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Chapter 1 — People Pay With Their Attention, 
Time and Trust Before They Pay With Their 
Money          

Remember your last deal that went south and didn't close because of 
what you did or didn’t say? 

What if you could turn back the hands of time and do things different-
ly with that client?  

What would you do differently? 

Wouldn't it be nice to get back all those clients?  To get another chance 
to show them just one more house, one more loan.  To get one more 
chance to close the deal? 

I imagine you know exactly what you'd say if that client was sitting 
across the table from you right now.  

That’s because you learned from that experience. 

Yet because you didn’t use the right words at the right time, you fell 
short.  You lost the commission. 

Thankfully, losing commissions like this doesn’t happen all the time.  
But one thing is for sure, when it does happen you never forget it.  

You remember the client's name, the house, the conversation and most 
importantly...the commission amount you lost. 

First off, let’s agree that right now this business is tougher and more 
stressful than you thought.  
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You may know agents and lenders who may not be as sharp as you but 
still make big money.  And technically you may be a better agent or lender 
than them, but what they know how to do is convert leads to appoint-
ments, appointments to contracts and contracts to closings.  

And if you don’t know how to do this skillfully you may as well go 
back to what you were doing before you got into this business.  

You may have even be “freshening up your resume” because you’re 
not sure if you’ll make it in this business. 

But now it’s time to take action.  And the action you must take is to 
learn how to master the processes and systems for converting leads to ap-
pointments, appointments to contracts and contracts to closing. 

Listen carefully, if you want to stay in business: 

You MUST master conversion. 

Why Do I Use The Word Conversion Interchangeably With 
The Word Closing? 

I deliberately did not call the course the Psychology, Art and Science 
of Closing because so many of you have an aversion to the word closing 
because it is so deeply associated with the role of a salesperson.  Which is 
fine but if you want to stay in business you MUST master the Psychology, 
Art and Science of Closing.  

Closing means you overcome all your mental resistance and encour-
age, persuade, influence, lead, push, pull and do whatever it takes in an 
intelligent, articulate, high-integrity way to get people to take an action 
that is in their best interest.  
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!
What Happens To Great Agents Who 

Don’t Know How To Convert? !
I know two really great agents who are part of our By Referral Only 

coaching program.  

In 2004 and 2005 they earned high six figure incomes.  Three years 
later these two people are struggling to keep food on the table. 

What happened? 

I spent two days in the field with these agents focusing on their skills 
to close.  Our lead generating systems were working extremely well and 
producing a consistent flow of leads.  They both had enough leads from 
the turn key systems I provided them. 

What my two clients were missing was a consistent flow of appoint-
ments.  

No appointments = No contracts 

No contracts = No closings 

They wanted to blame the lead generating systems for not getting them 
more closings until I lovingly pointed out that the systems were producing 
the leads. 

It’s their responsibility to convert the lead to an appointment, the ap-
pointment to a contract, and the contract to a closing.  

You’ve heard me say many times that many agents were masquerading 
as “A” Players in the “A” Market and when the market changed to a “C” 
Market they were exposed.  
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As Warren Buffet said, “When the tide goes out, you find out quickly 
who doesn’t have a bathing suit on.” 

So out of that experience and my deep love for each one of you, I de-
cided to invest the time energy and effort to create this very powerful mas-
sage to transform you from “C” Player to “A” Player so you can be suc-
cessful no matter what the economy is doing.  

You must remember that the highest priority in your busi-
ness is lead conversion 

I’m convinced that the one thing successful agents and lenders know 
how to do is convert.  After all, when things get difficult, it’s easy to make 
excuses and get distracted by others who don’t know how to convert. 

The three very special conversion moments in your business 

1. When you generate a lead from marketing or a referral and you
convert them to an appointment to explore the possibility of work-
ing together.

2. When you have an appointment with a seller or buyer and you
convert them to a written agreement (contract) to work with you!

