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“Commercial real estate is nothing
like the game of Monopoly. The
players don’t all start out with the
same amount of money and those
that rely on the luck of the dice go
broke!”
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F Why Read This Book?This book is designed to help you make MORE money with less effort incommercial real estate.  Using advanced technology, support staff andprospecting techniques, you will gain a force multiplier effect in yourbusiness that will propel you to the next level.  In other words, it will beeasier to make $600,000 in fees than it was to make the first $400,000. Thisbook will help you transform your real estate business into a money-makingmachine.Every success and failure that you have experienced thus far in your realestate career (and life in general) can be directly attributed to the dailychoices that you have made along the way.  For, ultimately, it is you whodecides what to do.  It is the compilation of countless choices that havebrought you to your current point in your career today.  Now, you haveanother choice to make.  Do you invest your valuable time into reading abook about commercial real estate?  Do not discount the knowledge that iscontained within this book just because it was free.  On the contrary, readingthis book is going to cost you the most prized possession that you have—your time.  There is only so much time in the day and by judiciously managingthis scarce resource, you can positively impact both your finances and yourhappiness. This is just one lesson that is covered in these chapters.This book was written to help anyone endeavoring in commercial real estatebrokerage make more money in any market condition and should beconsidered a best practices guide to commercial real estate. Whatever yourspecialty is in commercial real estate, you will benefit from the informationcontained within. You will learn new techniques (and reacquaint yourselfwith some old techniques) that you can use immediately to grow yourbusiness. In fact, we would even challenge you to set a goal of doubling
your personal income over the next 12 months.Whether you are an office manager or a seasoned commercial sales veteranwho has decided to pass along your trade to the next generation, please makethis book required reading for your junior agents. There are wonderfulprospecting tools and explanations on how to become a productive agentinside.  This book marries new software technology to proven businessdevelopment techniques which will help both new and seasoned agents alikegrow their businesses in an increasingly competitive and challengingenvironment.It is an unfortunate truth that, as you become more successful in thisbusiness, some naysayers will be critical and attribute your success to pureluck.  They will ignore your long hours of hard work, personal sacrifices andthe disciplined approach that you took to become a success in commercialreal estate.  Pay little attention to your critics because they are the ones whowill stagnate in the business.We are very passionate about helping commercial real estate professionalsmake money.  In fact, we are determined to change the entire commercial realestate industry for the better.  We believe that technology should make the
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commercial real estate practitioner’s life easier and must never replace ormarginalize their value proposition to the clients whom they serve.  It is thepursuit of this vision that drives us and frequently finds us working into theearly hours of the morning. This book and the companion software that wehave helped create would mean absolutely nothing to us if we did not trulybelieve that they were making a difference in thousands of careers right now.Please share your success stories with us. We are very curious to learn howyou utilize this material in your real estate business and how you have grownyour income.The REALHOUND® Team.



“The secret to making more money
in commercial real estate is NOT to
work harder, but to work smarter.”
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i Introduction
Unleash the Dog!It was my original intention that this book was to be written in two parts.The first part would explain how to use advanced software technology incommercial real estate brokerage, to save you time and increase your income,while the second part would discuss techniques and business strategies forcommercial real estate agents and companies to become more successful intheir businesses.   However, as the book progressed, it became obvious to methat the two parts were not separate, since continued success in commercialreal estate is due in part to discovering, mastering and applying newtechnological advancements to a practitioner’s real estate business.  In theend, the two parts of the book were integrated into one and it is my beliefthat the result is a fluid and concise description of how to use existingtechnology to grow your business in any market.
A Brief Overview of the TechnologyREALHOUND® Classic, the companion software that is discussed in this book,was developed in collaboration with some of the best commercial real estatebrokers in the country.  Prior to the creation of this program, there truly wereno good existing software solutions available for commercial real estateprofessionals. You are gaining the benefit of a business tool that was createdat a combined cost of over eleven million dollars (and growing) in labor,research, equipment and capital—all poured into a product that is theabsolute best commercial real estate contact management software inexistence today.  This book will guide you through the same processes andwill teach you the same system that these top brokers use to consistentlymake six-, seven- and eight-figure incomes in commercial real estate usingthis software. The strength of the companion software is its simplicity. Theprogram was designed with the novice computer user in mind, but it ispowerful enough to meet the needs of the most experienced commercialpractitioner. It simplifies and automates complicated commercial real estateprocesses which, in turn, increases productivity. You can run the programas a single user, in a team of networked multi-users, remotely (with orwithout the Internet), or have a true virtual office. Your company can actuallyrebrand the program with their logo and a different name.  It allows you tomanage your contacts, properties, escrows, listings, leases, sales, loans, buyerand tenant needs, prospecting, marketing, and most importantly your time—all from a single application. You no longer have to toggle between variousdatabases and different applications in order to run your business.REALHOUND® is the most powerful commercial real estate software that youcan buy.  Whether you work alone, have a partner, are a broker with an officefull of agents, or have a single assistant, REALHOUND® is ideal for sharingdata (locally or over the Internet), storing electronic files (documents),managing transactions, communicating with other members of your teamand granting client access.  If you have a team approach to commercial real

“You should be making
at least three hundred

thousand dollars a year
(gross fees) in

commercial real estate
without even breaking a

sweat.”
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estate, our software will make you more money by increasing your team’scapabilities and productivity.The program greatly simplifies the prospecting process because you caneasily execute cold calls, target your contacts with direct mail, as well asidentify potential properties for buyers and find spaces for tenants—all fromwithin your database.  Find missing phone numbers (unlisted and listed) andaddresses right from a contact’s record by simply clicking on a Smart-Link.  Ifcold calling is a part of your business plan (and I’m certain that it is),
IntelliCall will increase both your chances of reaching property owners on thephone and getting new business from them when you do.  The Auto
Compare feature gives you instant access to Rental, Sale and For Salecomparables, customized for any property in your database.  This powerfulfeature allows you to analyze a prospect’s properties on the fly, making it apowerful tool to use while you are on the telephone.  The program also tracksyour marketing efforts, projects and timelines from start to finish.Our revolutionary DealFinder and Tenant Wizard features willautomatically match buyers with sellers and tenants with available space.
You can even search for and import listings directly from the Internet,
match them against your buyer and tenant needs, and then share
property information with the real estate community—all from within
the program!REALHOUND® is the only commercial real estate software that can actuallyhelp make you money.
Your World Is What You Believe It To BeSomething that the top performers in commercial real estate all have incommon is they all view themselves first as business owners, and second assales, leasing, tenant rep or marketing experts. Likewise, it is up to you todevelop a positive business mentality.  They know what their business goalsare and they take consistent daily action to attain those goals. If somethingdoes not work, they will take a different approach, but they never give uptrying.  Another commonality found in the best performers is that they allhave made a commitment to continuously improving themselves.  They readbooks, take classes, attend seminars related to their field of expertise, andhave a business coach. They have written goals and experiment withtechnology and new ways of doing business.  They are not afraid to invest intheir business and get the best equipment, software and people to supportthem.  They understand the concept of leverage and have hired staff tosupport their business.  They also know that success in this business dependson daily prospecting and controlling the inventory (through exclusiverepresentation of sellers, buyers, landlords and tenants).Finally, if you are a Broker with independent agents working for you, don’tskip Chapter Ten, which details a revolutionary new way to approach agentretention and increase your market share.If you are currently struggling with another software program that was half-heartedly adapted to support commercial real estate sales, leasing and tenant

“Some of our users
sell billions of

dollars of
commercial real

estate every year.”
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representation, you are wasting your most precious asset—your time.REALHOUND® was purposefully designed for one industry—commercial realestate. You can use it straight out of the box without any customization.Everyone at our company believes that they are in a partnership with ourusers and want to help you succeed in your business by supplying you withthe very best commercial real estate software available. We truly care aboutyour success in commercial real estate. It’s our passion!Are you ready to grow your business and make more money? Great, now let’sget started!Download your free trial of the companion software atwww.realhound.com



“Every time a door closes, a new rat
hole is opened.  All you have to do is
get on your knees and crawl
through it.”

Andrew Blount
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1

”

Chapter One
Your Success In Commercial Real Estate Depends On

Just One Thing…

Continuous ProspectingSome people will tell you that it is easy to sell commercial real estate becausethere are particularly low barriers to entering the commercial arena as anagent.  They might say something like, “even Bozo the Clown can sellcommercial real estate” or “selling commercial real estate isn’t exactly rocketscience”.  And, if we are honest, who among us has not from time to timethought that one of our competitors exhibited some clown-like attributes?But what makes Bozo a success while Joe Schmoe washes out of the business?The answer is that daily prospecting practically guarantees your success incommercial real estate.  Consistent prospecting is the difference between theagents/brokers who truly succeed in the business and those who only limpalong or, worse yet, fail entirely.There are two highly-effective ways of prospecting in commercial real estate:cold calling and direct mail.  There is a system to each method that you mustmaster and practice regularly to ensure steady annual growth of yourincome.  Cold calling and direct mail can work independently from oneanother, but when used in conjunction with each other, they create apowerful lead-generating machine that practically guarantees your success.Most commercial real estate agents favor one method over the other and themost popular method is also the least effective in a competitive market—direct mail. You need to use both methods to have the greatest impact in yourmarket.You cannot effectively prospect if you do not know what your target market isor who your real prospects are.  As simple as this principle sounds, we aresurprised to find that many agents still overlook this basic rule.  The mostsuccessful commercial real estate agents know who their target market is andhave compiled their own integrated CRM (Contact Relationship Management)property database.  This data is meticulously maintained because it isessential to the continued success of the agent’s business.
Cold CallingCold calling is the most effective method of generating new business and it isalso the undertaking most dreaded by commercial agents.  But let’s put thishighly-productive activity into perspective—you will simply be making a lotmore money if you are calling owners and tenants in your market than by notcalling them.  Think of it in terms of probability: there is an excellent chancethat there are property owners in your market that want to buy or sell realestate right now, regardless of whether the market is good or bad.  Somebodywants to lease space and there are property owners who are thinking about

“Cold calls come
first and

EVERYTHING else
comes after that.”
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changing their leasing agent.  Consistent telephone calls to property ownersand tenants in your market will help you anticipate their needs and keep youahead of your competition (Cold Calling techniques and other helpful callingtools are covered in detail in a later chapter).You should contact every property owner (or major tenant) who is in yourtarget market at least once per quarter (every three months).TIP: To determine how many calls you need to make on a daily basis to reachyour goal, divide the number of owners and tenants in your target market bywork weeks in the quarter (typically 12 weeks) and then divide the resultingnumber by the number of workdays in the week. You now know how manycalls you need to make per work day to reach every owner (or tenant) in yourtarget market quarterly.If you realize that there is NO possible way to reach everyone on your list in athree-month recurring cycle, then you have too many prospects on your calllist. Cut your list down to a more manageable level.  A good rule of thumb isthat one person can effectively contact 700 to 900 prospects by telephone perquarter.  Remember, your goal is to talk to a live person who can make realestate decisions and not just mindlessly dial the telephone.Dedicate at least two consecutive hours each workday to cold calling.Schedule your cold call time during the week, alternating the days that callsare made in the mornings and afternoons.Don’t let anything distract you from making your daily calls.  Remember thatcalls come first and EVERYTHING else comes after that.To avoid unnecessary distraction, alert your staff that you are not to bedisturbed while making your calls. The first few calls tend to be a littleawkward, but you will get into a rhythm that will make each subsequent calleasier. If you allow yourself to become distracted, you run the risk of neverfinding your rhythm or finishing your daily call quota.Each call must be tracked and a brief synopsis of the conversation saved inthe prospect’s contact record for future reference.  Both buyer and tenantneeds should be recorded for future reference.  Every conversation that youhave with a single prospect builds on the previous conversations and itbecomes easier to talk to that contact over time. REALHOUND® simplifies theentire cold calling process, reducing your anxiety and allowing you to makemore effective calls.  Like most things, the more calls you make, the betteryou will become.



CHAPTER 1MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 15

In a healthy real estate business, prospecting is a continuous process that isdone in parallel with every other daily activity in that business and, whendone correctly, can be characterized by a smooth, steady growth in apractitioner’s income. By contrast, sporadic prospecting results inincome peaks and troughs, which are also known as porpoising (yes, likea dolphin). This hair-raising experience can be avoided with consistentdaily prospecting, and will greatly reduce your anxiety and increase yourfaith that you will always make money in commercial real estate.
Direct MailWould you believe it if we told you that there is a magic recipe for sendingout mailers? Well, it’s true and I’m going to share it with you now.  Mailersare expensive in comparison to cold calls, but if done correctly, they will morethan pay for themselves.  If you approach mailers incorrectly, you will bewasting your money on print costs, postage and, more importantly, yourvaluable time.When done correctly, you can expect a 350% (or more) return on yourinvestment.  In other words, for every dollar you spend on mailers, youshould get 3.5 dollars in return. However, if you are just starting your directmail campaign, your results will not be immediate.  It takes approximately sixmonths for your prospects to recognize your name and want to call you.A successful mailing campaign has these five critical elements: regularcontact intervals, accessibility of the message, simplicity of design, a call to
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action and a take-away (which is a compelling reason for the recipient to callyou). Unless you are sending out a newsletter or a targeted letter, youshould always mail postcards only to the prospects in your target market.Postcards are the least expensive mailer that you can possibly send and theyare also the most effective. They are more likely to be read because therecipient does not need to open an envelope to receive the message.  A simpleglance at your well-designed postcard gets your message across quickly.Maintaining regular contact intervals with your prospects is the first keycomponent to a successful direct mail marketing campaign.  If you are justbeginning your mailing campaign, it is important that you brand yourself andyour services in the minds of your prospects.  In order to do this, your initialmailings to your target market must be once a week for four weeks. Afterthe first four weeks, you should send a mailer out every two weeks for therest of your career.  Like anything worthwhile, a successful marketingcampaign takes time and mailers can take anywhere from three to six monthsto become truly effective.  If you fail to send mailers out for more than sixweeks, you run the risk of having your prospects forget who you are—andthis will force you to start your mailing campaign all over again, from scratch.A record of each mailer sent and the results it received should get enteredinto each recipient’s contact record (REALHOUND® does this with just a pushof a button).Each marketing piece should have a consistent message that can be as simpleas “Your commercial real estate sales expert”, “Your office and industrialproperty sales specialist”, “Exclusively representing the interests of tenants”,“Your full-service commercial real estate expert” or “Your commercial realestate sales and leasing expert”.  A successful message will clearly state whatservices you have to offer.Another component to a successful mailing campaign is to have a compellingreason for your prospects to call you.  Offering something for “free” or a take-away is the most persuasive reason for the recipient to contact you.  Some ofthe best freebies that you can offer are: property valuations, market rentsurveys, lease analysis, market trend reports and sales surveys.  When yourphone rings in response to a mailer, it is your responsibility to flush out aprospect’s need and assess their motivation.TIP: If a property owner calls you to take you up on your offer for a free
valuation of their property, they are thinking about selling it. Make sure that
you personally meet them as soon as possible. This will further your branding
initiatives and allow you to begin to develop a more personal relationship with
your prospect.The overall appearance of your marketing materials is very important.  If youdo not have sufficient experience designing marketing materials, then leavethe design work to the professionals.  There are many companies that candesign and even mail your marketing materials for you.  Their services aregenerally affordable and will save you a tremendous amount of time. Moremarketing information will be discussed in detail in a later chapter.
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And what about email? Well, it is cheaper than direct mail, but mostunsolicited messages wind-up in the recipient’s junk folder.
Contact & Property Information Management, aka Your
DatabaseSuccessful agents all have databases that contain property data,corresponding ownership, lease data and tenant information.  Internetsharing capabilities, ease of use and functionality are extremely importantaspects of an effective database. Their data is unique and not dependent onthird-party data providers.  Every change of ownership and major lease isverified against multiple sources, including the Buyer and Seller (calling themto talk about the transaction is a great way to pick up new business). Leasesare verified with the leasing broker, landlord and the tenant. Successfulagents know who they have talked to, met with, and who is receiving theirmarketing materials.Unsuccessful agents do not have a database at all, or try to use Outlook forthe task, or have a hodge-podge collection of dysfunctional data that wasimported and never verified. Their contact records contain so manyinformational gaps that they would have better luck prospecting blindfoldedfrom a metropolitan phone book.Without an accurate contact and property database, effective prospecting isnot possible. If you cannot effectively prospect, you cannot maximize
your business opportunities. If you are not maximizing your businessopportunities, your real estate business will stagnate.  This is evident in thebusiness models of many “old-timers” in the business because they only workwith a handful of clients.  As their clients transition out of the business andare not adequately replaced, their incomes start to stagnate.Caution: There are no shortcuts to creating and maintaining a property and
contact database. Some people only want to import data into their database
without ever questioning and verifying the quality of the data.  If you decide to
take this approach toward maintaining your database, it can cost you hundreds
of thousands of dollars each year in lost fees.  Effective methods of maintaining
your database will save you time and money.The top performers in commercial real estate invest in technology that worksFOR them and not against them. REALHOUND® is the ONLY commercial
real estate software that is specifically designed to help prospect. It isthe only software that leverages your time by making the daily processes incommercial real estate simpler.  It manages your contacts, properties, coldcalls, listings, escrows, projects, buyers and tenants. It is designedspecifically to meet the needs of a growing real estate business, to keep youorganized and it is extremely EASY to use.  It is the only software that canactually help make you money in commercial real estate.

Your contact and
property database

are truly the
foundation of your

success.

Think about it.
Without knowing

who owns the real
estate or leases

space in your target
market, how can you
effectively prospect?



CHAPTER 1MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 18

Power Moves

1. Daily prospecting is the key to making a lot of money in commercialreal estate. Devote two hours of every day to prospecting on thetelephone.  Do nothing else during this scheduled time, and make surethat you do not entertain any interruptions. Record your call resultsfor each contact reached in their respective contact record. Your goalwith each phone call is to talk to the real estate decision-maker andmeet that person.People do business with people they know.
2. Send mailers out on a regular basis to every owner or tenant who is inyour target market. Your mailers must have a consistent message andshould compel the recipient to call you.  Don’t forget to offer someservice for “free” or a take-away. Most people find it difficult to resistfree offers.  Record every mailer sent in each recipient’s contact record.The secret to a successful direct mail campaign is to send out yourmailer at regular intervals. This will further reinforce your brandingefforts.Email blasts tend to get ignored and left unopened in the recipient’sspam box.
3. Your database is the foundation of your success. Successful agents allhave databases that contain property data, corresponding ownership,tenant information and lease information. Without this criticalinformation, effective prospecting is not possible.  If you are currentlystruggling with another software program that was half-heartedlyadapted to support commercial real estate sales, you are wasting yourmost precious asset—your time. REALHOUND® will be a differentexperience for you because it was specifically designed for commercialreal estate by the TOP practitioners in the industry.



“It isn’t soup until it is cooked.”

Unknown
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2 Chapter Two
What one person can achieve, another can, too!

The Law of the Vital Few, True Value of Time, Business
Models and Surviving a Down MarketIn any given group from any industry, the highest paid and most highlyrecognized people are those who consistently outperform their peers. Tothese victors go the lion’s share of the reward. This phenomenon is known asthe Law of the Vital Few or the Pareto Principle.  But what really makes theseVital Few so successful while the rest of the group can barely achievemediocrity?  The thing that truly separates these people from the crowd is anunwavering dedication to achieving the maximum results for the amount oftime and effort invested into their endeavors.  This is recognized in oursociety as a commitment to excellence.There is no magic or innate talent to being one of The Vital Few.  It is not anexclusive club, and the essentials can be learned by anyone who really wantsto be excessively rewarded for their efforts.  You are probably wonderingabout fairness to one’s fellow man, but we are pleased to tell you that thissystem is perfectly fair. Everyone has a choice to have, to do, or to beanything that they want.  The real question is whether or not they will decideto take the action necessary to achieve their desired outcomes. This speaksvolumes about an individual’s motivation and has nothing to do with thequestion of fairness.So what is the common characteristic shared by the most successfulcommercial real estate agents?  They execute the fundamentals of thebusiness effectively by getting the maximum results out of the time and effortspent at a task.  They prospect, control inventory and leverage their time—and so must you!
Use the Pareto Principle (80/20 Rule) for Maximum ResultsThe Pareto Principal (which is also known as The 80/20 Rule or the Law ofthe Vital Few) was named after the Italian economist Vilfredo Pareto, whoobserved at the turn of the 19th century that 80% of Italy’s property wealthwas held by just 20% of the country’s population. But the man responsiblefor further refining this idea in respect to the arena of commerce was thegreat business thinker, Dr. Joseph Juran, who named this principle afterPareto.  Dr. Juran suggested that most outcomes of any given situation are theresult of only a few causes.The Pareto Principle states that 20% of actions account for 80% of theoutcomes in any phenomena.  The value of this principle to you and yourcommercial real estate business is this: your focus should be on the 20% ofthe actions that really matter.  This does not mean that the other 80% can beignored entirely.  It simply means that you must choose to put most of yourattention on the top 20% of all activities that will yield you the most resultsin your business.



