP.”
Scripted

So 80% of sales come from 5 or more follow-ups and 44% salespeople give up after one follow-up. These statistics
reflect how impor tant it is to keep in touch with your leads. Your prospects might not be ready to buy or sell their
house immediately, but eventually they will or they might refer someone else to you because in their eyes you are
the area specialist. What’s impor tant is to keep in touch with them and nur ture these prospects so when they are
ready, they reach out to you. To manage the time you spend in following up, filter the leads on the basis of how
likely they are to conver t into customers and prioritize follow ups accordingly.
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