3. When you have a contract and you fulfill your agreement (they ei-
ther sell or buy) meaning you’ve converted that contract into a
closing.

In today’s turbulent times, some agents and lenders are increasingly 
being distracted by external factors.  You know how easy it is to be tempt-
ed to search for headlines that suggest that people are not buying, selling 
and borrowing.  It can be difficult to focus on growth when your basic 
survival is at stake.  
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So it’s essential you stay focused on what you can control and execute 
on your intentions to convert leads to appointments, appointments to con-
tracts, and contracts to closings.  And when you do that you shift your fo-
cus form surviving to thriving. 

To think differently won’t happen overnight, 
but you have to start somewhere. !

With this book you are now headed in the right direction and together 
we will discover solutions that will outlast any economic cycle and help 
you thrive. 

I firmly believe that you can and will develop your conversion pow-
ers if you decide right now to become an expert at the psychology, art and 
science of conversion. 

• If you decide right now to become an expert you will ac-
complish your goals in your business.

• If you decide right now to become an expert you will get
the results that you want.

• If you decide right now to become an expert you will make
the kind of money you want to make.

• If you decide right now to become an expert you’ll attract
the people into your life that you want to attract.

• If you decide right now to become an expert you’ll attract
the customers you want to attract who will give you the
money to run your business.

Ultimately you will have the kind of power you want in the world. 
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What Happens If You Don’t Choose To Master Conversion? 

I can almost guarantee you won’t make the kind of money you want 
to make. 

• You won’t have the kind of growth you want to have.

• You won’t reach your goals.

• You won’t attract the kind of people you want to attract into your
life.

• You won’t attract the mentors, partners or customers that will give
you the money to grow your business.

Finally, if you don’t focus on becoming an expert in this area of your 
business you won’t wind up with the power and influence you want in 
your life.  It’s not going to happen. 

So What Is Conversion, Anyway? 

Let’s get our definitions straight before we dive into this. 

Conversion is a marketing term.  It’s the term that direct marketers use 
to describe when your prospect takes action.  It means you are converting 
them from one thing into something else. 

• It’s when they listen to your free recorded message and they call
you and you set up an appointment.

• It’s when you are doing a workshop and you set up appointments
with the participants.
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• It’s when they come to your landing page and you get an email ad-
dress.

• It’s when you are on a listing appointment and they sign a listing
contract.

• It’s when you are with a buyer and they sign a buyer broker
agreement.

• It’s when you want a price reduction and you get it.

• It’s when you want them to sign an application for a loan and they
do it.

• It’s when you want them to agree to a counter offer and they do.

• It’s whenever you want your prospect or customer to take action
that is in their best interest and they do.

Here Are Four Crucial Core Conversion Concepts 

1. You generate a lead when you get a prospect’s attention.

2. You get an appointment when a prospect gives you time.

3. You get a contract when a prospect gives you trust.

4. You get a closing when a prospect gives you money.

As you can imagine there is a lot of Psychology, Art and Science to 
creating the environment for people to give you their: 

!
!
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Attention 

Prospects give you attention when they read your mailing, your blog, 
your Facebook page, your newsletter, your postcards, your ugly yellow 
signs and your flyers. 

Time 

They give you time when they come to your seminar or open house, 
listen to your recorded message, watch your videos, come to your office or 
invite you to their home. 

Trust 

Then they sign a contract and enter into a relationship based on you 
getting them what they want.  

Money 

You deliver and close and get paid. 

In our next chapter I’m going to work with you on some of your inner 
challenges.  

Some of them are things that you need to overcome such as some of 
the blocks you need to push through to get yourself to confidently tell 
people that it’s in their best interest to trade their time, attention, trust, and 
money for the service you offer and the house or loan they are desiring. 