CHAPTER 2MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 21

Most commercial sales agents misallocate their time to the 80%, those lowestyielding activities in their business, instead of focusing more closely on theproductive 20%.  Conversely, the most successful commercial sales agents,
The Vital Few, focus their efforts on the top 20% and delegate the other 80%of lower yielding activities to others on their team.Some argue that the 80/20 rule should really be the 90/10 rule (10% ofcauses result in 90% of outcomes) or the 80/10/10 rule, in which case, 10%of causes yield 80% of outcomes, and the remaining 10% of causes yield nomeasurable outcomes whatsoever.  The percentages are purely conceptualand may differ, as long as the total equals 100%.Think about the validity of the 80/20 rule to the following applications:

 20% of the commercial sales people in your office generate 80% of thecompany’s revenues—which means that 80% of sales people generatejust 20% of the company’s revenues;
 20% of workers do 80% of the work—which means that 80% of yourworkforce does just 20% of the work;
 20% of all Brokerage companies control 80% of the market—whichmeans that 80% of all Brokerage companies control just 20% of themarket;
 20% of Buyers and Tenants you talk to will complete a deal and 80%will not—which means that 80% of all potential buyers and tenantswill be a waste of your time; and
 80% of a goal is achieved in the last 20% of the remaining time beforethe goal deadline.This concept also applies to negative results:
 20% of your clients will create 80% of your problems;
 20% of inaction can ruin 80% of what has been accomplished;
 20% of your workforce take 80% of the cumulative sick days at youroffice;
 20% of your workers account for 80% of the tardiness in your office.Try to avoid the misallocation of your resources to the unproductive 80% inyour business. Some examples of this type of resource misallocation are:
 80% of a company’s sales revenues are produced by just 20% of acompany’s sales force, but 80% of a company’s resources go intomaking just 20% of its revenue or supporting the other 80% of thesales force;
 80% of your marketing resources are spent creating just 20% of yoursales leads.

Warning: Do not assume that you can rid yourself of the unproductive 80%.
The 80% gets redistributed as the size of the population changes.  Instead, use
this information as a tool to spot inefficiency and to better manage resources
within your business.
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The Pareto Principle teaches us how to allocate scarce resources (capital,labor and time) while in the pursuit of the most effective use of thoseresources. Streamline your actions to obtain the maximum results for theamount of resources invested into your endeavors, and watch your businessgrow!
The True Value of Your TimeHave you ever stopped to consider the value of your time in a scenario whereyou accomplish everything by yourself with no outside assistance? Thiswould mean that closing a real estate deal would have the same time value asbuying a roll of stamps.  In other words, the highest and most productive useof your time has the exact same value as the least productive use of yourtime.Using the Pareto Principle, where 20% of your efforts create 80% of yourincome, the True Value of your time is the value of your time when you aremost productive. You must increase the TOTAL value of your time by usingleverage and delegating certain activities to hired staff that do not requireyour special talents, in order that you can focus on the top 20% of the money-making activities in your business.
Example: Let’s suppose that you make $350,000 per year, work 50 weeks peryear and 40 hours each week, adding up to a total of 2,000 hours worked peryear. Your unleveraged time is worth $175 per hour ($350,000income/2,000 work hours).  However, just 20% of your time was spent onactivities that generated 80% of your income.Using the 80/20 rule, you are only at your peak productivity for 400 hoursper year and have misallocated 1,600 hours to activities that only produced20% of your income.
Therefore, the true value of your time is when you are at your peak
productivity or, in this example, $700 per hour ($350,000 x 80% of yourincome=$280,000/400 hours=$700 per hour). Your non-productive time is,
therefore ,worth only $44 per hour ($350,000 x 20% of yourincome=$70,000/1,600=$44 per hour).What this means is that you should hire someone to manage and completethe tasks that are a misallocation of your talents (the least productive use ofyour time). You can hire this person in a full-time position, pay them up to$44 per hour, and still expect to come out ahead on the arrangement—as longas you discipline yourself to focus on your top 20% and let your employeecomplete those tasks that are a misallocation of your time.Reminder: There are many different people in this world who you can hire atmany different pay rates. Make sure that your new hire(s) is fairlycompensated so you can minimize employee turnover. You goal is to hirecompetent people and keep them for many years. Don’t just hire people tofill an immediate need without thought to the future.  Carefully screen yourprospective employees for the skill sets necessary and willingness to performthe job.
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Caution: The cost of a bad hire could set you back months in achieving yourfinancial goals. Do not take the hiring process lightly. Do not hire peoplejust because they need a job.  If you decide to hire family members or friends,think about the consequences this will have on your relationship if thingswere to go badly. Take it from the author—after you fire a family memberwho was not pulling their weight in the business, hamburgers and hotdogsmight not be the only thing getting roasted at the family BBQ.Your goal after delegating your low-yielding tasks to your staff is to focusexclusively on the highest yielding activities in your business (prospecting,deal making, etc.).  Imagine what your income would be if, instead ofspending 400 hours per year on your most productive tasks, you spent 1,000hours per year maximizing those opportunities.  To use the numbers fromour previous example, your income would increase from $350,000 to$656,250 per year after paying out $87,500 in salaries.  Yes, you are going tomake a lot more money.It is only fair to mention that you will never completely achieve your goal ofexclusively focusing on the top 20% of productive tasks.  As your businessgrows, so will the demands on your time. You will always be evaluating whatthe most productive activities are and delegating the rest to hired staff.  Someagents have hired professional drivers to chauffeur them to and from theoffice so they can maximize their productive time. Others have hired offshorevirtual assistants to do database entry and upkeep. So, what tasks could youdelegate right now to become more productive in your own business?

*Assumes that you work 1,000 hours at your most productive rate and 1,000hours at your unproductive rate using leverage.**A general estimate of what you could pay in salaries. It is yourunproductive rate per hour multiplied by 2,000 hours worked each year.The minimum annual salary for this example is $25,000.Your time is very valuable.  Do not squander it on unproductive meetings,unqualified buyers and tenants, web browsing, unmotivated sellers,substandard software, or just hanging around the water cooler.
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The Four Fundamentals To a Successful Commercial Real
Estate BusinessIn order to master the three fundamentals of a successful commercial realestate business, you must understand these concepts and make them part ofyour core business focus:

1. Prospecting. Prospecting is the life blood of a successful commercialreal estate career. You MUST prospect on a daily basis by telephoneand send direct mail to your farm weekly.  It doesn’t matter what elseis happening in your business—prospect first and handle problemslater.
2. Controlling Inventory. Commercial real estate is a business ofcontrol. You either have control or you have nothing. Your goal is tobe your clients’ exclusive representation as a listing agent, buyer’srepresentative or tenant representative. This is called controlling theinventory and the concept extends beyond properties to includepeople whom you represent (both buyers and tenants).The purpose of getting control is not to generate offers on listings ordrive all over town with your clients, but is to close transactions—andyou should always work toward this end goal.  Make sure that yourclients are motivated, qualified and that their expectations areproperly managed. Agents who control the inventory get paid whentheir exclusively represented clients (sellers, buyers and tenants)close deals.
3. Leverage. Hire employees to help leverage your time and increaseproductivity (don’t be afraid to explore the possibility of hiringoffshore labor to maintain your database if you are on a budget).  ThePareto Principle states that 20% of actions account for 80% of theoutcomes in any phenomena.  This does not mean that the other 80%can be ignored entirely.  Successful agents focus primarily on the 20%of actions that maximize results, such as prospecting and deal making.Assign hired staff to deal with the other 80% of actions that yieldminimal results.  Using leverage effectively allows you to grow yourbusiness.  As an agent’s business grows, so should their level ofstaffing. Remember, each hire should be based on true need and notego.
4. Control Your Focus. What you focus on, you will get.  Ask yourselfthis question at least 3 times a day: am I working on my top 20%, orhave I gotten myself side-tracked?  If you are caught up in a diversion,shift your focus back to your top 20%.  If you are like most people, youwill catch yourself drifting a few times a day.
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Leverage a Workforce To Maximize Your Productivity and
IncomeHow did the Pharaohs build their pyramids?  Nobody is exactly sure how itwas done, but we can safely assume that the Pharaohs who ruled Egypt didnot carve or carry any of the stone blocks used in the construction of thepyramids up the ramps themselves!  This is a fantastic metaphor for the useof a workforce to achieve leverage in your real estate business. You canaccomplish much more by instructing and directing a workforce of othersthan you can do on your own.There are typically five stages of leveraged growth in commercial real estate.While it is not necessary for every agent to grow their business to stage five(or beyond), most commercial agents are comfortable at stage two or three.However, without the proper amount of leverage in your business, it ispractically impossible to maintain a high income and balance in yourpersonal life.When you add staff, their job responsibilities should include everything thatcan be delegated that is not part of your top 20% of productive activities(remember that your key activities are prospecting and deal making). Thisallows you to leverage your time. Pay everyone on your staff a competitivesalary with bonuses to keep them motivated to help you achieve your goals.Your first hire should always be an assistant—and remember that you getwhat you pay for.  Junior agents should be paid a small salary and becommissioned to start with.  As their skill set develops, their position shouldevolve to be 100% commissioned.You will have to make a commitment to train your workforce. Train andretain the first two members of your team and then they will train all futurenew hires.  Have your staff document their job duties and the steps toaccomplish those tasks, so those skills can be passed to the next generation.The key concept behind leverage is not to work harder or work less, but towork smarter and focus on your top 20%. (But working less is always a niceperk, too!)

”
“Leverage is the
key to growing

your business each
and every year.”
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Stage One: Sole Practitioner with No LeverageGross Fees:  $50,000-$300,000

Prospecting comes before anything else.  Database maintenance shouldalways be done after you have prospected for the day.
Stage Two: One Staff MemberGross Fees: $300,000-$700,000

Database: Assistant maintains and checks new availabilities against the buyerand tenant needs.
Stage Three: Two Staff MembersGross Fees: $700,000-$1,700,000

JUNIOR AGENT

Database: Team maintains
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Note: One variation of this model would be to have a junior agent handlingbuyer and tenant representation.
Stage Four: Three Staff MembersGross Fees:  $1,700,000-$3,000,000

JUNIOR AGENT

Database: Team maintains
Stage Five: Five Staff MembersGross Fees: $3,000,000-PLUS

JUNIOR AGENT

JUNIOR AGENT

Database: Team maintains
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Technology Is the Foundation of Your SuccessThe foundation of all the business models, as illustrated above, is the agent’sdatabase. Consider your database to be your very own gold mine that, ifmaintained properly, will yield you a tremendous personal fortune.Successful agents all have databases that contain property data,corresponding ownership, tenant data, available space, for sale and leaseinformation. Their data is unique and not solely dependent on third partydata providers. Every change of ownership is verified against multiplesources including the buyer, seller and brokers. Newly leased space isverified with the tenant, landlord (what a great way to gain new business)and brokers. Depending on their target market, they track ownership,properties for sale, buyers, transfers of ownership (sales), rents, tenants,leases, new construction and properties taken out of service. They knowwhom they have talked to, met with and who is receiving marketingmaterials. Without this critical information, effective prospecting is not
possible. If you cannot effectively prospect, you cannot maximize new
business opportunities.  If you are not maximizing new business
opportunities, your income will decrease.A successful database is scalable to an agent’s business, meaning that as theagent’s business grows, so their technology must grow with them.Networking capabilities, ease of use and functionality are extremelyimportant functions of an agent’s database. The top performers incommercial real estate invest in technology that works for them and notagainst them.REALHOUND® is the ONLY commercial real estate software that isspecifically designed for commercial real estate. REALHOUND® greatlyenhances your ability to prospect, which in turn leads to new businessopportunities (listings, buyer and tenant rep).  It is also the only software thatgives you the advantage of leverage, by making the daily processes incommercial real estate simpler, which in turn saves you time and makes yourteam more productive.  It automatically matches buyers with sellers andtenants with available space. You can search the Internet for listings and
import newly discovered property data into your database with a click
of a button! It manages your contacts, properties, listings, escrow timelines,property photos, documents, projects, buyers and tenants.  It can be scaled inorder to meet the needs of a growing business, keeps you organized, cancommunicate data over the Internet and it is extremely EASY to use.
Agent Business PlanThe Agent Business Plan is a critical component to maximizing your revenuesfor the year. It is nothing more than a document containing goals andmilestones for your personal real estate business. Without clearly definingyour business goals, you run the risk of getting distracted and falling short ofyour desired outcomes.
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The key elements of a successful Agent Business Plan are as follows:
 Simplicity: One or two pages max.
 Revenue Goals: How much do you want to make and how manydeals do you need to do it?
 Why Statement: Why MUST you accomplish this plan?
 Target Market/Focus: Define your target market and personal focus(top 20%).
 Transaction Velocity: Does the deal velocity in your market supportyour revenue goals? Judging from prior years, is it possible to makeyour revenue goal?
 Staff, Equipment and Technology: Do you have the properresources to pull it off?
 Prospecting: How much daily telephone time will you commit toreach your revenue goal?  How many new prospects will you meetwith per week? How many and how often will you send out mailers?
 Budget: What is your budget?Review the top goals in your business plan daily and your entire businessplan monthly.  Make adjustments to your approach until you achieve yourdesired results.

Use Ants To Beat Your CompetitionIt seems that we are always asked how REALHOUND® can best be used toreally beat the competition and gain market share. My reply is always thesame—use ants. Now you’re probably thinking that we couldn’t possibly bereferring to the little insect, but we are. You will not literally dump a box ofants on to your competition’s doorstep to drive them out, but you will useyour study of the insect to accomplish the same thing.Ants are amazing creatures. There are species of ants in South America thatcan clear an entire forest when they are hunting. By sheer number, they cantake down larger, more powerful prey. When they have a collective goal, theyare fearless. All creatures big and small flee from them.The same can be true in the business world—your competition will flee fromyou. Your market is your forest and your potential clients are your prey.Cover your market exactly as described in this book and you will drive yourcompetitors from your business forest.
Will You Be the Market Cycle’s Next Victim?When the real estate market was edging its peak, my local newspaper ran anarticle predicting that the market would continue to climb. The articlequoted a major commercial brokerage firm proclaiming that the traditionalreal estate market cycle was dead, and there was not going to be a “bust” tothis market’s “boom”. Time has obviously proven that statement wrong. The
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real estate market cycle is here to stay; it is as unavoidable as the law ofgravity.  If what goes up must come down, the question then arises: how canyou avoid becoming the next victim of a market downturn?Even during a market downturn, the fundamental truth about commercialreal estate is that the demand will never completely dissipate.  Sure, theplayers and economics may change, but the real estate itself must always beowned, managed and leased by someone—which in turn creates demand foryour expert services.  In a downturn, your client could be a doctor one day ora bank that foreclosed on a property the next. Always market your servicesto the people who can say “yes” to your fee.All market cycles have identifiable characteristics that are easy to spot if youknow what to look for.  For example, in an upmarket, excess demand forcommercial real estate services can be satisfied by amateurs, but in a marketdownturn, that demand shifts quickly to a dependence on the expert realestate advisor.  The expert always gets busier and makes the most money in adown market.  And the amateurs… well, let’s just say that they get aneducation paid for by the market cycle scholarship fund!We are now on the verge of the largest transfer of wealth in modern historywhere the prepared commercial real estate practitioner stands to directlybenefit. Let me emphasize that preparedness is the key. Do you have the skillsets needed to be an expert advisor to your clients in their time of need?Have you incorporated the latest real estate technologies into your business?If not, you must make an immediate change to your business plan while youstill have time.An expert advisor understands the mechanics behind commercial real estateand the forces at work in the marketplace.  If you do not know the differencebetween a CAP rate and an interest rate (yes, it is a trick question), werecommend that you attend several classes offered by the followingorganizations:
CCIM InstituteToll Free: 800-621-7027www.ccim.com

Society of Industrial and Office Realtors®Phone: 202.449.8200www.sior.com
Both organizations have a spectacular reputation in the industry and offerprofessional designations that will distinguish you from your competition.When it comes to technology, you must use an integrated CRM (ContactRelationship Management) and property database software system in yourdaily business.
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Power Moves

1. The most successful commercial real estate agents all execute thefundamentals of the business by getting the maximum results out ofthe efforts spent on a task.  They prospect, control inventory, leveragetheir time and focus to achieve peak productivity.
2. The foundation of your business is your database.  Consider yourdatabase to be your very own gold mine that, if maintained properly,will yield you a tremendous personal fortune.
3. Leverage is the key to growing your business each and every year. Youare now familiar with the Pareto Principal, the principle that statesthat a mere 20% of your actions accounts for 80% of your results.Commercial sales people consistently misallocate their time to the80% lowest yielding activities in their business.  The most successfulsales people focus on just their top 20% and delegate the other 80% oftheir low yielding activities to hired staff.
4. Using the Pareto Principal, 20% of your efforts create 80% of yourincome.  You can estimate the True Value of your time as the value ofyour time when you are most productive. You must increase theTOTAL value of your time by using leverage and delegating thoseactivities that do not require your special talents to hired staff so youcan focus on the top 20% of money-making activities.
5. Without the proper amount of leverage in your business, it ispractically impossible to maintain a high income and still achievebalance in your personal life.  The key concept behind leverage is notto work harder, but to work smarter and focus on your top 20% highincome yielding activities.
6. Always prepare an annual business plan to keep you focused on yourbusiness outcomes for the year and review it regularly.
7. Use ants to beat your competition!
8. Don’t be a victim of a down market cycle!  Be prepared.



“I learned long ago, never to wrestle
with a pig. You get dirty, and
besides, the pig likes it.”George Bernard Shaw
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Chapter Three
Creating Your Database Goldmine

Creating a Database & Importing DataAs a real estate professional, the data that you have accumulated about thereal estate market is your stock and trade.  If you do not track informationabout the marketplace, your value proposition to your clients is greatlydiminished.  A key component to accomplishing this involves collecting,verifying and warehousing all property-related market data that impactsyour business, and having it at your fingertips when you need it.  If you sellapartments and industrial buildings, then collect data about those propertytypes in your trade area.  If you lease retail space, collect information on retailproperties, owners, leases and tenants. Tenant reps will focus on companiesand their lease data.  Property information is a commodity these days. Mostof the information you need to build your database can be found using onlinepublic databases, purchased from a third party, uncovered with a quickproperty visit or a phone call.There are only two ways to warehouse all of your data—the easy way and thehard way.  The easy way is to use the companion software, REALHOUND®.The hard way is to use anything else.  When you choose to use REALHOUND®,your data is stored in the most advanced database that you can buy forcommercial real estate.  It organizes your market data so you can retrieve itquickly and logically.   It has a powerful Customer Relationship Management(CRM) component that helps you develop and maintain client relationshipsby tying their contact records directly to the real estate that they are relatedto.  It will also match buyer and tenant needs to available properties/space inyour database or on the Internet.  This powerful tool will save you atremendous amount of time and can make you a ton of money.The key to any database is to keep the information current.  Even if you havealready created a database that has information that is relevant to yourspecialty in commercial real estate (such as ownership, tenants, phonenumbers, property data, property photos, sales comparables, properties “ForSale”, rental data and lease data) and have also created a farm area/targetmarket, you should still review this chapter to learn new ideas that willincrease the effectiveness of your database upkeep.As a successful real estate practitioner, you will need to track informationrelated to your specialty, which could include owners, tenants, leases,properties for sale, buyers, transfers of ownership (sales), rents, newconstruction and properties taken out of service.  Most of your (or yourteam’s) database efforts will be spent keeping this information current andrecording the conversations that you have with your prospects in theirrespective contact records.  Consider your database to be your very owngoldmine that, if maintained properly, will yield you a tremendous personalfortune.

