


wo years ago, my wile and 1 were shopping for a home in Southern

California. On one weekend, we visited 11 houses and left messages

for each ol the listing agents. That’s 11 messages. Guess how many
messages got returned? Exactly one—on Monday, a day or two later. Less
than a 10% response rate. And these weren’t small houses either. I'm talking
about a very sizeable commission.

Consumers (and I) will tell you that real estate agents have room for
improvement when it comes to following up with leads. It boggles my mind.
Research clearly shows that consumers work most often with agents who
respond first to their inquiries,

Why do some agents struggle to sell [ive homes in a year and others sell
100? Two words: Lead management.

You have plenty of leads—now what?
But before you get Frankly, getting leads isn't that difficult. You
. . can generate leads all day and night through
carried away with all vour Web site, advertising, word of mouth,
the bells and whistles, vard signs—on and on. The tougher job is
managing leads. In lact, converting leads
remember the basics: is the number-one issue affecting the sales
prolession across all industries—real estate
Managing leads is a is not alone.
R — That's why T believe the first investment an
agent should make is in a lead-management

ear-to-ear task. system—it’s the kitchen for the restaurant.
And it doesn’t have to be the latest, greatest
high-tech gadget on the shelf. The question
to ask yourself is this: Is my system helping me achieve my sales objectives? 1f
not, it’s time to invest in one that does.

Here’s a little secret: Top producers do Real Estate 101 really well. They
may adopt cutting-edge tech solutions or they may not. Fither way, they pay
attention to the basics. By [ocusing on the basics, you'll build a more pro-
ductive real estate practice.

Don‘t hide behind a machine
Technology is a powerful tool that can make your life easier. And there
are many software programs out there that do a splendid job of helping
you manage leads. But before you get carried away with all the bells and
whistles, remember the basics: Managing leads is a [ace-to-lace and ear-to-
ear task. You have to be on the phone and then in [ront of the customer.
When vou buy technology, keep the human component in mind at all
times. Will this soltware or gadget give prospective clients the service 1
want them to have? Will it get me in front of them quickly? The best
computer loaded with the newest software and the coolest phone with
wireless Internet access are worthless if you don’t keep the human element
in plain sight.

Start with your goal, then build the system to get you there
You must create a clear picture of what experience you want your
prospective clients to have when they contact you. T can tell you this: If

you want to make a good living in real
estate, work hard to make it a world-
class experience—one that impresses
prospects. More specifically, have a
goal to respond to a lead within 15
minutes or as soon thereafter as is
humanly possible. The goal [or a lead
is simple: to secure an appointment
with that person.

In determining how to manage
leads, it's helplul to look into the
future. In his book The Seven Habits of
Highly Lffective People Stephen Covey
talks aboul beginning with the end in
mind. A critical tip: What is the “end”
when you're talking leads? Getting the
appointment.

Then develop an action plan that
includes accountability for each kind of
lead you get. When a phone call comes
in from an ad in the local paper, spell
out in the plan how it’s to be handled.
The same for receiving a referral from
a past client or getting an e-mail from
your Web site.

Drip, drip, drip

Have a ranking system for the leads.
An “A” lead might be someone who
is ready to buy or sell immediately.
The “B” lead could be a person who's
planning to buy or sell in the next
month. And a “C” lead in the next
three to six months,

For the B and C leads, consider a
“drip” e-mail system that automati-
cally sends an e-mail to prospects
every week or two. The message might
include homes that fit their criteria or
other useful real estate information. It’s
a helpful way to stay in front of pros-
pects. But always get permission to add
people to your e-mail list.

Also, don’t rule out e-mail auto
responses. Just don’t make them read
like they came [rom a robot. You want
to come across as human. Something
like the following can work: “Hello!
Thanks [or your message. T'll be calling
you soon. In the meantime, feel free to