During this journey you’re going to see clearly where you are lacking 
that inner power or inner strength to encourage, persuade, influence, push 
or demand a prospect to take action in their best interest. 
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One thing that successful people seem to have that unsuccessful people 
don’t is the willingness to do whatever it takes to figure it out.  The will-
ingness to do whatever it takes to get through their own internal issues.  
And the willingness to do whatever it takes to learn: whether it takes a 
day, a year or the rest of their life. 

Are you willing to do whatever it takes to figure this piece out? 
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Chapter 2 — Comfort The Afflicted And Af-
flict The Comfortable !

First you have to be comfortable outside your own comfort zone. 

You want being awkward and uncomfortable to
become a core competency.  

In many ways this is what a leader is: the person who is confident and 
clear while other are unsure and uncomfortable. And we both know that 
people are silently begging to be led. They want to be led.  I want to be led 
and of course you want to be led. 

To be successful you need to be your prospect’s or client’s leader at 
that critical moment, which means you need to be willing to be comfort-
able around people who are uncomfortable.  

And to take it a step further, your role as leader is to make people feel 
uncomfortable. 

My role as your leader is to get you outside of your comfort zone, be-
cause nothing really great in your life has ever happened when you were 
comfortable and nothing great in your prospect’s life has happened when 
they were comfortable.  

Just look in your experience and notice that the things that have had 
the most impact on your life are things that happened when you were be-
ing someone or doing something outside your normal day-to-day habitual 
life style. 

I am here to push you outside of your comfort zone. 
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I wonder if you’re willing to make a commitment to yourself to get 
outside your comfort zone so you can learn how to get your prospects out-
side of their comfort zone. 

How do you know when you are outside your comfort zone? People 
start acting very weird when they get outside their comfort zone.  

Imagine if I asked you to do something that was unfamiliar to you.  
For example, calling your Top 150 clients on the telephone to ask for a 
referral.  I sit next to you and say, “Let’s make the first call.” 

If you’re uncomfortable doing this, you will use some delay tactic.  
Maybe you’ll won’t be able to access your database because you forgot 
your password.  Or you will say, “I have to go to the bathroom.”  

That is called procrastination. 

Or you might say, “I called them all last month.”  That is called lying. 

As human beings, when we are out of our comfort zone we naturally 
hesitate, delay, lie, don’t return phone calls, complain, argue, fall asleep, 
cheat, people get funky when they get outside of their emotional comfort 
zone and often start behaving completely irrationally. 

So as a leader, if you know it is in your client’s best interest to come 
into the office for an Initial Consultation because that is the best way to 
deliver value to them and if you choose to meet them at the property be-
cause that is more comfortable for them, you are doing them a disservice. 

I’m going to challenge you to get comfortable asking people to get un-
comfortable.   
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So when they say, “We are not comfortable meeting you at your 
office.”  You smile and say to yourself, “Here is my chance to be a leader 
and I am going to convert this prospect to an appointment at my office be-
cause that is in their best interest.”  

Now you might say, “That is too pushy.” 

And I would say that you’ve simply been knocked out of your comfort 
zone. 

When we start to rationalize it, we justify it.  We tell stories about why 
we’re there.  We make it sound okay just because we can’t deal with it.  

When a person is outside their emotional comfort zone, they will do 
anything to get back in.  And the further outside they get, the more desper-
ate they become to get back. 

If you have used my Hot Words Method on your Initial Consultation 
you have experienced being outside your comfort zone.  And if you have 
done it consistently and predictably, you know that your greatest rewards 
and most powerful relationships are the ones you took a risk with.  You 
asked questions that made the prospect feel uncomfortable, yet you had 
your best transactions and most rewarding experiences. 

Simply embrace the mindset that as a consultant you comfort the af-
flicted.   And to make money you must afflict the comfortable. 

This mindset will change the way you communicate. 

One of the formulas that Dan Kennedy teaches is: problem, agitate, 
solve.  
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Most people don’t understand that the agitation part is what takes peo-
ple out of their comfort zone.  When you discover a person’s problems and 
you have the client look at all the implications, if they ignore, delay, hesi-
tate or pretend they know more than you about the solution, it is called 
agitation.   