3
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Your goal for creating a database is to have at least 700 properties withcorresponding ownership, owner phone numbers, owner addresses andproperty photographs.  Leasing specialists and tenant representatives willadd lease and tenant contacts to their database.  In addition to the 700properties mentioned above, tenant representatives should have at least 500tenants with phone numbers and addresses in their database. You will usethird party data services, public records, interviews with other brokers, andyour own personal research to complete and maintain your database.
Sources of Property DataTitle companies are a good source of basic property and ownership data.Contact your local title representative for more details. Public records areanother excellent source of free data. (REALHOUND.com® is currentlyexploring the possibility of having this sort of data mining abilityautomatically integrated into the program, so stay tuned for further details!)There are a number of subscription services in every metropolitan area thatwill sell you property data.  Use your favorite Internet search engine to locaterelevant data providers in your area.Caution: It is occupational suicide to exclusively use a single third party datasource as your database because that makes you no better than the guy downthe street who is doing the exact same thing.  There are a few agents in everymarket that try to prospect from a single third party database without havingbuilt their own personal database. Traditionally, these agents do poorly in
the business and don’t last through a full market cycle.REALHOUND® has a very powerful import mechanism, but most subscriptiondata contains errors and/or have license restrictions that limit your ability touse their data.  Therefore, we do not recommend that you import datadirectly into REALHOUND® from those sources, but rather manually enterand maintain your own data.Rental data can be obtained from vendors in select markets, but you shouldaugment the information obtained from them with a personal phone call totheir respective property owners and/or their property managers because anowner rental survey is a great reason to call prospects in your market.
Create Your DatabaseInput your information into a new database. Data can be imported or
input manually into REALHOUND®.  Anything that can be put into an
Excel spreadsheet can be imported into the program by mapping the
data fields or by using the Easy Import Wizard. If you choose to key inyour data by hand, we recommend that you start inputting your data on theProperty Overview screen.

“Buying and
importing your

property data on a
regular basis

makes you just as
good as the agent
down the street.”
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Create Your FarmWith REALHOUND® you have the possibility of storing an unlimited numberof properties and contacts in your database.  A farm is a subset of propertiesor contacts in your database that you are continually prospecting forbusiness. Your farm could be determined by such factors as geographic area,property size, tenant type or property type.If you are operating as an individual agent with over 1,200 properties orcontacts in your farm, you will not be as effective in personally contacting allof the prospects in your target market and you will have to slim down thesize of your targeted group.Conversely, if you have a large multi-agent team, your team will be able toeffectively handle a larger volume of prospects based upon the number ofmembers on the team.  As a general rule, you should have at least 700properties in your farm with a minimum of 500 individual owners or tenantsper agent on your team. Your goal is to contact every prospect in your farmarea at least once a quarter to secure a face-to-face meeting. Owners withproperties (or tenants) that are outside of your farm but are in your propertydatabase can be targeted with direct mail.Identify a target market to become your farm. Your target market, your
farm, will become a group of properties or tenants that you will
continuously prospect for business and become an expert on. Somecriteria that you can use to select your target market are property size,geographic location, property type, tenant type, city or county.  When youhave selected your farm, save it as a Property Group and give it a name thatis easily recognizable to you, or simply call it “my farm”.  If you are workingas a tenant rep, you will also need to save your tenant contacts as a Contact
Group.
Easily Find Phone Numbers Using REALHOUND®’s Smart-
LinksIn the past, researching owner and tenant contact data was laborious, time-consuming work.  In many cases the information that you were able to gleanabout a property owner was only partially complete or no longer current.Finding accurate contact information for each prospect in your database iscritical to your success, but that doesn’t mean that it should take you all dayto find. That’s why we created Smart-Links and integrated them into theprogram.
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Reminder: Some people do not want to be contacted by phone, fax or email,and it may be unlawful for you to do so.  It is your responsibility to determinethe legality of your actions, so please use REALHOUND® in accordance withall Federal, State and local laws.Smart-Links are pre-set connections from your REALHOUND® database tosome of the more useful websites on the Internet.  When you use a Smart-Link, information about a contact or property is automatically sent to thecorresponding website and information is retrieved without manuallyentering data on the website.REALHOUND®’s most popular Smart-Links are to ZoomInfo® and 411.com.The 411.com Smart-Link is represented by a red “4” icon next to the contactname on the Companies & Contacts tab. To use this Smart-Link, select acontact record and press the red “4” icon.  411.com will automatically lookupa contact’s phone number from the Internet free of charge. ZoomInfo® canbe found under the Smart-Link menu.  A ZoomInfo® Internet report pullsavailable information on the selected contact that includes companyinformation, related articles that the contact is quoted in, address, educationand phone numbers.  Narrow down your results by selecting a state or otherqualifier on the ZoomInfo® webpage.Smart-Links can also be completely customized to send information fromyour REALHOUND® database to your favorite websites with a click of abutton. One use for a customized Smart-Link would be to send propertyinformation from your database to your county assessor’s website. You cancreate your own Smart-Links under the File Menu> Administration>Settings…> Custom Add-Ins tab.
Property PhotographsOnce you have input your propertydata into REALHOUND®, you willneed to photograph each propertyin your farm.  Not only does havingproperty photos in your databasegive you a tremendous advantagewhen you are on the telephone withproperty owners or tenants, it alsogives you the ability to quicklygenerate reports with photographsand distribute those reports at amoment’s notice instead of driving all over town to take pictures.TIP: Even if you are a seasoned pro in commercial real estate, there is stilltremendous value in “driving the real estate” in your farm area.  Buildingsand neighborhoods change over time.  If a building has fallen into disrepair,the owner might be in trouble and may need to sell. Tenants might want torelocate from a tired shopping center. You should be on top of the situation toseize such an opportunity. Try to drive to each building in your farm at leastonce every three years.
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The best way to accomplish photographing your entire property database iswith a digital camera, laptop computer, Microsoft Streets and Trips (thenewest version sold with a GPS receiver) and a driving buddy.  Start byexporting your property addresses from REALHOUND® into an Excelspreadsheet and import that spreadsheet into Microsoft Streets and Trips onyour laptop.  Map the properties and select optimized route.  Plug in the GPSand drive to each property.  The passenger navigates and the driver safelykeeps their eyes on the road.Reminder: Using your car’s navigational system to guide you to a largenumber of properties is probably not the best use of your time. (Yes,someone did ask the question.)  It takes a considerably longer amount of timeto key each property into your car’s navigational system than it does to useyour laptop to map out all the properties at once.Take at least four digital photos of each property using the medium qualitysetting on your camera. This should give sufficient resolution and detailwithout maxing out your camera’s memory media. The first shot of everybuilding should be of the property address or monument sign. This will giveyou a reference point to discern one property from another when youdownload your photos to your computer. Other things that you shouldconsider photographing are the view from the front sidewalk, HVAC system,parking lot, amenities, property directory, tenant signage, and differentbuilding angles.Make sure that at least one photo is good enough to be used on a marketingbrochure or on a postcard. This will save you time in the future when you aretrying to complete a report.  You will not need to run across town to take apicture. Don’t forget to take notes about each property you photograph.When you get back to the office, download your photos to your computer.Next, locate your photos on your computer and put each property’s photosinto individual folders.Name each folder with the corresponding property’s street address(EXAMPLE: 123 N Camelback Rd).  Import your pictures and record yournotes into REALHOUND®.The Photo import button is located under the picture frame on the Property
Overview tab on the Property section. The program will automaticallyorganize and optimize your photos.
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Properties “For Sale”The two main classifications of properties that are “For Sale” are FSBO (ForSale By Owner) and Exclusively Listed. Internet listing services, yourcompetitors’ websites and your local newspaper are great sources for findingproperties that are “For Sale”. Check these resources often for changes thataffect your market. Input the offering data on the Property Overview screenin the Offering section and change the “For Sale” dropdown box to Yes. Type“FSBO” in the status field if the property is For Sale by Owner, or type “Listed”if the property is listed (this field is customizable to fit the way you work).Double click or go to the Offering tab if you need to enter more informationabout the offering. Do this for every property that is For Sale in your farm.Update this information on a weekly basis.Reminder: You may also import newly listed properties from the Internetfrom within the program.As you talk to property owners in your target market, it will not beuncommon for you to run across owners who tell you that they will sell onlyif the price is right. These owners are price motivated and are difficult toconvert to listings. If they will not list their property with you, you shouldstill consider their property for sale.  Change the “For Sale” dropdown box to
Yes and type “FSBO” into the status field.

Enter the Listing Price, CAP and as much relevant data as you can in the
Offering section on the property overview screen as you can. FSBOs arenotorious for selling their properties at below market prices. Tracking thistype of data will let you quickly find owners who will consider an offer if youare working as a Buyer’s Representative or when using the Buyer Needsportion of REALHOUND®.
Warning: Working with property owners that are price motivated and refuseto exclusively list their properties can be hazardous to your wallet! If youbring a property owner an offer, make sure that you have a signedcommission agreement from both your buyer and the property owner. Manytimes the buyer will make sure that the seller pays the commission for fear ofbeing left on the hook for your fee. Even with a commission agreement, youstill might have to fight for your fee.
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Track Down Tenants & Valuable Lease DataIf leasing or tenant representation are part of your business plan, you mustcollect and store tenant information and lease data in your database. Somepeople will take a shortcut and exclusively rely on third party data providersfor this valuable information. If you are one of these people, please step intomy common sense corner for a moment.  If you were the leasing broker in atransaction and you were asked to provide the lease details to a companythat was going to make the information available to everybody on the planet,how accurate would your reporting be?  The same holds true for thelandlords.  Do you think they want every broker in town chasing their tenantsat renewal time?Tenants can easily be located at any building address through the Internet.Google Maps™ will list the majority of the tenants at a given location byproperty address.

To lookup tenants automatically within REALHOUND®, select your propertyand from the Map menu select Google Hybrid Maps.
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One of the best ways to drum up tenant representation opportunities and getvaluable lease data is to go and physically knock on doors.  Pick an officebuilding or a shopping center and go to each suite. Ask to talk with thebusiness owner and always have something to offer such as a competitivelease analysis, lease audit or market survey.  Make sure that you talk to themabout their business goals and expansion plans.Reviewing a tenant’s lease can help both you and the tenant.  Is the tenantbeing charged correctly for common area maintenance (CAM charges)? Is thesquare footage in the space accurately reflected on the lease? You would beamazed at what you can find in some leases when you start digging around.One word of caution—if your investigation uncovers certain items whichimpact a landlord’s pocketbook, you will get crossed off of that particularlandlord’s holiday gift list. You should also consider charging a fee for anyamount that you happen to save the tenant.  If you are not fortunate enoughto obtain a copy of a tenant’s lease, at least ask them about their rate, leaseexpiration date, renewal options and purchase option dates.  Record thesecritical details in your database for future reference.Reminder: Do not plan on meeting and greeting tenants while you arephotographing your properties for your database.  If you did this, you wouldnever finish this essential activity of getting your database photos!
Data ImportsYou can import REA, Act and any type of data that you can view using Excel.From the File menu, select the Import/Export option and Import…. Selectthe import option that best accomplishes your goal.
The Easy Import WizardData can be easily imported into the program without complicated fieldmapping using the Easy Import Wizard.  The Easy Import Wizard works by

To lookup tenants
automatically within
REALHOUND®, select your
property and from the Map
menu select “Google Hybrid
Maps”
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copying data from one Excel spreadsheet and pasting that data into thecorrect columns in another Excel spreadsheet that is created by the EasyImport Wizard. After all of the data has been pasted into the newly createdspreadsheet, the Easy Import Wizard will automatically bring the data intothe program.
Warning: Always backup your original database before you attempt to importany new data into it. There is always a chance that you will corrupt your originaldatabase with any new data import, in which case, you will be thankful thatyou took the time to backup. From the File menu, select Backup Agent.
Using the Import Wizard

STEP 1: From the File menu, select the Import/Export option and Import…option.

STEP 2: From the Import Agreement window.
A: Click the Backup Now button to make a backup of your current database.If you happen to adulterate your current database with your newly importeddata, you will be very thankful that you took the time to backup.
B: Read the Notice and, if you agree to the terms contained therein, select the
“Agree to only import data that I am properly licensed to import or that
I own” radio button.
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C: Confirm your agreement to the terms in the Notice by typing Yes in the boxprovided.

D: Click on the Next button to continue.
STEP 3: Click the Easy Import Wizard button to start the Import Wizard.

STEP 4: From the Import Wizard Screen, select the type of data that you wishto import. If you want to import property data, select the Properties and
Contacts radio button.  If your spreadsheet contains strictly contact data,select the Contacts Only radio button.

STEP 5: Enter a name for the spreadsheet that you will paste your data into.

STEP 6: Click the Create Excel File button to create the new spreadsheet.
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If you selected a file name that already exists, you will get a message similarto this screenshot.  Select Yes ONLY if you are sure you want to ERASE theoriginal file and replace it with a new file with the same name.

STEP 7: Open the spreadsheet that contains the data you wish to import intothe program. The new Excel file you just created in Step 6 and the data fileyou wish to pull data from will now both be open.If you are importing property data, start pasting your data in the cell marked“Enter Data Here”. It is extremely important that you have the correct
Property Type listed for each property being imported.  Only those
properties that have valid REALHOUND® Property Types will import
correctly. Use Excel’s Find and Replace functions to change invalid types.Valid types include Apartment, Office, Industrial, Retail, Land, Storage, Hotel,Casino, Condo, Mobile Home and Single-Family.

If you are only importing Contact data, don’t forget to clear the contents fromCell A2 and start pasting your data in the columns for contact data.In the following example we will import Property and Owner Contactinformation. Select the first column of data (be mindful not to copy the fieldheader), hold down the Ctrl key and press the C key. This will copy theselected data to your clipboard.  In our example we will select the Companyfield.

If you are going
to manually type
in your data, you
can start here.
Otherwise
remove the entry
seen here on cell
A1. If you don’t
remove it, the
information will
be imported into
the first
properties name
field.

C:\realhndip\Realhound_import.xls already exists.
Are you sure you want to overwrite it?
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In the spreadsheet created by the Easy Import Wizard, find the equivalentfield name (in this case, it is Owner Company) and select the cell immediatelybelow the name. With the receiving cell selected, press and hold the Ctrl keywhile pressing the V key.  This will paste the contents of the clipboard in thatcolumn starting at the selected cell.Alternatively, you could right click on the receiving cell then select Paste.

STEP 8: Continue to copy the data from the original data file and paste it intothe appropriate columns in the new data file created by the Easy ImportWizard. If your data source has “123 N Anywhere St”, you would simplypaste it into the Property Address Full field. If your data source has two“123” and “N Anywhere St” address fields, you would paste the data into the
Property Address Street Number and Property Address Street fields.
STEP 9: After all of the property and contact data has been pasted into thenew spreadsheet, Save the changes and Close Excel completely.
STEP 10: Return to the open Import Wizard window.  Click the Import Excel
File button to start the import process.

Select the first
column of data
and hold down
the “Ctrl” key
and tap the “C”
key. This will
copy your
selection to the
clipboard.
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STEP 11: From the Import Status window, select the options that best meetyour import goals.  Once you have selected your import options click the
Start button.

From this point forward don’t touch your computer—allow it to finish andit will automatically return to the REALHOUND® database screen.  A dataimport is one of the most computer resource intensive processes that you canever do and it can take a long time depending on the number of records. IfWindows Task Manager states that the program is “Not Responding”, this isperfectly normal.  Just let it run.
STEP 12: After the import completes, click the Tune-Up Database buttonfrom the main login screen or your newly imported data will not showcorrectly in your database

Data Doctor Fixes and Cleans Your DataA truly unique feature of the program is the data management suite calledData Doctor.  Data Doctor allows you to globally change the data in yourdatabase and perform duplicate checking on your data.  There are over 75data management and cleansing features in this section of the program.
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Warning: Always, Always, ALWAYS backup your original database before youattempt to use any feature in Data Doctor. There is significant chance thatyou can drastically change your entire database using Data Doctor, in whichcase, you will be thankful that you took the time to backup.Data Doctor is not for everyone and was specifically designed for yourdatabase administrator and IT professionals.
Using Data Doctor1. From the File menu, select Administration and then Data Doctor.2. Find and run the data management feature that you wish to use.
Partial Data Doctor feature list

Transfer and update field values Phone description update Set default records
Duplicate checking with merge
and delete functions

Setup users Data Clean up &
optimization

Switch data between fields Data Purging Execute
SQL
StatementsAdvance field splitting Direct edit of Contact table Global Replace

Clean & Update Contact data Direct edit of Property table File Sucker (photos &
File)

Clean & Update property data Direct edit of unit mix table Reset GUIDs
Standardize documents folders Direct edit of sales table Direct edit of activity

table

Power Moves

1. As a real estate practitioner, the data that you have on the real estatemarket is your stock and trade. Without local market knowledge,your value proposition to your clients is greatly diminished. You mustdistinguish yourself from your competition. To accomplish this, youmust collect and verify all property-related market data that impactsyour business. You or your team should do your own data input,research and data verification. Maintain professional relationshipswith your peers so they are willing to share information about theirtransactions with you.  Prospecting from an accurate, well-maintainedproperty and contact database will make you a lot of money.It is occupational suicide to exclusively use a single third party datasource as your database because you have no control over theinformation. There are a few agents in every market that try toprospect from these online databases without having built their ownpersonal database. Traditionally, these agents do poorly in thebusiness and don’t last through a full market cycle.
2. Identify a target market to become your farm. You should have at least700 properties in your farm with a minimum of 500 correspondingowners per agent on your team.  Tenant representatives should have
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at least 500 tenants. Your goal is to contact every prospect in yourfarm at least once per quarter.  Owners and tenants that are outside ofyour farm but are still in your database can be targeted with directmail.
3. Save your farm properties as a property Group and give it a name suchas “my farm”. Tenant representatives can save their prospects as acontact Group. Alternatively, if you have linked all of your tenants tothe properties that they have leased under the Leases tab, you shouldsave the properties in a property Group.
4. Saving your farm as a Group will save you time when you areprospecting and need to query your prospects at a moment’s notice.



“Cats get fat by eating mice—not
from chasing them.”
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Chapter Four
What goes where and why should you care?

The Contact, Today and Property Screens
REALHOUND® is divided into three main sections: Property, Today and
Contact sections. The Contact section is where you will spend most of
your time in the program. Each of these main sections is broken down
further into other related components.Reminder: First time users of REALHOUND® may find the multiple sectionswith numerous tabs and a seeming sea of endless fields slightly intimidating.However, you have the ability to hide tabs and fields so you can customize thelook of the program.  As your confidence grows, you can turn on or off areasof the program that you may or may not want to use. To take advantage ofthis feature go to: File>User Interface… to turn on or off program Tabs orFile>Administration>Settings…>Field Visibility to hide fields in the database.
The Contact Section

The first tab in the Contact section is the Companies & Contacts tab. TheContact screen displays a contact’s primary information, history of propertyownership, related contacts, group membership, leases and history ofactivities relating to the contact.

Everything that is mission critical to successful communication with
your clients is displayed on this one tab. You can also send emails,generate letters and schedule activities with your contacts without leavingthis screen.  The Companies & Contacts tab’s screen is broken down into thefollowing components:
Contact information. The top half of the screen contains information aboutyour Contact.  Always try to enter in as much relevant data as possible. You

4
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never know when you will need to reach your client at some obscure locationfor which they gave you the telephone number months ago.TIP: If you are just getting started with REALHOUND® and you think youmight be missing some of your contact records, click the ALL button on top ofthe screen on the menu bar.

You should enter in each contact record’s contact Type field.

The field should explain the major role that the contact plays in your market(some examples are Owner, Tenant, Owner/User, Investor, Lender, Manager,Developer, Appraiser, etc.).
Lookup box. Located on the top right-hand side of the screen, the Lookupbox is a quick way to find contacts in your database.  Our Lookup box ispatterned after the Lookup box commonly found on your favorite Internetsearch engines. Type in all or part of a contact’s name or company name andpress the Enter key.  The program will pull up every matching record. Youcan also locate a contact by typing in a portion of their phone number,address or fax number.  The Lookup box is intelligent, meaning that it willautomatically search for variants of the name you type in the Lookup field.For example, if you type in “Richard”, it will pull up all Richards and Ricks.“Bill” will yield William and Billy, etc.
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Below the Lookup box is the What dropdown list.  Use this feature to narrow
down your search results within the currently selected records, exclusivelysearch the Contact or Company fields, etc. When you have completed yoursearch, reselect All in the What dropdown list.  This will refresh your searchcriteria to all records for your next search.TIP: To quickly jump your cursor to the Lookup box from anywhere in theprogram and set the lookup to All, press the Ctrl + J keys. To set the Lookupto just last name press the Ctrl + L keys.
Contact Groups. This is a useful feature that allows you to group contactstogether by some relevant relationship.  For example, you could create agroup named “Retail Brokers” and designate every active broker in yourdatabase as a member of this group.

