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As I shared in the January article, I am in the process of recreating myself and choosing a 
new career path.  Nothing could have prepared me for job hunting better than real estate.  
That might sound odd until you consider that you must sell yourself to each and every 
client before you have the opportunity to work with them.   
 
How many times have you been asked, “Why should I hire you?”  “How are you better 
than the agent down the street?” or “There are so many agents out there, aren’t you all 
alike?”  First having the good fortune to meet face-to-face with a prospect, and then 
earning the distinct pleasure of addressing inspiring questions such as these is something 
agents face day in and day out.  Your “employer” changes with every transaction and 
once you’ve made it to the closing table, you’re back out there selling yourself and 
beating the streets for your next gig.  ‘Sound familiar?  Call it sales or call it job hunting; 
the fact of the matter is the means to your end is good marketing. 
 
I have three thoughts to share with you in this month’s article and each is absolutely 
fundamental.  I’m going to stop right here and ask you a favor.  Humor me, if you will, to 
go back and re-read the remainder of this article again.  Don’t just skim it, don’t file it 
away for a rainy day project—consider the essential nature of the information I offer. 
 
1.  Inventory 
For some of you it will come as a shock that you, as a businessperson, have no inventory.  
You don’t sell widgets or shoes or pumpkin pie.  You don’t even <listen closely here> 
sell houses!  You are a part of the great American service industry.  Your “inventory” is 
intangible—your clients and prospects can’t see or touch your inventory, they can’t pick 
it up and examine it.  The closest physical manifestation of your product is you.   
 
2.  Relationships 
You are essentially selling yourself in an industry that is perceived by the average 
consumer as high-priced, infrequently transacted, intangible and one that comes with a 
deep learning curve that ranges from industry vernacular to steep legal and financial 
implications.   
 
This very situation necessitates the nurturing of working relationships built on trust.  Who 
would entrust their largest financial transaction to someone they don’t personally know 
and believe in?  Who would give their business to someone whom they don’t feel is up-
to-speed on industry trends, market conditions, legal ramifications, etc.?  Doesn’t it seem 
a bit scary to enter into such a large transaction with someone who hasn’t proven his or 
her ability—and what’s worse, if s/he doesn’t perform, you can’t return the agent for a 
full refund!  The best possible way to market yourself in a service industry such as ours 
is by building relationships. 
 
3.  Consistency 
The best way to build relationships is to conscientiously approach your prospects in a 
concerted and consistent fashion.  Frankly, there are a lot of marketing mediums 



available to you—direct mail, newsletters, newspaper ads, door hangers, bus benches and 
billboards…   Whatever you decide is the best method of getting your name out to your 
target audience you must be consistent in the style, message, and frequency.   
 
By style and message I mean that your prospects should immediately recognize each 
marketing piece they see as coming from you and they should be able to quickly decipher 
what your message is.  The coloring, the size, the shape, the design of all the elements of 
your marketing campaign should compliment and reinforce one another.  It should not 
consist of a hodgepodge of poorly thought out and random scheme of trinkets and letters 
and doodads.   
 
When I say consistency in terms of frequency, consider that repetition generates 
familiarity.  Familiarity gives way to trust.  Trust is the basis of any strong relationship, 
and remember that we are discussing the essential nature of your need to build many, 
many strong working relationships in order to be successful in your practice.  According 
to Jay Levinson author of Guerilla Marketing one must run an ad twenty-seven times to 
get the desired result.  This is because only one out of nine ads will be seen and an 
individual has to see the ad at least three times before the message sinks in. 
 
Michael Scott, a marketing columnist, proposes that 80% of all sales are closed after at 
least five contacts with a given individual.  Personally, in our service industry, I think 
that’s a bit generous and have read many times that one should plan to commit to a 
campaign of six to twelve contacts with a cold farm area before expecting any return.  
What’s worse, Scott goes on to surmise that a product or service loses 10% of its value in 
the mind of the customer each month that you fail to follow up.  Consistency is the 
cornerstone of building effective relationships. 
 
Done right and done well, the beast and the beauty behind effective marketing and 
relationship selling is that it never ends.  You cannot allow it to ebb and flow as you get 
busy with current transactions or take a month off to go to Tahiti.  Consistency demands 
a system of complete follow up that will lend credibility to your professionalism.   
 
Over time, this approach will work to even out the ups and downs of your practice so that 
you’re not out there beating the streets for new business each time your leave your 
escrow office.  What’s more, building your business based on relationships will 
encourage repeat and referral business and allow you the privilege to compete less on 
price (“Amy Agent said she’d sell my property at a lower commission rate than you’re 
offering!”) or convenience (“Sorry we didn’t call you but we were so excited we wrote an 
offer right there at the open house!”) but on your reputation. 
 
Okay now, you promised to go back and really digest the last three points.  Re-read this 
article and then set it aside—store it under your favorite paperweight right there on your 
desk.  We’re going to build on these fundamentals with each of the articles that follows 
this year.  At times we’ll delve into specific marketing mediums, we’ll discuss ways of 
making the whole process easier with technology, and now and then—just for kicks—
we’ll explore less traditional ways of reaching out to your prospects.  So, stay tuned! 



 
If all of this seems too overwhelming, ask for help, but keep trying!  Before long you will 
get the hang of it.  In the meantime, hang it there!   
 
Jo Becker has eight years of licensed real estate experience.  As a former agent, she 
knows how important, and sometimes scary, technology, and self-promotion can be.  Jo 
has provided personalized one-on-one marketing consultation and computer software 
training to the industry since 2002.  Services include relationship selling tips and 
techniques, data entry, software application training, custom marketing campaigns, 
design of collateral pieces, and website content design.  Call or write today to get 
yourself organized! 503/493-6883; JoByEmail@yahoo.com 
 