Some other useful contact groupings include the following:
 Contacts for whom you have completed a proposal
 Contacts without a phone number
 Contacts that need to be called on a regular basis
 Contacts with whom you have met
 Contacts for whom you have prepared a proposal and need to follow-up with on a regular basis

TIP: Two types of groups that you can use in REALHOUND® are PropertyGroups and Contact Groups. You should NOT group your farm by ownersusing a Contact Group because property ownership perpetually changes.Instead, you should use a Property Group because, while the ownership willchange, the property is not going anywhere and will always be in your farm.Property Groups are most effective for grouping properties with a similarlocation and/or physical characteristics. Another convenient use for groupsis to save a particular list of contacts or properties that you will need to workwith at some point in the future, such as rent comparables or tenant types.
Related Contacts radio button. This feature allows you to link relatedcontacts to one another for quick reference and easy access. To go to arelated contact’s record, just double click on the grey box next to the contact’sname.
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Entering related contacts is easy.  Next to the asterisk, click on the Contact
Search button, enter the new related contact in the search box and click the
Select button.  Once you have selected the related contact, the contact’s nameand company will appear in the list.  Next, in the box below the relatedcontact’s name and company, select the relationship to the main contact ortype in the relationship.  If the particular relationship is not on the list,REALHOUND® will automatically create a link between the two contacts andprompt you for the return relationship.  For example: If the contact recordthat you are working with has an assistant, you will enter in the assistant’sname and define their relationship as “Employee” or “Assistant”.REALHOUND® will ask you to define the return relationship and you willenter in “Employer” or “Boss”. To query the related contacts, click the Gotobutton next to the Related Contacts radio button and REALHOUND® willlook up those records for you.  Click the Goto button if you want to send all ofthe related contacts a letter or email.
Company radio button. This feature allows you to automatically view all ofthe contact records that are related to your current contact record bycompany name.

Contacts that share the EXACT company name will automatically link to yourcurrent contact record just by selecting the Company radio button. To querythe related contacts in the same company, click the Goto button next to the
Company radio button and REALHOUND® will look up those records for you.You would click the Goto button if you wanted to send all of the relatedcontacts in the same company a letter or email.
History/Task/Other radio buttons. Select “History” or “Other” and theinformation displayed in the box below these settings changes. With “Other”selected, the program displays more contact fields and other customizablefields. When “History” is selected, every note, logged call, email, letter,scanned or attached document is displayed in date order.

Contact Search
button
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To filter activities, go to the “Show Type:” drop down box and select the typeof activity that you only want the program to display.Tip: To customize fields in your database, select the File Menu >Administration > Settings… > Custom Fields tab.
Related Properties: Displays all properties, leases, sales and linkedproperties that are related to the selected contact. This feature is discussedin detail in another section of this book.

Buttons, Buttons and More Buttons!

At the bottom of the Companies and Contacts screen, there are a series ofbuttons that function as follows:
New Contact. Creates a new contact record.  Note that you CANNOT create anew contact record from the Edit menu.
Copy Contact. Creates a new contact record and populates the record withthe same company name, address and phone numbers as the currentlyselected contact.
Drop Contact. Drops the current contact from the list of contacts displayedand advances you to the next contact record.
Task. Allows you to schedule a Call, Meeting or To Do task with the currentcontact at some future time.  Scheduled activities will appear on yourcalendar.
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Note. Creates a new note into the contact history record.
Call. Creates note about a call you made to or received from the selectedcontact in the contact history record.
Cold Call. This button is covered in detail in another section.
Attach. Allows you to attach different types of files to the contact recordsuch as a marketing package, MS Word document or PDF file. These files arestored in the contact’s document folder.
Documents. An innovative way to store and view any electronic fileassociated with the current contact record. Files can be cut, copied, draggedor pasted into the folder that pops up when you click the Documents button.You will never lose an electronic file again!
Mail/Email Merge. You can create and modify templates or create mailmerges and email merges for your selected contacts.  Follow the simpleonscreen steps.
New Doc. This function gives you the ability to use custom templates togenerate different types of correspondence to the selected contact.  This iswhere you would access your favorite fax cover sheet, letter formats, LOI’sand memos that have been created as templates.

The program will perform a mail merge with the selected contact’sinformation, generate the appropriate document and save the file in theContact’s Documents folder.
Email. To create a new email, double click on a contact’s email address orclick the email icon.Tip: To move backward and forward on the historical list of contacts thathave been viewed, click the Back or Next buttons.

Other Tabs in the Contact Section of the Program

History tab. This tab is an expanded view of the History box, which islocated on the Companies & Contacts tab.  From this tab, you can edit notes,activity and visibility. You can also view and attach links to the notes.
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Buyers & Tenants Needs tab. This tab is where you will input everyproperty or space requirement that an individual contact tells you that theyare searching for in the market.  This tab allows you to search for a matching“For Sale” property or “For Lease” space in your database and can help youmake a lot of money.If your client tells you that they are looking for either a strip center for under$5,000,000 or an apartment building for under $50,000/unit, you will enterboth pieces of information by using two different saved requirements, butboth will be entered on this tab. To enter a new “Needs” entry, type a name inthe blank description box and click once outside the box to activate theremaining portion of the screen.TIP: When entering in Buyer needs, you should always enter in the followingitems: Price range, Down Payment range, Expires date, Deal Probability, andwhether the buyer is in a 1031 Exchange (if he is, you should include hisNomination Date).

The Deal Probability field is your own personal assessment of the contact’smotivation. This field will help you remember which people in yourdatabase are truly motivated when you are reviewing their Buyer/TenantNeeds in the future. Deal Probability is expressed as a percentage and shouldalways be used.Details should be kept to the Comments box or you will narrow the searchresults by having too many limiting parameters. In other words, you couldskip over properties that your client might want to buy.  Click the Show
Matched button to automatically find available properties. Don’t forget toclick the Search Internet button!The difference between entering a Buyer need and a Tenant need is verysubtle. You must be conscious of selecting the correct “Need Type” so theproper property availabilities can be searched and matched to the recordedneeds.
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Tenant needs (For Lease Need Type) should have an expiration date, DealProbability, Available SF and rate information.  Details should be kept to theComments box.Caution: Only use the Type and Sub-type fields if you have been diligentlyentering in this information on your available spaces or you will severelylimit the number of matches that you will get on available spaces.
Cold Calls & Call Lists tab. The Cold Calls tab (see later chapter for fulldetails) is an extremely useful tool that allows you to narrow a list of contactsthat you wish to call by filtering out those contacts for which you do not havephone numbers, you have previously called, are on a do-not-call list or haveleft a message in the past.  The program will then generate your call list using
Intellicall, a sophisticated algorithm that greatly increases the probabilitiesthat you will contact prospects who are in need of your services. Using thisfeature makes it virtually impossible for you to skip a call to prospects inyour database.
Marketing tab. The Marketing screen contains a list of marketing materialssent to properties shown and offers written by the selected contact.
List tab. This tab allows you to view your selected contacts in a summaryview and add or drop contact records from your active list.  It is very usefulfor selecting contact groups and adding them to your list of active contacts.In addition, you can easily export your contact records to MS Excel (for use indirect mail or broadcast emails), as well as email all contacts and createlabels. You can also access and create mail merge templates by clicking onthe Documents/Email button at the bottom of this tab. Sort your contact listusing the Quick Sort dropdown box on the lower right portion of the screen.
Searching For Contacts - Three Great Ways To Get the J ob1. Lookup box

Located on the top right-hand side of the Companies & Contacts screen, the
Lookup box is a quick way to find contacts in your database. Our Lookup boxis patterned after the Lookup box commonly found on popular internetsearch engines. Type in all or part of a contact’s name or company name andpress the Enter key.  The program will pull up every matching record. Youcan also locate a contact by typing in a portion of their phone number,address or fax number.  The Lookup box is intelligent, meaning that it willautomatically search for variants of the name you type in the Lookup field.For example, if you type in “Richard”, it will pull up all Richards and Ricks.Below the Lookup box is the What dropdown list. Use this feature to“narrow down” your search to currently selected records or exclusivelysearch “contact” fields or “company” fields. Go to the List tab to see yoursearch results in a list format.
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When you have completed your search return the What dropdown to ALL.This will refresh your search criteria to all records for your next search.TIP: Type the word Owners into the Lookup box to view secondary propertyowners.2. List screen

Click on the List tab located to the right of the Company/Contact tab. At thetop of the List screen you will see blank boxes under “Company”, “ContactName”, “City”, “State”, “Postal Code”, “Phone” and “Contact Type”. Enter theinformation that you want to search for in the appropriate box and click the
Lookup button to start your search. The results of your search will populatein the list.  Double click on any contact in the list to go to that contact’s record.If you want to view all of the Contact records on the list, simply click on the
Companies & Contacts tab and you can click through the records at yourleisure

3. Filter by fieldRight click in any field that you want to search in the Contact record. A menubox pops up and gives you the following search options for the selected field:

a) “Filter For:” field. Entering data in this field will filter selectedrecords for an exact match to the data entered in the field. If youwanted to filter for all records that had the text “LLC” in theselected field, you would type “*LLC*”. The asterisks tell theprogram to include any text strings before or after “LLC” in theFilter results (i.e., Simpson Housing LLC, John Doe, Member).
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Filtering is not the same as a Search. When a Filter is on, the restof the records are hidden from view. If you would like to create asearch from your filter, click the Apply Filter button. When youhave completed the filter, right click in the field that you wereworking with and select Remove Filter/Sort to unhide the rest ofthe records.b) Filter by Selection. Selecting this option will filter for records thathave the exact matching text in the same field. All of the otherrecords will be hidden until you remove the Filter/Sort.c) Filter Excluding Selection. Selecting this option will hide allrecords that have the exact matching text in the field. Theserecords will be hidden until you remove the Filter/Sort.d) Remove Filter/Sort. Selecting this option removes the filter onthe selected field.Here is a practical example of the use of the Filter by field option:There was a REALHOUND® user who put an “X” in a certain user text field ofevery record that had an incorrect phone number. He was distraught whenhe could not figure out how to find those records that he had marked with an“X”. When he called our Customer Support Department, he was told to scrollthrough his contacts until he found one of the contacts that had an “X” andthen to do a Filter by Selection. Instantly, all of the records marked with an“X” showed up. Customer Support then walked him through the process tocreate a group for his contacts with wrong numbers, making it easier to findthat group of records in the future.
Smart-Links

Smart-Links is bound to become one of your favorite features of theprogram.  It will take information from your current contact or propertyrecord (depending on which section of the program you are in) and searchesthe Internet for useful information on that property or contact using some ofthe more popular websites.  This means that with one mouse click, you canquickly get the weather forecast in a contact’s city, Internet maps with aerialphotography overlays, phone numbers, demographics, residential homevaluations, and everything else that your favorite search engines can tellyou—juicy tidbits that I’m sure you will absolutely love.
Smart-Links are located on the main menu bar on the top of the screen nextto the Help dropdown menu. Go to a Contact or Property record and try itout.
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Click and drag
downwards

Release here

Helpful Hints1. REALHOUND® is a database program designed to store your Contact,Property and Activity information. Buttons and controls inREALHOUND® do certain things, just like in an automobile. If youlearn these quick tips, it will make operating the program much easier.2. To exit out of a field without making changes, press the ESCAPE key.This is very useful if you get an error while changing data.3. As soon as you move off a field, your data is saved.  There is no need toclick the SAVE icon.4. To close a screen, press the X on the top right hand side. To copy anylist from REALHOUND® into Excel, use your mouse to click on therecord selector (the arrow to the left of the row) of the first row in thelist you would like to copy, then hold down the SHIFT key and click onthe last row.  While still holding down SHIFT, right click on the last rowand select COPY. Switch to Excel and select EDIT> PASTE from themain menu or use the Ctrl+V keys.

5. To move from one record to another, use the buttons that resembleVCR buttons on the bottom left hand side of the screen.

6. To move forward from one field to another using the keyboard, pressthe TAB key.7. To move backward from one field to another, press both SHIFT andTAB at the same time.8. To quickly search in a field, right click on it and enter what you aresearching for into the FILTER, then press ENTER.  Use the * as awildcard for finding anything that may come before or after what yourequested. For example, ‘*Smith’ in the Contact Name field wouldfind anyone whose last name ends with ‘Smith’.
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The Today Section

The Today section is where you will access your task list, calendar and searchcontact histories. In addition, you can manage your projects, marketingcampaigns and buyer and tenant needs on a large scale.Tip: If you do not like the color scheme of your REALHOUND® screen, changethem! Go to the File menu, then User Interface. Screen Colors and Themeswill be on the upper right hand side of the screen.
Tasks tab. Allows you to view a list of your tasks by task type and user.

Calendar tab. View individual or team tasks on a calendar. You cancustomize your view of the calendar by performing a click-and-hold on themini calendar and dragging the mouse pointer across the mini-calendarhighlighting the number of days that you wish to view. You can move tasks tonew time slots or to another day by performing a click-and-hold just to theleft of the task on your calendar and moving the task to the desired time slotor day. The Calendar features work the same way as the Task list.

Highlight to see
just selected
activities

If you are in a
team, check the
box to show only
your tasks

Click to refresh
the list



CHAPTER 4MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 61

If you are in a
team, check the
box to see just
your calender

Search History tab. This very useful tab shows you contact activities bySales Status and/or Call Result. You can also narrow your search by enteringa date range or find key words in the database. Print the results of yoursearch by pressing the Report button.  If you want to know for which of yourclients you created a proposal in November or met with in the first week ofDecember, you will be able to find that information easily by using this tab.
Project Status tab. This tab shows you a summary of all property relatedprojects. New projects are entered in the Property section on the Projectstab of the property involved.  Once you have entered in a new project on aspecific property record, you will be able to access and manage that projectfrom this tab.  Projects are very useful for managing property relatedactivities that involve multiple steps, such as closing timeline, developmenttimeline, putting together a marketing package, listing proposal or someother multi-stage process.
Marketing Campaigns. This tab is where you will create and edit marketingcampaigns for your property based marketing. This feature will greatlyreduce the amount of time and effort required to generate marketing reportson your listings.  If you are not providing your clients marketing reports ontheir listings your business is in real trouble. The program truly takes thepain out of the reporting process, saving you and your staff hours of time.Marketing campaigns are discussed in a later chapter.
DealFinder. This tab gives you the ability to find and manage buyers in yourdatabase who are looking to purchase properties that match certain criteriathat you have already specified under the Buyers & Tenants Needs tab (inthe Contacts section of the program).  This feature is extremely useful whenyou are trying to locate a buyer for a For Sale property that is not currentlyentered into your database, or if you want to manage a list of clients in a 1031tax deferred exchange. Example: You go to a meeting and another brokerpitches a deal that requires $2,000,000 down. You search DealFinder for
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buyers that have at least $2,000,000 and then run the deal past the buyersthat qualify. Yes, this feature can make you a lot of money!Within this tab is the Matched Properties window.  By selecting a buyer onthe screen above the window and pressing the Show Matched button,properties in your database with the For Sale status of “Yes” that meet theselected buyer’s criteria will be displayed in the Matched Properties window.
Don’t forget to search and match off of the Internet listings.

The Matched Properties window shows you matching properties that havehad their For Sale status changed to “Yes” in the Property section. DealFinderis discussed in greater detail in a later chapter.

Tenant Wizard. This tab gives you the ability to find and manage tenantneeds in your database for contacts who are looking to lease space that matchcertain criteria that you have already specified for them under the Buyers &
Tenants Needs tab (in the Contacts section of the program).  The TenantWizard feature is extremely useful when you are trying to locate a tenant foran available space, but that space has not been entered into your database, orif you want to manage a list of tenants looking for space.
Example: You get to a flyer from another broker marketing 20,000 SF ofoffice space. You then search the Tenant Wizard feature for tenants whohave a need for 20,000 SF of office and then run the deal past all of yourclients who qualify.
Yes, this is another feature that can make you a lot of money!Within this tab is the Matched Available Spaces window.  By selecting atenant on the screen above this window and pressing the Match Available
Spaces button, available spaces for lease in the database that match thattenant’s specific requirements will be displayed.

Recent Changes. This tab displays all of the contacts and properties thathave been recently modified. This feature is useful for monitoring changesmade to the database.



CHAPTER 4MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 63

Property Section

The Property section of the program is where all of your property data isstored, including property pictures, sales, offering information, availablespaces, leases and rental history.  Most users will never use all of the featuresin this section, but for those of you who are true “data hounds”, you will notbe disappointed.  All REALHOUND® users should acquaint themselves with atleast the Overview, Unit Types, Leases, Available/For Lease, Offering/For
Sale and Sales tabs.Displayed screen sections, data fields and tabs will change based on the typeof property that has been entered into the database. This means that a retailbroker does not see apartment data fields and unit mix information on ashopping center’s property record.
The Overview tab. This tab was designed to give you all the essentialinformation about a property on one screen. In addition to the basicinformation about the property, it shows Ownership, Offering (For Sale)details, Last Sale data and property photos. You will find that you rarelyneed to go to any other tab in this section. When entering a new propertyrecord, you should always enter the property name, property type andaddress. If you do not know the property name, use the street address as thename, i.e., 3135 South Front St.

Key data fields
that should be
filled out
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Click the Change
Contact icon to
change the
owner

The Overview tab has several fundamental components.

Make sure that you ALWAYS select the correct “Property Type” becausedifferent property types have different screen views to accommodateinformation specific to each property type.
Offering (For Sale) section. This is where you will enter offeringinformation about the property if it is For Sale.  Change the For Sale field to
Yes if the property is available, then you can enter more detailed informationunder the Offering tab if you wish.

After the offering information has been entered, you should ALWAYS click the
Match Buyers button and the program will search your database for contactrecords that have matching buyer needs. If a matching need is found, thecorresponding contact records will be automatically queried for you. This is
another feature that will grow the size of your wallet!

Owner/Principal section. This section shows the current owner of theproperty.  The ownership link between a property and its correspondingowner contact record is established in this section.  The owner who appearsin the Owner section of this tab is linked to the property in the Contactssection of the program.

Use the drop
down menu to
reveal more
options
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The radio button
for Apartments
and Storage
property types

To complete the link between a Contact (owner) and property, you must clickthe Refresh button on the Companies & Contacts tab. You can addadditional owners under the Owners tab.

Radio buttons. These allow you to select different views in the Activity boxbelow. These buttons are different for each property type.

Lookup box. Type in a property name, address, zip code, city, sub-market,property type, property sub-type, property actual use, tenancy, ownercompany, owner contact, sub-region and the program will display all theproperties that meet your specified criteria. Alternatively, you can lookup aproperty from anywhere in the program by pressing the Ctrl + P keys.
Property Photo Display box. This displays the default property photo. Youcan store as many photos as you like in the program without slowing it down.Beneath the photo display box is a series of icons that have various functions,which are explained in the illustration below.

A Copy photo to clipboard

B Copy photo from clipboard

C Delete Current Photo

D View thumbnails

E Edit current photo

F Import photo

G View current photo

H Set current photo as Primary

A        B       C        D       E         F       G       H
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Most Recent Sale. This shows you summary information about the last saleof the property. In most cases this is really all the information that you need.However, you can enter in even more details under the Sales tab. You shouldALWAYS enter a new sale by pressing the New Sale button because theprogram will save you some work by clearing out the Offering informationand will automatically fill in certain sales fields.
Buttons, Buttons and More Buttons!

At the bottom of the property Overview tab, there are a series of buttons thatfunction as follows:
New Property button creates a new property record.  A new propertyrecord CANNOT be created from the Edit menu.
Copy Property button creates a new property record with the same basicproperty information as the currently selected property.
Drop Property button drops the current property from the list of displayedproperties and advances you to the next property record.
Task button allows you to schedule a Call, Meeting or To Do task with acontact record at some future time and links the activities to the propertyrecord. Scheduled activities will appear on your calendar.  (NOTE: The Task,
Note and Call buttons will only display if the History radio button isselected.)
Note button creates a new note in the property history record.
Call button creates a note about a call you received or placed to a selectedcontact in the contact and property history record.
Attach button allows you to attach different types of files to the contactrecord such as a marketing package, MS Word document or PDF file to thecontact record history.  Files are stored in the property’s document folder.
Documents button is an innovative way to store and view any electronic fileassociated with the current property record.  Files can be cut, copied, draggedor pasted into the folder that pops up when you click the Documents button.You will never lose an electronic file again!
Auto Compare button automatically compares the currently selectedproperty to the other similar properties in the database that have recentlySold, are currently For Sale and are potential rent comparables.  This featurewill also estimate the current property’s value based on sales and currentoffering information that has been entered into the database.
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Other Important Tabs in the Property Section

Availability/For Lease tab. This tab is where all of the information on theavailable/vacant space is recorded for a particular property.  From thisscreen you can create a Stacking Chart or Lease vs. Buy analysis.As you enter in vacant space, click the Match Tenants button and theprogram will automatically query the contacts in your database that have amatching tenant needs. If you lease space, this feature is going to make
you a lot of money!
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Available Spaces/Lease Comparables List FeatureThis feature will allow you to select and rank spaces from a queried list ofproperties so reports can be run just on the selected spaces.To use the Available Spaces/Lease Comparables List feature, query theproperties with spaces in your database that you wish to run thecomparables list on. With your properties selected, click the
Available/Leases button on the property List tab.  Once the spaces havebeen selected and ranked, select your desired report to be run from the
Report button at the top of the screen.

Leases tab. All of your property leases are stored on this tab. Make sure yourecord the lease expiration date, purchase option date and renewal optiondates on this screen if that information is available to you. The program willuse these dates to manage your future call lists, saving you a lot of time andeffort.Link the tenant contact records to their lease by clicking the Change Contacticon. Lease information will appear on a tenant’s contact record when youclick the Refresh button on their record.
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You can also create a Stacking Chart from this screen.  To use the StackingChart, you must have all of the required data fields filled out or the chart willnot be created.
List tab. This tab allows you to view your selected properties in a summaryview and add or drop property records from your active list.  It is very usefulfor selecting property groups and adding them to your list of activeproperties.  In addition, you can easily export your property records to Excel,and go to both the linked owner of the property and tenants’ contact recordswith a push of a button.
Searching For Properties: Four Great Ways To Get the Job Done1. Lookup box. Located on the top right-hand side of the PropertyOverview screen, the Lookup box is a quick way to find properties andowners in your database.Type in all or part of an owner’s name, owner, company name,property name, address, city, submarket, subregion, type, sub-type,actual use and tenancy type, and then press the Enter key.  Theprogram will pull up every matching record. When you havecompleted your search, select the ALL button to return to viewing allof your property records. Don’t forget that the List tab will displaythe search results in a summary format.

Link tenants here
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TIP: To jump the cursor to the Property Lookup box anywhere in theprogram, press Ctrl + P keys.
2. Search button. Click the Search button on the upper middle part ofthe menu bar to bring up the Search screen.

The Search screen is where complicated or multi-step searches can beperformed. **Remember, EVERY field is searchable!**

Example: You want to find every apartment building in your database that is60 units or larger but less than 501 units in the City of Scottsdale.  On theSearch screen, select the Advanced tab and follow the labeled steps 1through 4 on that screen. Complete this search as follows:a) Select the “UNITS” field, Is Greater or Equal radio button, type“60” in the “Select a value” field and click the Add Criteria button.b) Select the “UNITS” field, Is Less or Equal radio button, type “500”in the “Select a value” field and click the Add Criteria button.c) Select the “CITY” field, Equals radio button, type or select“Scottsdale” in the “Select a value” field, click the Add Criteriabutton.
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d) Click the Show Properties radio button and New Search radiobutton in the middle left side of the Search screen.e) Click the Search button. REALHOUND® will now display yourresults. Finally, click the Goto Properties button to query yourproperties on the Property section of the program and close theSearch screen.3. Filter By Fields. Right click in any field that you want to filter (AKA“search”) in the database. A menu box pops up and gives you thefollowing filter options for the selected data field:

a) Filter For: field. Entering data in this field will filter the selectedrecords for an exact match to the data entered in the field. If youwanted to filter for all records that had the text “LLC” somewherein the selected field, you would enter in “*LLC*”. The asteriskstell the program to include any text strings before or after “LLC”and will be included in the filter results (i.e., Simpson Housing LLC,John Doe, Member). If you wanted to filter for all records that hadJUST the text “LLC” in the selected field, you would enter in “LLC”.Filtering is not exactly the same thing as a Search.  When a filter ison, the rest of the records are hidden from view.  When you havecompleted the filter, right click in the field that you were workingwith and select Remove Filter/Sort to unhide the rest of therecords. If you would like to create a Search from a filter, go to the
Overview tab and click the Apply Filter button.b) Filter by Selection. Selecting this option will filter for records thathave the exact matching text in the same field that is currentlyselected.  All of the other records will be hidden until you select
Remove Filter/Sort.c) Filter Excluding Selection. Selecting this option will HIDE allrecords that have the exact matching text in the same field that iscurrently selected. These records will remain hidden until youselect Remove Filter/Sort.
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The All button will
show all the
properties in the
database

Double click
here to go the
property record

d) Remove Filter/Sort. Selecting this option removes the filter onthe selected field.Here is another practical example of the use of the Filter by fieldoption:Let’s suppose that you need to find every building on “S PicoStreet”. Click the All button at the top of the screen and right-clickin the address field on any property record. Select Filter For: andenter “*S Pico*” in the blank box (again, the asterisks tell theprogram to include any text strings before or after “S Pico”) andpress the Enter key. Every property that has “S Pico” in itsaddress will now be displayed. If you would like to create aSearch from this filter, go to the Overview tab and click the Apply
Filter button.Click on the List tab located to the far right of the Overview tab.

Click the All button on the top left side of the screen.  At the top ofthe List screen you will see blank boxes under “Property Name”,“Address”, “City”, “Square Feet Range” “Units Range”, “Type” and“Status”.  Enter the information that you want to search for in theappropriate box and push the Lookup button.

The results of your search will populate in the list. Double click on anyproperty in the list to go to that property’s record. If you want to viewall of the property records on the list, simply click on the Overviewtab and you can click through the records at your leisure
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Mapping That Will Blow Your MindThe mapping capabilities of the program are so powerful that they areconsidered the most extensive on the market.  Using MapPoint 2013, you canmap all of the properties in a city, draw a shape around the section of townthat interests you, and the program will select only those properties withinthe designated area, dropping unwanted properties from your search. Whenyou return to the Property section of REALHOUND®, only those propertieslocated within the shape will be queried (selected) in the program.Then click a button and visually fly around your property with a bird’s eyeview using a number of different Internet mapping tools and, finally, get astreet level view of your property without even leaving your office!Next, generate and map a list of properties that are For Sale or Available forLease and email the map to a client so they can “fly” around the propertiesusing the bird’s eye view.
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Geocoding Your PropertiesProperties must be geocoded before several mapping functions in theprogram, such as the radius search, will work properly.  A geocode is just afancy way of saying that the property has latitude and longitude coordinatesassociated with its record. You can tell if a property has a geocode by lookingat the Tract section of the Details tab in the Property section of the program.

There are currently three ways to geocode your properties: using MicrosoftMap Point 2013, Yahoo Maps, or entering the coordinates yourself by hand.  Ifyou use Map Point 2013 or Yahoo to automatically geocode the properties inyour database, each property must have a valid mailing address.
MapPoint 2013 and Yahoo MapsSelect the properties that you wish to geocode or select the All button. Clickthe MAP button at the top of the screen. Select the radio button next to thegeocode option that you wish to use and click the Start button.
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Double click
here to go the
property record

Reminder: You need to have Microsoft MapPoint 2013 installed on yourcomputer to utilize some of the program’s mapping capabilities. MapPoint2013 was included in the higher-end MS Office packages. If you did notpurchase MapPoint 2013 with your computer, please consider purchasing theprogram online from EBAY.com for about $75.  It is well worth theinvestment.
Geocode By HandThis is the least appealing of the three options because of the tedious natureof the work.  However, if you do not have a property address, you will have tomanually enter the geocode for the property in the Detail tab.  In order to getthe coordinates, you will need to drive to the property with a GPS unit andrecord the latitude and longitude.
Radius Searches

The radius search feature requires a geocode on each property. Propertieswithout geocodes will not be queried and, subsequently, will not be displayedin your search results.Select the subject property that you wish to do a radius search around bydisplaying that property on the Property section Overview tab.  Click the
Search button and select either the Multi-Unit, Commercial or Advancedtab. The current Subject property is listed at the top of the search window.
For our example, we will use the Easy Search - Commercial tab.1. Enter any other search criteria (such as building square footage) thatmight be of interest.

2. Select the Show Properties radio button from the middle left-handside on the window.
3. Select the New Search radio button in the middle of the window.
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Double click here
to make this
property the new
SUBJECT
property

4. Enter the mile radius around the Subject property that you want toinclude in the search.
5. Click the Search button

The results of your search are displayed in the box below the Searchbutton. Click the Goto Properties button when you have the resultsyou want.

Tip: Use the Radius search to find all of the property owners surrounding anew listing and call them to see if they would like to buy the property. As youmay know, a high percentage of all property sales are made to neighboringproperty owners.
Draw On a Map To Search For Properties Using MapPoint
2013REALHOUND® lets you map properties in MapPoint 2013 by drawing a shapearound those properties and having only those properties within the shapebe displayed in REALHOUND® when you close MapPoint 2013.  This featureis extremely useful if you want to query properties in a geographic locationthat is not readily definable using other search tools. For example, if youwanted to lookup all of the properties that are between four streets, this willbe the easiest way to accomplish the task.Let’s say that you want to query all buildings in Scottsdale, Arizona south ofIndian School Road, north of the 202, between Hayden Street and ScottsdaleRoad.1. Search and select all of the buildings in Scottsdale from the List tab orthe Search screen.2. Press the Map button3. From the Mapping/Options window, select the radio button marked

Map and geocode my selected properties/contacts using
Microsoft MapPoint
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Properties
outside the
shape will be
discarded.

4. From the Mapping/Options window, click the Start button.REALHOUND® will send all of your selected properties to MapPoint2013 and open a new window.5. Maneuver and zoom the Property Map window to the geographic areathat you are interested in.  Select the drawing tool that you prefer.
6. Draw a complete polygon around the properties that you want in yoursearch. Click the Remove Properties Not in Shape button.

7. Close the Property Map window by clicking on the red X on the upperright side of the screen.8. The Property Map window will close and only those propertieslocated within the polygon will be selected in REALHOUND®.
Internet MappingThere is a mapping arms race happening on the Internet these days—and youare the direct beneficiary to the conflict. Say goodbye to the weak lookingMapquest maps and welcome to the days of full-detailed aerials and streetlevel views of your properties delivered right through your web browser.The best part of this all is that these powerful mapping tools don’t cost you adime and they are integrated right into REALHOUND®.When you click the Map button, all queried (selected) properties will get sentout to the Internet and mapped using the mapping service of your choice(Microsoft, Google, Yahoo or MapQuest).
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Microsoft’s Virtual Earth™This option produces very nice Roadmaps, Aerials and bird’s eye views.Properties are represented on the map as numbered red dots and acorresponding legend is created at the bottom of the web page.  You can also
send your map to a client as an HTML email and they will be able to
view your mapped properties complete with bird’s eye views!1. Click the Map button.  From the Mapping Options screen, select Map

and show an Aerial of my selected properties with Microsoft Live
Map radio button and click the Start button.  A map will be created inyour browser.

2. You can select Road maps, Aerial or Bird’s eye views.3. To send this map to a client, click the Page button inside of Microsoft’sInternet Explorer and select Send Page by Email. Select HTML andyour email will open.  Enter your client’s email address and send youremail.

Hover over the
dot to see
property
information
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4. At the bottom of the page displayed in the browser window, a legendwith all of the mapped properties is displayed.  Use the scroll bar toview the property list.

5. To see a bird’s eye view of the property, select the See this location in
bird’s eye view button.

6. Next, select the magnification icon to zoom in and out and changedirection.

Send this map to
your client so
they can tour the
properties
virtually
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Google™ MapsNot to be outdone by their competition in Seattle, Google™ has Road Maps,Aerial and Street View mapping.  A property is represented on the map as agreen arrow with a text box. Only one property can be mapped at a time.
You can send your map to a client as an Html email and they will be able
to view your mapped property complete with street views!1. Select the property to be mapped in REALHOUND®.  Click the

Map/Aerial button and select from the Mapping Option window theradio button next to Map and Show an Aerial of my current
property/contact using Google hybrid Maps.

Next, click the Start button at the bottom of the window. YourInternet browser will now display the mapped property.2. On the displayed web page, choose the type of map you wish toview—Street View, Traffic, Map, Satellite or Terrain. Try the Street
View if it is available in your area.3. To see the Street View in full screen mode, click on the Full ScreenOption.

Yahoo™ & MapQuest™These features work in much the same way as the above.Reminder: The type of Internet mapping services and quality of the mapsoffered by the mapping companies will vary by location.
Power Moves1. The Contact section’s Companies & Contacts tab displays a contact’sprimary information, history of property ownership, Leaseholdinterest, related contacts, group membership and history of activitiesrelating to the contact.  In addition, you can send emails, generateletters and schedule activities with your contacts from within thisscreen.2. Always enter in Buyers & Tenants Needs for each qualified contact youspeak with. Buyers & Tenants Needs are used to match buyers withsellers and tenants with available space in other areas of the program.You should always enter in the following items into Buyer Needs: PriceRange, Down Payment Range, Expiration date, Deal Probability, andwhether they are in a 1031 Exchange.  If the contact is in an exchange,include their nomination date.  Extra details should be stored in thecomments box.
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3. You should always enter in the following items into Tenant Needs:Lease Rate, Available SF, Expiration date and Deal Probability.Extra details should be stored in the comments box.4. The Today section is where you can access your task list,calendar, Search history, enter marketing campaigns and manageprojects.5. The Property section of the program is where all of yourproperty data is stored including pictures, property-relateddocuments, Sales, Availability/For Lease, Leases and rentalhistory.  Most users will never use all of the features in thissection, but for those of you who are true “data hounds”, you willnot be disappointed.  All REALHOUND® users should acquaintthemselves with the Overview, Unit Types, Square Footage,
Lease, Offerings and Sales tabs.6. Use DealFinder to find and manage buyer needs in your databaseor automatically match buyers with properties that are for sale.7. Use Tenant Wizard to find and manage Tenant needs in yourdatabase or automatically match Tenant needs to available space.

These features are going to make you a lot of money!



“Life is a long lesson in humility.”

J.M. Barrie
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Chapter Five
Fish Will Not Jump Into Your Boat Just Because You

Look Good!

Cold Calling & Market Surveys Made EasyLet’s face it, if you are not talking to every property owner or tenant in yourfarm at least once a quarter, you are not effectively covering your market. Ifyou are not covering your market, you are leaving the door wide open foryour competition to make a very nice living from commissions that you lefton the table. So it is up to you to cover your farm so well that yourcompetition does not like going to work in the mornings and agonizes overtheir career choice.Now, we know that some of you consider your competition to be friends, butno broker will just let you have a $150,000 fee if they think they can earn itfirst. We advocate a healthy respect for your competition within the boundsof fair dealings, but you should not let yourself be naïve enough to step intothe brokerage arena with the belief that you will necessarily be treated thesame way.  Always carry the strongest shield and the sharpest sword if youwant to prevail in this business. Which brings me back to my point—themost effective way to cover your farm is by using the telephone and sendingdirect mail.Most people are afraid of the telephone.  After all, it is the leading cause ofneck cramps and lock jaw in our society today. If you are afraid of callingsomeone that you do not know, stop and think for a moment about howharmless this piece of equipment really is. The telephone does not bite,transfer any communicable diseases from the person on the other end, andwill not inflict any physical pain on your body. They cannot judge you foryour taste in neckties or criticize you for eating too many onions on yourburger at lunch.  So what’s your hang-up? If you are honest with yourself,fear of rejection is more than likely the problem.  But don’t worry; you arenot alone, because almost everyone has this exact same fear.You need a strategy to overcome fear and anxiety to become one of the trulygreat commercial sales agents.  Did you notice that we said overcome and noteliminate your fear.  Managing and controlling telephone anxiety is the bestthat most of us will be able to achieve.  And after all, you have a lot of moneyto make and you cannot afford to let something so small get in your way!
Cold Calling - the Big PictureSimply put, cold calling is the most effective way of generating new businessin commercial real estate.  If you really want to put your career on the fasttrack, get on the telephone.  If you want to make more money, get on thetelephone.  If you want to win more sales awards, get on the telephone.  If youwant to get yourself out of a sales slump, get on the telephone. If you don’t

5
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want to worry about paying your monthly bills, get on the telephone. If youwant your competitors to find a new line of work, get on the telephone.  Areyou seeing a pattern developing here?The following are simple reasons for calling property owners and tenants ona regular basis:
 To establish (or re-establish) and maintain a relationship
 To gather information about a property or prospect’s intentions
 To market properties or spaces (yours or other broker’s listings)
 To distribute information
 To market your services

Your goal for every phone call is to secure a personal meeting with the
property owner or tenant, because people like doing business with
people they know. Your objective should be to meet every property ownerand major tenant in your farm.  If a meeting is not possible, gatherinformation about their property or future business expansion plans and askthe prospect if you can help them with any of their real estate needs.Following are some questions that you may want to customize and ask on thephone:1. Are you interested in purchasing any real estate or leasing any spacein the next twelve months?2. What direction do you think the real estate market is headed this year?3. Do you anticipate any changes to your business?4. How is your property (or business) doing (vacancy, rent increases,management, tenants, expenses, concessions, leasing, staffing, sales)?5. Are you having any challenges with your property, space or location?6. Are your CAM charges what you expected?7. Do you have time to show me your property?  I can meet you at theproperty the next time that you are in town.8. Do you mind if I stop by and give you my business card?  What daysare you at the property?
Again, your goal for each phone call is to obtain a face-to-face meeting
with the property owner or tenant. You must meet him to establish andbuild rapport. Your goal is NOT to list the building over the telephone or sendhim half-baked offers—because that destroys your credibility.  Nor is it yourgoal to supply a prospect enough information that he can find a new space ormarket his property without you. You are not the Library of Congress or theRed Cross, so don’t give away your trade secrets.If you notice that you are doing all of the talking during a cold call, it is timefor you to say goodbye (that is, of course, after you ask for a meeting).  Whenyou are on a call, always remember that you were born with two ears and onemouth and that you should use them proportionately.  If you are doing all of

“Your goal for
every phone call

is to secure a
personal
meeting”
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the talking, that means that you are not asking enough quality questions.People like to talk about themselves, so make sure your prospect is the onedoing the talking and that you are attentively listening for your opportunityto ask for a face-to-face meeting.If a property owner or tenant refuses to meet with you, but wants you to do alot of work for him (a valuation, lease analysis, detail rent surveys, salesreports, etc.), do yourself a big favor—move on.  Don’t waste your efforts onsomeone who does not respect or value your time. Chances are they neverwill meet with you and their list of demands will only grow longer.
Rid Yourself of Phone AnxietyHere is a secret to ridding yourself of your telephone anxiety.  Give yourselfpermission to botch phone calls. Yes, you heard me.  It is OK to stink at coldcalling as long as you make your calls every single day because, in time, yourcold calling skills will improve.  If you cannot give yourself permission tostink on the phone, then we give you permission, because we know that youwill get better with each cold call you make. Think about it.  Everything thatyou are good at today, you were once not good at (i.e., riding a bicycle, drivinga car, reading, using a computer, public speaking, underwriting deals, fillingout leases, etc.). You only became proficient at these activities by doing themrepeatedly and by learning new techniques from other people.  It is nodifferent when you are learning how to effectively cold call.Another way to get rid of your anxiety is to practice different call scenarioswith a partner for at least 20 minutes each day.  Practice overcoming theobjections that are typically raised by your prospects on your real calls.  Ifyour state allows you to legally record your telephone calls, playback youractual recorded phone calls in your cold call practice sessions.  Dissect thecall into things that were done proficiently and areas that could use somework. Roll play calls with your partner to figure out how to get the calls tohave a positive ending.
Cold Calling Techniques 101The following is what is known as the stacked calling method. Each of yourphone conversations with a prospect stacks on top of each other to build arelationship with that prospect over a period of time.  The key to this methodis entering accurate call notes and maintaining a historical record of thosenotes in your database.
First Contact By TelephoneWhen you call someone for the very first time, introduce yourself, yourservice, the purpose of your call and ask their permission to talk to themabout their property (or their business plans if you are calling tenants).
EXAMPLE 1: “Hi, John?” Let them reply.  “This is Tom Smith with Smith &Associates. I am calling to introduce myself to you. I am an office broker herein town.” Let them reply.  “I am wondering if I can talk to you about your



CHAPTER 5MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 86

building on 24th street for just a few moments.”  If they say no, ask them for abetter time to reach them and call them back at that time.
EXAMPLE 2: “Hi, John?” Let them reply.  “This is Tom Smith with Smith &Associates. I am calling to introduce myself to you. I am an office broker herein town.” Let them reply. “I am just finishing up an owner market survey andI am wondering if I can talk to you about your building on 24th Street for afew quick moments.”  If they say no, ask them for a better time to reach them.TIP: If you are calling on larger buildings and you call the owner to do a rentsurvey, they will refer you to their manager just to get rid of you.So, always do an owner survey and ask them about their opinions of themarket, the direction that they think it is headed, if they are keeping up withwhat is for sale and sold, etc.
EXAMPLE 3: “Hi, John?” Let them reply.  “This is Tom Smith with Smith &Associates.  I am calling to introduce myself to you.  I specialize in tenantrepresentation here in town.” Let them reply.  “I am helping a number ofbusiness owners and I am wondering if I can talk to you about your businessexpansion plans for a few moments.”  If they say no, ask them for a bettertime to reach them.
Always record a brief synopsis of your conversation with a property
owner in their contact record.  If they mention that they like golf or
something else that you can use to develop rapport in a later
conversation, make a note of it.  With each call, always remember to ask
for a meeting before you hang up.

Subsequent Contact By TelephoneHere is the real beauty of this system.  Every time that you speak with thatowner after your initial phone call with him, you will always refer back to thelast phone conversation that you had to re-establish rapport.  If he wasplanning to take a trip to Italy, you can ask him about the trip the next timethat you call.  If he was going to repave the parking lot, you can ask him howit turned out.  If he had a problem with vacancy, inquire about his successleasing the space.
EXAMPLE: “Hi, John?” Let them reply.  “This is Tom Smith with Smith &Associates. I am an office broker here in town and we spoke a few monthsago about your property on 24th Street. You were very generous with yourtime and helped me out with my market survey.” Let them reply. Now lead ingracefully with something that they told you in the previous conversation.“The last time that we spoke you had mentioned that you were going to takea trip to Italy. How was it?” OR…“The last time that we spoke you hadmentioned that you were trying to lease some space to a major tenant.  Howdid it go?” OR…“The last time that we spoke you had mentioned that youwere going to replace the HVAC.  Did you get everything up and running?”With the stacked method, each new cold call builds on the previousconversation, creating rapport.  It is important to stay in regular contact withyour property owners so you don’t lose the benefit of the accumulated

“Each new call
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conversations.   Remember, the goal is to meet your prospect face-to-face. Agood rule of thumb is to meet with them every 18 months.TIP: If your prospect lives out of state and does not come to town very often,then you must go and see him.  Commercial real estate professionals don’twaste their time traveling to see just one prospect, they schedule two orthree meetings to optimize their time and get the most bang for their dollars.You should take your show on the road at least once a quarter.Okay, if you are thinking that you do not want to spring for the airline ticketand rental car, let me assure you that many agents have been beat to thelisting punch line by making the extra effort to meet with a prospect that livesout of state. Fly Southwest Airlines and save a buck.
Recover From a Cold Call Gone WrongIf you are human like the rest of us, you will never be perfect on thetelephone 100% of the time. You will occasionally put your foot in yourmouth and really botch some calls—everyone does.  Here is the good newsabout cold calling: the people that you call on the telephone are not
usually going to remember in 90 days if the last call that you had with
them was good or bad. So don’t worry about being perfect on thetelephone.  What you should worry about is keeping a positive attitude afterhaving an abysmal call or you will spread that negative energy to every callmade thereafter.TIP: On the off chance that someone does recognize you as that person whosounded like a dope on the phone 90 days ago (which they never do, but forthe sake of argument, let’s say that it happens to you), take the followingsteps:1. Remain calm and collected.2. Insist that they must have been talking to your competition.3. And close by asking for a face-to-face meeting!To clear the negative energy after a bad call, immediately hang up thetelephone and say out loud “…and the horse you rode in on!”  While thismight seem childish, it really does works.  The more wild and crazy yourhang-up technique is, the better you will feel.  No, wild and crazy does notmean that it is acceptable to throw the telephone across the room.Brokerage is a business that is all about your recovery.  Did you get the jobdone the very next time that you could prove yourself? That’s the only thingthat people in this business will remember.  Now get out there, botch somecalls and get a little crazy!
Preparing To Cold CallForget cold calling for a minute, because we’re going to make it easy for youto talk to prospects in your market by telephone.  REALHOUND.com® hasdeveloped a number of tools that will help ease your pain.  If you have
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followed the instructions in Chapter Three, talking to prospects in your targetmarket will be a snap.To properly prepare for a cold call you must first have some market data onhand in order to have a meaningful conversation.  Most owners like to talkabout rents, sales, new laws & city ordinances, construction trends, industrynews, local business news, sports, local weather and market trends.  It is alsohelpful if you know something about your prospect before you speak withthem.
Read What Your Prospects Read. Subscribe to periodicals that cater toyour market.  A must read for all real estate practitioners is your localnewspaper, the Wall Street Journal and your local business journal.  Scanthrough these periodicals and read only the relevant articles.  It should onlytake approximately 30 minutes each day when you are doing this correctly.CAUTION: If you are dedicating prime work hours each day to readingnewspapers and you are not cold calling at least two hours each day—youhave missed the point. The point is and always will be this- consistently
prospect for at least two hours by telephone every work day.

Conduct a Market Survey. Survey at least ten properties that are similar inlocation, age and amenities.  Call each of the ten property owners and askthem for their assistance with your survey, and in return for their help tellthem that you will share the results of the survey.  During your conversationwith the property owner, continually ask open-ended questions and gather asmuch information about the property as you can. If the owner wants to talk,let him do so without interrupting.When you are closing the conversation thank him for taking your call, tell himthat you have a few more owners to speak with, and that you would like togive him a copy of the market survey when you have it completed. Odds arethat he will want to have a copy.  Always try to personally deliver the marketsurvey and meet the property owner. Record newly acquired rental data intoyour database.Remember, sometimes you are going to have to talk to a property manager orleasing agent to get the type of data that will be of value to other prospects inyour farm area.
Tongue-tied? Use smallTALK! and ZoomInfo™ To Build RapportThere are several tools built into the program that are designed to help youbuild rapport with your prospects.  Knowing what direction to take atelephone conversation before you even dial can make the differencebetween having a great conversation or one that ends in failure.
smallTALK!. On the right hand side of the contact screen is the small buttonfor smallTALK!.
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This exciting feature will give you some suggestions of things to talk about onthe telephone with a prospect.  Click on the smallTALK! button to retrieveinformation about local news, weather, professional and college sports scoresall tailored to your currently selected contact.  Make sure that you key in yourcontact’s city, Interests (under the Other radio button) and attendeduniversity on their contact record to get the maximum benefit of this feature.
ZoomInfo Smart-links. The ZoomInfo and Smart-Links are located on theSmart-Links menu of the program.  By selecting ZoomInfo from the menu,the program will send contact information to ZoomInfo’s website, whichautomatically generates a report regarding your contact.  This is very helpfulfor looking up phone numbers and discerning the line of business that yourprospect is in.  It can also help you to uncover details on your prospect suchas the college that they attended, professional picture and articles that theyhave been quoted in or have published.Once the contact or company list pulls up in your web browser, you cannarrow down the search results using the Refine Search Results box on theleft side of the web page.
Creating a Market Rent Survey

STEP 1: Create a market survey using the Radius Search to find propertiesaround a subject property or the MapPoint 2013 geographic search functionsfor finding properties in an area by drawing on a map. A detailedexplanation of each of these search functions is covered under the Mappingsection in the previous chapter.
STEP 2: Query the properties to be surveyed using the Radius Search orMapPoint 2013. To drop a property from the list of properties, go to the
Overview tab, advance to the offending property and click the Drop
Property button (Poof! It’s gone).
STEP 3: Once a survey group of properties has been selected, call all of therelated property managers, leasing agents and owners to gather and updaterental data in your database.For leased investments, key in the rate information for each property in the
Asking Rates and Available Square Footages sections on the Facilities tab.
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STEP 4: For Apartments and Storage property types, select the Unit Typestab and enter in the rental data. Follow the directions on the right side of thescreen.

STEP 5: You can run different reports on this particular selection ofproperties by clicking the Report button on the top of the menu bar. Makesure the correct radio button is selected.  For leased investments, select the
Commercial radio button.  For apartments and storage, select the Multi-
Unit radio button.

Follow these
directions

Enter rental data

Fill out known
information

Don’t click on
this button

Saves changes
to the current
property’s rental
history

Auto calculates
averages from
the availability
tab
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STEP 6: Select the professional report and click the Preview button.
How To Cold Call Using REALHOUND®REALHOUND® is the ONLY commercial real estate contact managementprogram that is specifically designed to be used for cold calling—PERIOD. Itis impossible to skip over or forget to call a prospect when you are using thissystem to track your calls.  Everyone gets called—no. Here is where the funreally begins. You have completed your market survey, entered in propertydata, have researched prospect phone numbers, entered property photos andyou have also entered the last sale information and space available for leaseon each property in your market. If you are like most of our users, you onlyhave these tasks partially completed.  So let’s just consider your database tobe a work in progress.Your farm area (list of properties) should already be setup as a propertygroup if you sell investment real estate or specialize in leasing.  Because yourfocus is on current property ownership, a property group will allow you toefficiently contact new owners that own properties in your farm area afteryour database has been updated with recent property sales.If your forte is tenant representation, you should have the major tenants inyour farm saved as a contact group.Caution: You will never get the database to be 100% perfect all of the timebecause the real estate market is dynamic and is constantly changing.Whatever you do, don’t allow yourself to get so absorbed in the upkeep ofyour database that it becomes an excuse not to prospect and grow yourbusiness.

OR

”
“The key to cold

calling is to just do
it.”
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If you are a single user with no help, budget your time between money-making activities and database upkeep.  Update your database only duringhours that you cannot make phone calls.Always run your call lists through the Cold Calls tab because the programwill automatically generate and manage your call list based on your definedparameters. Call frequency, national DNC and phone number availability arejust some of the factors that the program uses to determine who should becalled and in what order.The key to cold calling is to JUST DO IT.  After the fourth or fifth call, you willget into a rhythm and your anxiety will start to fade away.  That’s why it isimportant for you not to be disturbed while you are making your daily calls.

Generate Your Call List

STEP 1: From the Contacts section of the program, select the Cold Calls &
Call Lists tab.  Select the Call owners of properties in a property group?radio button. From the drop box, select your farm area that was saved as aproperty group.
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Reminder: You could also choose to call your currently queried contacts, acontact group, tenants with leases expiring between a certain date range andtenants with options to purchase or renew within certain date ranges.
STEP 2: On the same screen, narrow down the contacts on your list.  Answerthe questions and fill out the blank fields. When you are done, click the
Create List button.a) “Remove contacts who have been reached in the last [x] days”—Remember, that the goal is to contact prospects every 90 days, so youshould enter 90 in the first field.b) “Remove contacts who have been left a message in the last [x] days”—If you have recently called a prospect, did not reach them but left thema message, you probably don’t want to call them for a few days.  Enterin 3 or 5 in this field.c) “Remove contacts whose next call date is more than [x] days fromtoday”—SKIP THIS AND LEAVE THE BOX BLANK.d) “Include contacts marked as ‘Do Not Call’?”—This is a personalpreference, but select NO.Caution: Some people do not want to be contacted by phone, fax or email andit may be unlawful for you to do so.  Please use REALHOUND® in accordancewith all Federal, State and local laws.  However, if you do choose to use thissoftware in an unlawful manner and get sent to prison, please take ourfriendly advice—never shower with a man named Bubba and always sleep onthe top bunk!e) “Include contacts without a phone number?”—This is a personalpreference.  Select NO because you can always query (search) contactswithout a phone number.f) Click the Create List button.
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On the same screen, you can review the total contacts selected and thatnumber of contacts that were dropped from the call list.
STEP 3:

STEP 4: On the same screen, check the box next to Use IntelliCall and clickthe Goto Contacts button.
IntelliCall will automatically arrange the call list by placing those contactsthat are statistically more likely to do business with you at the top of the calllist and those that are least likely at the bottom of the list.
Reminder: The total number of properties or leases in your database will notnecessarily equal the total number of contacts because some contacts willown more than one property or have more than one lease.  If you have tenproperties in your farm and one owner who owned three properties out ofthat property group, there will only be eight unique property owners queried.
STEP 5: After the Goto Contacts button has been clicked, the program willtake you to the Companies & Contacts tab and display the first contactrecord on the newly generated call list.

Skip this!
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STEP 6: Call the first prospect, or if you do not want to call the currentlydisplayed prospect, click the Drop Contact button on the lower left hand sideof the screen and the record will be removed from the call list.After the call has been made, click the Cold Call button at the bottom of thescreen and the Save to History pop-up screen appears.  Select the Call Resultdropdown box and select the appropriate result: Disconnected, WrongNumber, Busy, Left Message, No Answer , Reached or Received Call.

Caution: It is absolutely critical that you select the proper “Call Result”because other areas of the program will use this data to track and calculateyour call effectiveness.
STEP 7: Enter your call comments in the box.

When you are done click the Save & Drop button and the program will closethe “Save to History” pop-up window, remove the contact from the call listand automatically advance to the next contact record.Alternatively, you could click the Follow-up Task button to schedule anevent or a to-do with the current contact.
TIP: If a prospect wants to meet with you, do it as soon as possible.  Thelonger you delay, you increase the probabilities that your competition willfind this prospect and will swoop in on your business. Before you meet with

Do not use
this

Select call result
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a prospect, it is always a good idea to drive any related property to refreshyour memory.Reminder: Liberate your Task list!  If you reached a prospect and he is onyour normal quarterly calling schedule, you do NOT have to schedule a newtask to remind yourself to call him in the future. REALHOUND® managesyour call lists for you.  The only thing you need to do is click the Cold Callbutton and select the proper call result after EACH call.
Track Follow-up Phone Calls With Contact GroupsIt is not practical to schedule future cold call dates with your prospectssimply because you want to remember to call them every 90 days.If you did, your task list would quickly become overwhelming andunmanageable.  It is equally impractical to schedule reminders to callprospects with whom you want to follow-up with on a more frequent basis(other than your usual 90-day call schedule because you think they might begetting close to making a real estate decision).  A Contact Group is thesimplest way to track prospects you need to call frequently but do not have aformal appointment to call.
You should only schedule a follow-up phone call as a future task if, and
only if, you MUST call a prospect on a specific date. This keeps your tasklist free from clutter and prevents you from becoming overwhelmed by 800future tasks. Use contact groups to track large numbers of non-date specificfollow-up telephone calls that need to be made more frequently than thenormal three-month (90-day) prospecting schedule.
Use the following system to track prospects using Contact Groups:Create three contact groups with the following names: Weekly, Bi-Weekly,
and Monthly. You will add contacts to the appropriate group as you aremaking your cold calls.1. From the Save to History box, click Save.

2. Add the group name to Contact Groups box (i.e., “Monthly”).
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3. Click the Drop Contact button to drop the current record and advanceto the record on the call list.

What do the group names mean?
Weekly group. Contacts that you believe warrant a phone call every week.Contacts in this group will be called weekly, typically on a Monday or Friday.
Bi-Weekly group. Contacts that you believe warrant a phone call every twoweeks. Contacts in this group will be called every two weeks, typically in themiddle and at the end of the month.
Monthly group. Contacts that you believe warrant a phone call every month.Contacts in this group will be called monthly, typically at the end of themonth.As the appropriate time of the month rolls around, just pick your contactgroup(s) and make your calls. Using this system, you would call the Weeklygroup every week.  Around the 14th of the month, you would call the Bi-
Weekly and Weekly contact groups.  At the end of the month, the Bi-
Weekly, Weekly and Monthly contact groups would be called.This system works well because real estate is a cyclical business, meaningyou tend to do the same activities every month.  So it is very easy toremember to call the appropriate contact group.TIP: Create a contact group named Wrong Numbers.  As you are making yourcold calls and come across a wrong number, just add that contact to theWrong Numbers group.  This is a quick and easy way to recall the contactrecords that require phone number research.
Using the Related Properties Section To Make Painless Cold
CallsNothing is more helpful than having organized information at your fingertipswhile you are on the telephone. When you can talk to a prospect about hisproperties, discuss other properties that are For Sale or have Sold and whatthe surrounding rents are near his buildings during a normal phoneconversation with him, you establish credibility and sound like a commercialreal estate expert.  Who cares that you clicked a few buttons and all of theinformation just popped-up. You get the credit while your database does allof the work.  So, let’s get you familiar with the Related Properties section onthe Companies & Contacts tab.
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On the Companies & Contacts tab in the lower right-hand portion of thescreen is the Related Properties section. You have several ways to view theinformation in the list box.

Select one of the following radio buttons:
Own Summary. The box will display a one-line property summary thatshows all of the currently selected contact’s owned properties.  Use the scrollbar to move up and down the list box.
Own Detail. The list box will display a list of properties owned with asummary of Property, which includes details such as property address, listinginformation, square footage, units, year built and last sale data. This settinggives you the “need to know” basics on the real estate owned by a contactwithout having to click over to the Property section of the program.
Lessee. The list displays all of the leases that the contact is connected to as atenant. Other details such as the property address, square footage, leaseexpiration date, renewal date, option date, lease rate and total leaseconsideration are all displayed.
Sold. The list will display the selected contact’s history of sold properties.

All Related. The list will display properties that the selected contact isrelated to and the relationship (Owner, Manager, Listing Agent, etc.).  This is auseful feature when you are trying to figure out what properties a propertymanager or a real estate broker is related to.
The Compare Button (Analyze Properties On the Fly)Next, let’s explore the Compare button on the Related Properties section.This button activates the Auto Compare feature, which instantly gives youaccess to Rental, Sale and For Sale comparables customized for any property

Listed

Sold
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Enter criteria

Click search

in your database. This amazing feature lets you analyze a contact’s
properties or leasehold interest in an instant, making it a powerful tool
to use while you are on the telephone.

Auto Compare feature1. Select Own Detail radio button.  Click once on the gray box next to aproperty’s name and the box will highlight in black.

2. Click the Compare button and the “Auto Compare” screen pops-up.The subject property will be listed in the bar at the top of the window.Enter your search criteria and click the Search button. Your objectiveis to narrow your search criteria to only query other properties thatare similar to the property which is the subject of your comparison.

First, select a range of Units or Square Feet that is about 20% lower and 20%greater than the Subject property.  If the subject property is an apartmentbuilding, you will probably want to search by Units.  If the Subject is a stripcenter, you will more than likely want to search by Square Feet. Rarely wouldyou search by both Units and Square Feet. Example: For a 50-unit apartmentbuilding, you would enter Units=40 to 60. Enter 16,000 to 24,000 square feetfor a 20,000-square-foot strip center.
Note: Your properties MUST be geocoded for the radius search to work (seeMapping).
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3. Select the appropriate radio button to see comparable Sales, Offeringsand Properties (rental comps are available for apartments and storageonly) that meet the existing search criteria.  A list of matchingproperties will appear in the list below the radio buttons.Tip: Adjust your search criteria to narrow or broaden your search results.After you change the search parameters, click the Search button to view yoursearch results.4. At the top of the Auto Compare window, the program will display asummary of the Sale Comparables, Offerings (For Sale properties),Rent Comparables (apartments and storage only) and will compareeach category to the Subject property.

Reminder: The Auto Compare search function will function to save you fromrepetitive input by remembering the parameters that you entered into it froma previous search and will adapt those settings to the current Subjectproperty.5. You can map the properties in the list by pressing the Map button orquery the properties in the “Show Detail” list by pressing the Goto
Selected button.6. Close the window to return to the Contact screen.

Cold Calling Statistics and Printing a Call Report

Easily check your cold calling effectiveness and generate a cold call reportfrom within the program.After you have completed your daily cold calls, you should always reviewyour call statistics. Your goal is to beat the numbers from the prior week. Ifyou make it into a game, you will improve your call results over time.Consider it a personal challenge never to end the week without calling atleast one more prospect this week than you did the prior week.

Summary of
comparable
properties for sale
around subject

Rent comparabls vs
subject rents

Sale comparable
summary

Estimated
subject value
from sales
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Track 1st Meetings and 2nd MeetingsTo track 1st Meetings and 2nd Meetings, you must set the “Sales Type” dropdown box to 1st Meeting when you are scheduling a new Task with a contacton the Companies & Contacts tab.

So What Exactly Is a 1st Meeting and a 2nd Meeting?When you meet a prospect for the very first time, it is considered a 1stMeeting. At that meeting, you should try to uncover the prospect’s needsand ask for the opportunity to solve the need.  If their need is to sell theirproperty, you would prepare a proposal for the sale of the property.  If theywant to sublet their space, you would prepare a proposal to lease the space.It is considered a 2nd Meeting when you have the follow-up meeting topresent your proposal that solves the prospect’s problem. You can havenumerous 2nd meetings (or arm-twisting sessions as we like to call them)with your client until you get their business.
Power Moves1. Daily prospecting is the key to making a lot of money in commercialreal estate. Devote two hours of every day to prospecting on thetelephone.  Do nothing else during this scheduled time and do notallow any interruptions.  Record your call results for each prospectreached in their respective contact record. Your goal with each phonecall is to meet the prospect because people do business with peoplethey know.2. Cold Calling is a specialized activity and there is no other softwareprogram on the market that can effectively manage the process like

Selec the Period
Types from the
dropdown

Click the Update
Sales Statistics
button

Click the Report
button
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Always try
to beat the
numbers
from the
week
before!
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REALHOUND®.  If you are migrating to REALHOUND® from anothersoftware program, congratulations cold calling just got easier for you!3. When you are on a call always remember that your Creator gave youtwo ears and one mouth with the intention that you would use themproportionately.  The best calls that you will ever have with a prospectare the ones where you just listen and let them talk.4. Here is the good news about cold calling…the people that you call onthe telephone are not going to remember if the last call that you hadwith them was good or bad.  So the only thing that really matters isthat you are on the phone daily.5. You will never get the data in REALHOUND® to be 100% perfect all ofthe time, because the real estate market is dynamic and is constantlychanging. If you are a single user with no help, budget your timebetween money-making activities and database upkeep.  Whateveryou do, do not get so absorbed in the upkeep of REALHOUND® thatyou use it as an excuse not to prospect and grow your business.6. The key to cold calling is just to do it.  Pick-up the phone and call yourprospects. For the most part, you will find that people are very niceand you just never know what you might learn from the person at theother end of the line.Always try to beat the number of calls that you made the previousweek. Make a game out of it like “dial-for-dollars”. You just neverknow when you will hit the jackpot!



“In all affairs, it’s a healthy thing
now and then to hang a question
mark on the things that you have
long taken for granted.”

Bertrand Russell
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Chapter Six
Lick & Stick Your Way to New Clients

Direct Mail and Listing Marketing ReportsDirect mail is a highly effective way of prospecting in commercial real estate.There is a system to direct mail that you must master and practice regularlyin order to maximize your direct mail results.  When done correctly, you canexpect a 350% or more return on your investment in direct mail.Direct mail can work independently from cold calling, but when done inconjunction with each other, they create a powerful lead-generating machinethat will make you very successful.  Most commercial real estate agents favordirect mail over cold calling because they are too scared to pick up the phone,even though direct mail alone is not as effective in a competitive market.  Youmust combine cold calling and direct mail to have maximum impact in yourmarket.  This two-prong approach has been demonstrated to maximize leadgeneration and income.REALHOUND® is the only commercial real estate software that lets you trackeach phase of your marketing and tie it directly to your contacts andproperty.  If you have listings, you can easily generate push-button marketingreports for your clients and even review a history of who responded to yourmarketing, saving you hours of work every week.
Direct Mail vs. Cold Calling: Which Is Better?The difference between cold calling and the use of direct mail can becompared to the difference between a Queen and Pawns in the game of chess.Pawns are numerous but weak.  A Queen is strong but scarce.Direct mail is the Pawn of your prospecting game. Your Pawns are weak butnumerous and you just never know when they will capture some business foryou.  They cover the game board by sheer numbers and help you establishyour brand.  They are not too effective in bringing in a tremendous amount ofleads, but they do pay for themselves and create brand awareness in themarketplace.Cold calling is the Queen of your prospecting game. Your Queen is quick andnimble and can go where she is needed in an instant.  She is very effective inbringing in new business but does not cover the entire game board. YourQueen will always capture business away from your competitors’ Pawns ifyou have good timing and call a prospect during the investigative phase.  Inother words, a well-timed telephone call to a property owner or tenant willalways generate more business than a random mailer.

6
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Direct mail and cold calling work best when done in conjunction with oneanother. You could not possibly call everybody in your farm every singleweek, but you can send mail to them weekly. Your mailers are a gentlereminder that you are active in the marketplace and are willing to helpprospects with their needs. Mailers fill the gap between your quarterlyphone calls. Your quarterly cold calls are at random (that is, you neverknow when you will reach a prospect).  Your mailers are not random becausethey go out in predetermined intervals and always show up in yourprospects’ mailbox.
The Secrets To a Successful Direct Mail CampaignAnd now I’d like to share some of the secrets of a successful direct mailcampaign.  All too often commercial agents will send two or three mailers totheir farm per year and get poor results.  They then grumble to themselvesthat the mailing was not worth the money and effort. The truth of the matteris that their campaign lacked consistency. Or rather, the only thing consistentabout their mailing campaign was their inconsistency.A successful mailing campaign has these five critical elements: regularcontact intervals, accessibility of the message, simplicity of design, a call toaction and a take-away.
The most critical elementThe most important element to direct mail is regular contact intervals. Alltoo often people will send two or three mailers to their farm and get no orvery few results.  By maintaining regular contact with your farm, you willstart to generate a significant amount of inbound telephone calls fromprospects requiring your services.  It takes approximately four to six monthsof consistently mailing to your farm to get decent results from the mailingcampaign.  At the beginning of your mailing campaign, you should send outone mailer a week for the first four weeks. From that point on, send at leastone mailer every two weeks for the rest of your commercial sales career. Youwill still obtain some results if you send only a monthly mailer to your farm,but we don’t recommend this approach. Ideally, you should mail to your farmevery week.Direct mail works on the principle of probability and response rate.  It ishighly probable that someone in your farm is interested in buying, selling orleasing real estate right now.  The big question is, will they call you first?The response rate in a competitive market is approximately ¼ to ½ percentper mailing.  Sending out mailers is purely a numbers game—the more yousend out, the greater the number of responses you’ll receive.Caution: If you fail to send mailers to your farm for more than 6 weeks, yourun the risk of having to start your marketing campaign all over again withthe initial weekly mailers. What that means to you is that you will have towait another four to six months for your mailers to become fully effectiveagain.

”
“Direct mail and

cold calling work best
when done together.”
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The second critical elementThe second critical element in a successful direct mail campaign is the
accessibility of the message. When your message arrives in yourprospects’ mailbox, it is competing against at least 10 other pieces of mail forattention. Typically, people will look for a bulk mail stamp or some otherindication on an envelope to determine if a mailer is junk mail. If it does notpass their initial “sniff test”, it is immediately discarded as junk mail. Forthis reason, you should not send your marketing materials in envelopes orwith a bulk mail stamp.A postcard is the best choice for direct mail because your message isimmediately received when the postcard is viewed.  Plus, it is the mostinexpensive form of mail that can be sent.  When your prospect receives apostcard, they will look at the front and, if it is designed well, turn it over toread the back. Your message is received, and the mailer has achieved somelevel of success.Tip: If you must send advertising materials to your farm in a standardenvelope, try to make the envelope look different from every other piece ofjunk mail in the prospects’ mailbox. You might try using the followingtechniques to get your envelope opened:

 Have your own handwriting made into a font and have your printer
print directly to the envelope instead of a label.

 Use a first class stamp instead of metered mail.

 Create a red-colored hand stamp at your local office supply store that
says “Market Information Enclosed” and use it to stamp the front of your
envelope.

The third critical elementThe third critical element is that the mailer should be simply designed. Thefront should not be cluttered; the recipient must clearly understand thesubject matter of the postcard easily.  The following are some headlines thatwork well:
 Just Sold

 Just Listed

 For Lease

 Just Leased

 Are you thinking about selling?

 Do you need some growing room?

 Do you need another location?
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An uncluttered design on the front of the postcard and a good propertyphotograph will get them to turn over the postcard to get more details. Theback of the card should have the following elements:
 4 to 6 word small headline

 A short 25 to 30 word write-up (tell the story!)

 A tagline (i.e., “Don’t sell your property without talking to me first.”)

 Your name

 Contact information with email

 Company logo

 Your professional photoThe back of your postcard should be neat, uncluttered and professional.
The fourth & fifth critical elementsIt is essential that your mailers ALWAYS have a call-to-action and a take-
away on them. A call-to-action asks the prospect to do something, such aspick up the telephone and call you.  A take-away is something that a prospectgets if they do contact you.  Giving a prospect something for free is the mostcompelling reason of all for them to contact you.The following are good examples of successful call-to-actions with a take-
away:

 Call for a free property valuation

 Call for a free sales survey

 Call for a free market survey

 Call for a free rent survey

 Call for a free lease analysisReminder: Everybody loves to get something for free, so give it to them. Oh,there is just one tiny catch—they have to agree to meet with you to get it. If aprospect refuses to meet with you, but wants you to do a lot of work for them,there is a good chance that they are just wasting your time. Guard your timewisely. It is the most valuable commodity that you have and, once expended,can never be reclaimed.Tip: If a property owner calls to take you up on your offer for a free valuationor sales survey, this is what we call in the business a very large clue. It wouldbe a good assumption that that owner is thinking about selling their propertysometime soon. Go meet them as soon as possible and stick to them like glue.
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Caution: If a prospect has called you as a result of a mailer, there is a strongpossibility that they also contacted your competition. Do not be afraid to askthem if they have talked to or plan on talking to anyone else. Never assumethat you are not competing for their business.Make sure your mailing campaign incorporates all five ingredients to ensurethat you are sending the right message to your prospects. A successfulmailing campaign has all five of these critical elements:1. Regular contact intervals2. Accessibility of the message3. Simplicity of design4. Call to action5. A Take-awayDirect mail is a highly effective way of prospecting in commercial real estate,but you must master the system and practice it regularly in order tomaximize your direct mail results.
Email Blast MarketingEmail is probably the most abused type of advertising in the history of themodern world because it is the next best thing to free.
Warning: If you want to get both your company’s email and your personalemail address blacklisted, have a strong desire to pay stiff fines or facecriminal charges; continue to send regular email blasts from your officeaccount. Always, always, ALWAYS use a third party email blast service tosend email blasts and stay on the right side of the law!Most people are numb to email marketing and will ignore messages thataren’t new listings or recent sales activity, not to mention that spam filterswill kill about 40% or more of your emails before they hit your prospect’sinbox.
If you insist on sending email blasts, make sure that it is through a third
party email blast service so you comply with all Federal, State and Local
laws.  This includes the laws in the State in which the email was
received.

Reminder: Spend the money to set yourself apart from your competition—send direct mail or spend the extra buck on a professional email blast.Besides, unlike spam filters, your neighborhood postman won’t screen yourprospects’ mail for them!



CHAPTER 6MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 109

Marketing Reports Are Easily Created Using Marketing
CampaignsREALHOUND® tracks all of your marketing through the Marketing
Campaigns tab.  This feature is ideal for tracking and managing all marketingassociated with your listings.  If you were to send out a Just Listed postcard toa group of building owners or tenants, you would enter it into marketingcampaigns. REALHOUND® would automatically update each contact recordto show that you sent them a postcard and would also update whoresponded.  If you got a call as a result of a sign that was posted on a property,it would be tracked and tallied with the rest of the property marketing.This feature is ideal for multiphase marketing campaigns such as thoseinvolved in the marketing of a property or space. To communicate yourmarketing efforts to your client, simply click a button to print out a marketingreport and send it to them.
The Listing Marketing Report - A Staple In Your ArsenalThe listing marketing report is a staple in your arsenal of essential brokerageservices. Ideally, marketing reports should contain the different marketingstages, results and the names of people who had an interest in the listing.Your marketing report should be sent to your client weekly and also be madeavailable in “real time” for your client to view over the Internet. With theproper software technology, it should take no more than five minutes togenerate a weekly professional looking “paper” report and no timewhatsoever for your clients to view “real time” reports directly on theInternet.Marketing reports should be used to win new business, manage anowner/landlord’s expectations, substantiate who you marketed a listing toand demonstrate to your clients that you are “working the deal”.  Alwaysremember that the fastest way to lose a listing at renewal time is by beinginconsistent with your reporting methodologies or, even worse, by notproviding your client with a marketing report at all.Your listing proposal should contain a marketing section and, within thatsection, you should have the first two pages of your most successfulmarketing campaigns displayed as an exhibit.  This will show that youactively market your listings and are not just an order taker.  During yourlisting presentation, emphasize the fact that your competition does notprovide this level of service and that most brokers invent their marketingreports. In fact, when pressed to do a marketing report, other brokers willguess at the response rates.  This type of sloppy work should be a harbingerof “ill things to come” with your competition’s work product if yourprospective client does decide to hire the other guy.What do you do when your client (owner or landlord) is unrealistic aboutpricing? You have tried to market the property their way and now it is timefor your client to get a dose of reality. You could just “tell” them that theirprice and/or terms are unrealistic (like every other broker) or you could

”
“You should always

give your
clients a weekly

marketing
report on their

listings.”
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“show” them ALL of the comments from real people in the marketplace whohave looked at the property and passed on the deal. The Listing MarketingReport is the ideal tool to manage your client’s expectations because it is awritten record of factual conversations with real people about their property.If your client is truly motivated, he will need to adjust the offering to make adeal and the right feedback will help get him to that point.Maybe you are about to lose a listing to your competition or, even worse, oneof your clients is waiting until after your listing agreement expires to do adeal on the side with someone that they “know”.  A marketing report will beable to quickly substantiate who you have shown the property to in the eventof a commission dispute.
Reminder: You should always keep a record of who you have sent marketingmaterials to and who has responded to your advertising. REALHOUND®’sMarketing Campaigns greatly simplifies this process.Marketing reports should be consistently used for every listing to reportmarketing effectiveness, help win new business, manage an owner orlandlord’s expectations and substantiate who you marketed the property toduring your listing period.
Create a Marketing ReportLet’s say that you just listed a property and you want to keep track of yourmarketing and all corresponding results.  Maybe you would like to marketyour listings using the following six different stages: signage, direct mail,newspaper advertising, Internet listing services, a broker mailer and an emailblast.Every broker has a different approach to marketing and the program iscustomizable to your style of marketing.  All you have to do is follow theseeasy steps:1. Go to the Today section and select the Marketing Campaigns tab.

2. Next to the grey box with the asterisk (*), click the Property Lookupicon. Find your subject property on the list, highlight the property’sname and click the Select button.  Enter in a brief but descriptivename (a property name or space followed by the listing expiration) foryour new marketing campaign in the description field, or enter in thelisting expiration date.
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3. Go to the Stages for this Marketing Campaign box. Enter a
Description and an order for each of the six phases of your marketing.To continue with our example, we will enter all six stages ofmarketing: Property signage, Email Blast, Just Listed Postcard,Internet Listing Service, Newspaper Ad and Broker Mailer.

Each stage must be properly filled out with the proper stage number enteredand Marketing Type selected.4. Enter the order in the Stage # field. Select your first activity,Property Signage, and complete the information in the blank fields.You should always enter in the Start Date (your start date is the daythat you actually sent out a mailer or the first day you ran an ad),
Description, Comment, and select the correct Marketing Type in thedrop down field. The Complete Date is the day that you stopped aparticular stage of marketing and is not critical to your advertisingreport.  Enter the appropriate information for each stage of marketing.

Property Lookup icon

Description

Fill out these fields
for each Stage of
Marketing

Select the correct
Marketing Type

The arrow shows
the currently
selected property
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Sample Stage Descriptions:

Once you have entered your initial marketing stages, you have the option tosave them as a template, so you don’t have to enter them again for futurelistings.  Click the Save Template button to save your newly createdMarketing Stages template.  The Apply Template button will load thepreviously saved marketing stages template into your Marketing Stageswindow.

Here is what the marketing report looks like now:

5. Marketing stages are either passive or active.  If you send a mailer to alist of contacts in your database, it is considered active marketing. Ifyou have an active marketing stage, you will link contacts from yourdatabase to that the marketing stage.  In other words, if you sendpostcards to contacts in your database, you will link those contacts tothe marketing stage.  Mailers, email blasts and fax blasts are allexamples of active marketing.



CHAPTER 6MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 113

Contacts now need to be added to the Postcard stage.a) Query the contacts that you want to mail postcards to in the Contactsection of REALHOUND®.b) With your contacts selected in the Contact section, return to the
Marketing Campaign tab.c) Locate your listing campaign and select the Postcard Marketing stage.d) Click the Add Selected Contacts button.

Alternatively, you could attach all of the contacts in a Contact Group to amarketing stage by selecting the contact group and clicking the Add Contact
Group button.Remember to add contacts to active Marketing stages as you are doing orcomplete the stages.

6. Passive marketing stages are marketing events that bring contacts toyou. Newspaper, website postings, Internet listings, offers, propertytours and signage are all considered passive marketing because thecontact comes to you.  If you have a passive marketing stage, you willlink contacts from your database to the marketing stage.  In otherwords, if you receive a sign call, send out a marketing package,conduct a property tour, receive an offer or receive an inquiry from anInternet ad, you must attach a contact to the appropriate marketingstage.Let’s say that someone called you regarding one of your listingsbecause they saw a sign posted on the property. You talked to themfor a while and then sent the caller more information. You need to link

Click to Add
Contacts to
Stage

Add Selected Contacts

Active stage

Active property

Select a group
from the drop
down menu

Click the Add
Contact Group
Button
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the caller to the Property Signage marketing stage so that themarketing report going to your client is accurate.a) In the Contact section on the Companies & Contacts tab, selectyour contact activity type.  In this case, it is a Call.
b) On the Save to History pop-up window, select the marketing stagefrom the Campaign/Stage drop down.

c) On the same window, select an Activity that best describes theresult of your conversation or action taken.

d) On the same window, enter your call comments in the Commentsbox at the bottom of the screen.e) Click the Save button to close the window and return to thecontact screen.Here is what the marketing report looks like now:

Activity date
range

The number of
sign calls

The number of
post cards sent out

The contact who
called on the sign
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Report options

Creates amarketing report
Go to all contactrecords in a stage

Showscompletedcampaigns

Notice what happens to the Contact Detail when the same contact who calledyou, prompted by the property signage, now tours the property and makes anoffer—a complete contact marketing history will be added to the report
Reminder: If someone calls prompted by your advertising and they are not acontact in your database, you should always enter them into your database.You just never know when you will need their name and number in thefuture.7. To create a marketing report from the Marketing Campaigns tab,select a Marketing Campaign and click the Report button.

8. Once you have completely finished with this Marketing Campaign andno longer need to work with it (for example, when you sell thebuilding or lease the space), change the completed status from No to
Yes.  The marketing campaign will disappear from the list. We highlysuggest that you never delete a marketing campaign.

Track a Newsletter or Non-listing Related AdvertisementYou will always want to maintain a record of what marketing materials youhave sent to the contacts in your database as well as who responded to yourmarketing.  This includes the marketing pieces that advertise your services.Let’s say that you are sending out your quarterly newsletter. You want tosend it to everyone in your farm.  Follow these easy steps:
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1. From the Marketing Campaign tab, create a new campaign but leavethe property name blank. Add a description, such as “Newsletter 2ndQuarter, 2015”.

2. Create your Marketing Stage and attach your Contacts to that stage oryou can add contacts as they contact you.You can search for contacts that responded to your marketing andprint a marketing report on the Marketing Campaign tab.3. Once you have completely finished with this particular marketingcampaign and no longer need to work with it, change the completedstatus from No to Yes.  The marketing campaign will disappear fromthe list.
Review a Contact’s Marketing HistoryA contact’s marketing history can be viewed from their individual contactrecord by clicking on the Marketing tab.

Power Moves1. Direct mail and cold calling work best when done together. You couldnot possibly call everybody in your farm every single week, but youcan send mail to them weekly. Your mailers are a gentle reminder thatyou are active in the marketplace and are willing to help a propertyowner with their needs. Mailers fill the gap between your quarterlyphone calls.2. Make sure your mailing campaign incorporates all five ingredients toensure that you are sending the right message to your prospects. Asuccessful mailing campaign has all five of these critical elements:

No property
name
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a) Regular contact intervalsb) Accessibility of the messagec) Simplicity of designd) Call to actione) A take-away3. Direct mail is a highly-effective way of prospecting in commercial realestate. You must master and regularly practice the system ofmarketing to maximize your direct mail results.4. The most important element of direct mail is the frequency of contact.All too often, people will send only two or three mailers to their farmand get no or very few results.  But by maintaining regular contactintervals with your prospects, you will start to generate a significantamount of inbound phone calls from property owners requiring yourservice. Ideally, you should mail to your farm weekly.5. REALHOUND®’s Marketing Campaign feature is ideal for trackingsingle and multiphase marketing campaigns such as what is involvedin sending out a newsletter or marketing a listing.6. The best way to lose a listing at renewal time is by not giving yourclient weekly marketing updates during the listing term. Traditionally,listing marketing reports required a tremendous amount of time, laborand effort to create, but with REALHOUND®, you just click a button.Marketing reports should also be used to win new business, managean owner or landlord’s expectations and substantiate who youmarketed the property to during your listing period.



“Change is inevitable.  Growth is
optional.”Unknown
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Chapter Seven
Your Personal Money Machine

DealFinder and Tenant WizardEveryone knows that money does not grow on trees. If it did, everybodywould have it and nobody would want to work.  So we have come up with away to make your work easier…DealFinder, Tenant Wizard andspace/property auto-matching.These features are going to put a lot of money in your pocket.  Do you likemoney?  Of course you do!  So the next time somebody in your office makesfun of REALHOUND®’s quirky name, just smile, nod and tell them that youhave gone to the dogs.  After all, there is nothing wrong with being the TopDog in commercial real estate.  So, you better start practicing your howl rightnow.Everyone at some point in time has had a prospect who only wants a buildingin a very specific location. You know the type… “I want a 1990s or newerconstructed office building in east Phoenix, east of SR-51 and within theCamelback business corridor.  It needs to have at least 15,000 SF available…”If you are like most brokers, you will have a general idea of the propertiesthat might fit his needs as soon as he begins outlining his needs to you, butafter a few days have passed, you have mentally moved on. Six months later,your prospect has closed with another broker.This can be avoided by always setting up individual Buyers & Tenant Needsand by using DealFinder and Tenant Wizard.
Introducing DealFinder & Tenant WizardDealFinder and Tenant Wizard were designed to take the pain out ofmatching buyer and tenant needs with available properties while managinglists of both buyers and tenants. You can now effectively manage hundreds ofbuyers’ and tenants’ needs and maintain even the most complexrequirements. The program automatically matches needs against availableinventory in your property database.  When a match is found, the programwill display the matching records.  As you show the matching properties orspace to individual contacts, a history of shown properties can be stored in acontact’s record.Consistently tracking buyer and tenant needs is a vital component to yoursuccess in commercial real estate.  Once you have a well-maintained databaseof active buyers and tenants and a track record of successful deals, you arewell on your way to becoming the market leader. With each new sale andlease transaction, your reputation for getting the job done grows in themarketplace.  Eventually, new clients will seek you out for your expertise.

7
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TIP: Maintaining your database in this fashion will allow you to quickly findbuyers and tenants for your own listings. The quicker you find a buyer, thequicker you will cash a cheque.Invariably, there is always someone out there who has built their business onjust listing properties (or space) and could care less about maintaining adatabase of buyers and tenants.  If you don’t think buyers and tenants areimportant, try closing a deal without one!The simple truth is that if you are not showing properties to people in themarketplace, then someone else in your market is—meaning, you are leavingmoney on the table for your competition.  If you’re selling institutional gradeproperties, we acknowledge that you think your business model is differentand that you know who all the buyers are in the marketplace.  We alsoacknowledge that when a property closes for a price that you never thoughtpossible with a buyer who you never heard of, it is just a market anomaly!
Caution: About 80% of all potential buyers and tenants will just waste yourtime.  Make sure that every prospect is qualified, has the money and isproperly motivated before you invest more than 5 minutes of your time onthem. You must qualify your prospects by asking them the right questions upfront.  Always, Always, ALWAYS enter the Deal Probability on the Buyers &
Tenants Needs tab for each need that you record and a need expiration date.At least 30% of your income should come from representing buyers and/ortenants in the marketplace. Clients that you represent are oftentimes loyalwhen they want to sell their deals or renew their leases and will give you acall before they do decide to sell.
DealFinderDealFinder gives you the ability to find and manage buyers in your databasewho want to purchase properties that match certain criteria that you havealready specified for them under the Buyers & Tenants Needs tab (in the
Contacts section of the program).This feature is extremely useful when you are trying to locate a buyer for aproperty that is For Sale but you have not entered that property into yourdatabase. You need to manage a list of clients in a 1031 tax deferredexchange and manage a general list of buyers. Example: You go to a meetingand another broker pitches a deal that requires $2,000,000 down. After themeeting, you search DealFinder for buyers that have at least $2,000,000 anda deal probability of 65% or greater.  Next, you run the deal past those buyerswho qualify. Yes, this feature can make you a lot of money!

Using DealFinderDealFinder is located in the Today section of the program on the DealFindertab.  Let’s continue with the above example and search for buyers who haveat least $2,000,000 and a deal probability of 65% or greater.
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Search for down
payment & deal
probability

1. Enter in the down payment and deal probability into the blank fields.Click the Search button.

2. All of the contacts with matching buyer needs will be queried in the
Buyers window.

3. Select a Buyer to show their property need in greater detail. You mayalso edit the buyer’s need from this window.

4. On this tab is the Matched Properties window.  By selecting a buyeron the screen above the window and pressing the Show Matchedbutton (don’t forget to click the Search Internet button to find onlinelisted properties), properties in your database with their For Salestatus marked as Yes that meet the selected buyer’s criteria will bedisplayed in the Matched Properties window.

Fremont Bank
Evelyn Lewis



CHAPTER 7MAKE MORE MONEY IN COMMERCIAL REAL ESTATE

Make More Money – REALHOUND, Inc.® - 122

The Matched Properties window shows you a list of properties thatmatch the selected buyer’s need. Click the Goto Properties button toquery the list of properties in the Property section. Print the propertylist (run an availability report) and send it to your client!
Tenant WizardTenant Wizard gives you the ability to find and manage multiple tenant needsin your database for contacts who are looking to lease space that matchcertain criteria that you have already specified for them under the Buyers &
Tenants Needs tab (in the Contacts section of the program).  The TenantWizard feature is extremely useful when you are either trying to locate atenant for an available space, but that space has not been entered into yourdatabase, or when you want to manage a list of tenants looking for space.
Example: You receive a flyer from another broker marketing 20,000 SF ofoffice space. You would search the Tenant Wizard feature for tenants whohave a need for 20,000 SF of office and then run the deal past all of yourprospects who qualify. Yes, this is another feature that can make you a lot of
money!

Using Tenant WizardTenant Wizard is located in the Today section of the program on the Tenant
Wizard tab.  Let’s continue with the above example and search for Tenantswho have a need for at least 20,000 SF of office space and a Deal Probabilityof 65% or greater.1. Enter in the Square Feet Available and Deal Probability into theblank fields. Click the Search button.
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2. All of the contacts with matching Tenants Needs will be queried in theTenants window.
3. Select a contact to show their Tenants Need in greater detail. You mayalso edit the Tenants Need from this window.

4. On this tab is the Matched Available Spaces window.  By selecting atenant need on the screen above the window and pressing the Match
Available Spaces button (don’t forget to click the search Internetbutton!), properties in your database with spaces available for leasethat meet the selected tenant’s criteria will be displayed in the
Matched Available Spaces window.

Matching Buyers To Listed Properties1. Use the DealFinder feature.

Range of SF &
Deal probability

Click to search
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2. From the Property section, on the Overview tab click the Match
Buyers button.

3. From a contact record’s Buyers & Tenants Needs tab, select a Needand then click the Show Matched button.
Matching Tenant Needs To Available Space1. Use the Tenant Wizard feature.2. From the Property section, on the Available/For Lease tab, click the

Match Tenants button.

3. From a contact record’s Buyers & Tenants Needs tab, select a Needand click the Show Matched button
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Present and Record Properties Shown To ClientsAs you show properties to your clients, you need to effectively enter intotheir contact records a history of those properties that you have shown them.The following method works for an individual contact or a large number ofcontacts.
Record properties shown (presented) into a contact’s history1. In the Property section, select the property or properties that need tobe presented to a contact or contacts. Make sure that you have NOTselected your entire Property database by mistake.

2. On the Contact section of the program, select all of the contacts thatyou are going to present the property or properties to.  Once again,make sure that you have NOT selected your entire Contact database bymistake.

3. In the Contact section of the program, go to the Companies &
Contacts tab of the first contact that you are going to present theproperties to.  Click the Note button to bring up the Save to Historypop-up box.
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4. From the Save to History pop-up box, complete the following:a) Select Presented from the Sales Type drop down box.b) Check the box next to All Selected Properties if you want all ofthe queried (selected) properties on the Property section ORselect the Property Lookup icon next to the Property field toselect a SINGLE property.c) Check the box next to All Selected Contacts if you want thisactivity attached to all of the currently selected contacts OR leavethe box blank to attach the activity to the CURRENT contact record.d) Enter your comments in the Comments box.e) Click the Save button when finished.
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5. The Program will make a note for each property in each

Print an Available Space or Property Offering ReportOnce you have determined which properties or spaces that you wish to showyour client, generate and print an availability report to send them. Here’show:1. Click the Reports button.

2. Select the correct property type radio button.  Select the Availablereport category and then the specific report type that you want togenerate.
Property Types

Report
categories

Report names by
category
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3. Select the desired report options and click the Preview button tocreate your report.
The preview should appear as follows:

OR
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Power Moves1. DealFinder and Tenant Wizard were designed to take the pain out ofmatching buyer and tenant needs with available properties whilemanaging lists of both buyers and tenants. You can now effectivelymanage hundreds of buyer and tenant needs and maintain even themost complex buyer requirements with ease. The programautomatically matches needs against available inventory within theproperty database.  When a match is found, the program will displaythe matching records. As you show the matching properties or spaceto individual contacts, a history of shown properties can be stored inthat contact’s record.2. About 80% of all potential buyers and tenants will just waste yourtime. Make sure that all prospects are qualified, have the money, andare properly motivated before you invest more than five minutes ofyour time on them. You must qualify your prospects by asking themthe right questions up front. Always, Always, ALWAYS enter the DealProbability on the Buyers & Tenants Needs tab for each Need thatyou record as well as a Need expiration date.3. At least 30% of your income should come from representing buyersand/or tenants in the marketplace.  Clients that you represent in thisway are oftentimes loyal when they want to sell their deals or renewtheir leases and will give you a call before they do so.4. If you have an assistant, then it should be their responsibility tomaintain your database and match buyer and tenant needs toavailable properties regularly, leaving you time to focus on othermoney-making activities.



“The beginning is always today.”Mary Shelley
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Chapter Eight
Financial Analysis, Stacking Charts and Leases

Comparison ToolsEvery new real estate agent fresh from passing their state exams knows justenough to be qualified as a real estate “order taker”. Just tell them what youwant and they will scour their local listed universe, returning everything inthe marketplace—even if it makes no financial sense whatsoever.By contrast, commercial real estate professionals add value to their clientrelationships by understanding that there are ramifications behind all realestate purchase and leasing decisions. As professionals, they are trustedadvisors to their clients, giving them helpful advice during each stage of a realestate transaction.To help facilitate your advisory relationship with your clients, REALHOUND®has built several property analysis and comparison tools right into theprogram.  Each tool is integrated to the property database, saving you thehassle of repeated data entry and giving you the ability to quickly generatethe desired analysis or report.
Underwriting and Financial AnalysisBuilt within the software is a powerful financial analysis tool that isextremely easy to use. Not only does it calculate both leveraged andunleveraged IRR, but will also calculate a new price if you change the IRR!
Warning: Make sure you understand what the financial analysis model istelling you about the property BEFORE you try to explain it to a client or takeit on a listing presentation.  It is YOUR responsibility to check the accuracy of
ALL analyses, comparisons and reports that are generated by any softwaresystem.
How to use the Underwriting analysis tool1. Query the property that you want to run the analysis on.2. Before you get started, enter the rents or asking rates for the property.For leased investments, enter in the rate information for the propertyin the Asking Rates and Available Square Footage sections on the

Facilities tab.

8
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Autp calculate
averages from
the availability
tab

For Apartments and Storage property types, select the Unit Typestab and enter in the rental data. Follow the directions on the rightside of the screen.

3. Select Underwriting from the Analysis menu.

4. Click the New button to start a new analysis and enter in a
Description to name your analysis.
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Enter data

5. Enter data in the blank fields. The program will auto calculate fieldsbased upon your input. You can change the IRR, CAP, etc. to adjustthe price. Click the Report button to print a report.

6. Enter the property Expenses. Click the Recalculate button after anychanges have been made.
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Enter data

7. Enter in financing data.

8. Enter in Increases/Decreases for each year of the analysis.

9. Cash Flows tab displays the financial analysis cash flows.

Lease vs. Buy AnalysisThe Lease vs. Buy Analysis feature is a fast and easy way to compare thefinancial aspects of purchasing a property (and leasing out any unused space)to leasing the same property. The comparison even takes into considerationleasing out any unused space when purchasing a property.
How to create the Lease vs. Buy comparison report1. From the Analysis menu, select Lease vs. Buy
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2. Enter data in the blank fields on the Lease vs. Buy Report screen.

3. Click the Preview button to view and print a report.

Enter data*
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Stacking ChartsStacking charts is a way of representing a building’s vacancy and in-placeleases graphically. Stacking charts is most often used for office properties.
How to create stacking charts1. Query your subject property.2. Input the property’s in-place leases under the Leases tab (includingthe Space, Floor, Rate, Start Date and Expiration Date) and theproperty’s available space under the Available/For Lease tab(including the Space, Floor, Availability Date and Rate).  If this data isnot entered correctly, the stacking chart will be incomplete.3. From the subject property’s Available/For Lease tab or Leases tab,click the Stacking Chart button.

4. Select your options and click the Preview button

5. Below is an example of a sample Stacking Chart
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Available Space ComparisonThe Available Space Comparison feature will compare the financial aspects ofdifferent spaces using a Discount Rate and over a set term.
How to create the Available Space Comparison report1. Query the properties with the spaces that will be compared.2. From the Available/For Lease tab, enter in the space information,rates and financial aspects of EACH space that is to be compared.

3. Under the Analysis menu, select Available Space Comparison.4. Select the spaces to be compared, and then add the Discount Rate.Finally add the number of years and click the Preview button to viewand print a report.
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Power Moves1. Commercial real estate professionals add value to their clientrelationships by understanding that there are ramifications behind allreal estate purchase and leasing decisions.  As professionals, they aretrusted advisors to their clients, giving them helpful advice duringeach stage of a real estate transaction.2. To help facilitate your advisory relationship with your clients,REALHOUND® has built several property analysis and comparisontools right into the program.  Each tool is integrated to the propertydatabase, saving you the hassle of repeated data entry while givingyou the ability to quickly generate analyses.  Use these tools tofacilitate your advisory roles and deepen the professional relationshipwith your clients.3. Make sure you understand what all property analyses, reports andcomparison tools are telling you about the property, market or spaceBEFORE you try to explain it to a client or take it on a listingpresentation. It is YOUR responsibility to check the accuracy of ALLanalyses, comparisons and reports that are generated by any softwaresystem.



“When you get to the end of your
rope, tie a knot and hang on.”Franklin D. Roosevelt
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Chapter Nine
Increased Market Share and Agent Retention

Increasing Your Value PropositionThe strength of the traditional Broker-Agent business model is the network ofagents formed for greater financial benefit. In this environment, agentscooperate by sharing and working on each other’s listings. There arestrengths and synergies gained through greater numbers, and value added toeach individual agent cooperating in the group.However, just providing a broker with a desk, a few subscription datasources, and an office full of agents is not enough. A broker needs tocontinually add value to the Broker-Agent relationship in order to keep pacewith changes in the industry and foster an atmosphere of cooperationbetween the agents and the company.  The best way for a brokerage companyto add value is by continually investing in technology that will benefit boththe agent and the company.
The Solution for Increased Market Share and Agent RetentionIdeally, changes made to a broker’s value proposition will benefit both thebroker and the agents working for him. This occurs when the agents and thebroker make more money from their association rather than theirdisassociation. For an agent to make more money, he must focus on thefundamentals of the business by consistently prospecting. An agent cannoteffectively prospect if he does not have the ability to quickly access currentowner, tenant and associated property information.Most brokerage companies provide access to data subscription services andlet their agents diligently mine those services for data. But merely providingdata services to agents is not enough because these services are inexpensiveand easily obtainable if an agent were to leave his broker. Some additionalproblems with subscription data is that there is an over-abundance ofinformation, most is of poor quality and it is extremely time-consuming foragents to mine. Therein lies the opportunity for a broker to increase theirvalue proposition to their agents.Given a choice, most agents would choose to import their property data on aregular basis if they knew the information was accurate. So a broker mustreduce the amount of time-consumptive research that each agent does inorder to increase the amount of time that an agent can spend doing the mostproductive activity in real estate sales—prospecting. From this fundamentalactivity springs a pipeline of transactions that leads to increased revenue forboth the agent and the broker.The broker supplies the CRM software and uniquely researched propertydata to his agents so his agents can prospect from the supplied data.

9

”
“An agent’s time is
always best spent

prospecting and not
doing mundane

time-consumptive
research.”
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REALHOUND® Classic will provide your company with the tools that willincrease agent productivity and drive more dollars to your bottom-line.
The Right Fit for Your Corporate Real Estate Business – Do it
Smarter, Do it BetterTraditionally, CRM solutions for the commercial real estate industry havebeen designed either as one-size-fits-all, or as poorly adapted versions ofrigid monolithic enterprise systems that were intended for use in otherindustries. These flawed approaches do not account for the unique customerrelationship management (CRM) needs and processes that are an inherentpart of the commercial real estate business. This, in turn, always leads to lowuser adoption rates and failed implementations.Our approach is different, because our CRM is an industry-specific, process-orientated solution that was designed specifically for the business ofcommercial real estate. It is based on a detailed understanding of the uniqueneeds of the industry and incorporates a property database that directlyintegrates to a CRM component—creating one seamless system. In that way,we deliver a purpose-built, flexible CRM solution that helps you achieve yourbusiness objectives quickly while avoiding any significant or costlycustomization.Our CRM is flexible and is the only solution in the world that allows formultiple integrated deployment methods. Users can access data remotely, ontheir laptop 30,000 feet in the air, using a compatible smart phone, on adesktop computer and from a client/server configuration. You can even grantyour clients access to marketing results, offer activity, timelines anddocuments directly through their web browsers. And setup is easy, takingjust hours—not months!
Power Moves1. The strength of the traditional Broker-Agent business model is thenetwork of agents formed under a broker working together as acohesive unit.  In this environment, agents are cooperating with eachother by sharing and working each other’s listings.2. Commercial brokers need to manage and supply property-level data totheir agents to reduce the amount of time consumptive research thateach agent does on a regular basis.  This will increase the amount oftime that an agent can spend doing the most productive activity in realestate—prospecting.  The broker supplies the property data to hisagents and his agents prospect from the supplied data.3. Agents do not want to share the contact data that they have sopainstakingly collected with other agents.  At the same time, it is in thebroker’s best interest to have each agent’s data in a centralizeddatabase, because the broker’s resources have contributed to thecompilation of each agent’s data.  If an agent leaves, the broker isentitled to their share of the data.
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EpilogueAlas, our little journey comes to a close.  But do not despair because we havemuch more in store for you.  After each major upgrade, we will add friendlyadvice to this guide that will help you become more effective in using ourprogram in your daily quest to make money.We hope you can forgive us for our attempt at making dry subject materialslight-hearted. However, if forgiveness is not in your heart, we have alsoprovided you with a 400-page unabridged user’s manual that also doubles asthe cure for the most chronic case of insomnia.
For a free trial and personal product tour of REALHOUND®, visit us on the
Internet at www.realhound.com, send an email to sales@realhound.com
or call us at (949) 309-2810.REALHOUND, Inc. ®27068 La Paz Road, Suite 637Aliso Viejo, CA  92656(949) 309-2810
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