What you learn is when someone shows up with a problem, don’t 
solve it.  Agitate the problem, so that they feel the magnitude of it, be-
cause we humans are great at self-deception. 

Tony Schwartz says, “Humans have an infinite capacity for self-decep-
tion.”  

Infinite capacity. 

So when we’re looking at this little angle of our problem and we’re 
looking for a solution, we want the quick fix.  We’re idealistic. We think: 
“Ah, I’m going to be able to do a couple of quick things.”  

No.  Agitate!  You’ve got to show the whole picture and then solve. 

By the way, what is the solution?  What is the action step in this con-
text?  What does the person need to do in order to get back into their emo-
tional comfort zone?  Take the next best step based on what you believe 
will make them comfortable again. 

So what are some of the common blocks that we agents and lenders 
come up against inside of ourselves that prevent us from doing the best job 
of persuading others to take action? 

One that I’ve observed a lot is that experts – brilliant experts – have 
spent their life learning about real estate and loans. There is an agent in 
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our town that acts as if he knows more about homes than anyone else.  He 
has this attitude that he is the expert.  And he is also starving. 

The transition from expert agent to leader, closer, and converter in-
volves putting all that stuff down and realizing that by being an expert, 
you’ve just paid the entry fee to get started.  

So maybe it’s time to be letting go of that old image: I’m a real estate 
expert or a mortgage expert.  

Instead, get into a new self-image of: I’m a leader.  I’m a persuader.  
I’m a closer.  I’m a converter. 

I’m someone that helps other people make choices that are in their 
own best interest.  That’s what I’m good at and that’s what I’m going to 
become an expert at next. 

I wonder.  Do you like to make people feel uncomfortable? 

I imagine you’re more interested in making people feel comfortable 
than in making people feel uncomfortable.  

Can you see how that would be a little bit of a challenge? 

Not long ago I had a By Referral member at my home and he shared 
with me what was important to him, which was to get his work time down 
to 4 days a week and his income up to $250,000 while reducing his over-
head and saving more money. 

He wanted to be a better husband and father and use his creative ener-
gy to be more effective.  And I told him that based on what he told me his 
next best step was to completely reinvent his business, fire everyone, sell 
his building and start producing again.  
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He got very uncomfortable with that advice.  So I said to myself the 
only way he is going to change is he must know the pain he will face if he 
doesn’t change. 

So I asked him, “How is your marriage?” 

He said, “Shaky.” 

I said, “How is your sex life?” 

He said, “Not good.” 

I said, “How is your relationship with your kids?” 

He said, “Weak.” 

I said, “Imagine if you don’t change and you keep this model of busi-
ness that your marriage continues to deteriorate and your wife finds her-
self so frustrated that she becomes vulnerable enough to get the attention 
of another man who has time for her.  And your kids now end up being 
raised by some other man and you’re the outsider looking in.  And it’s all 
as a result of your unwillingness to do what you know you must do, but 
you’re uncomfortable doing it.” 

Now you may think that's too harsh.  And I say, “No, that is love. That 
is caring about a fellow man who lacks the clarity to make choices that 
best serve him because he is afraid to get uncomfortable.”  

What I have learned to do as a coach is be comfortable telling people 
the uncomfortable truth and as a result my clients get great results. 

Now right now some of you are feeling uncomfortable with the notion 
of making people feel uncomfortable.  You want everything to be comfort-
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able.  That is not real world.  Most people won’t change or take action un-
til they feel a level of discomfort.  

Again, your job is to comfort the afflicted and afflict the comfortable. 
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Chapter 3 — Make Being Uncomfortable A 
Core Competency 

I’d like you to make a couple of commitments: 

Commitment 1: You will only offer the highest quality service and 
advice that is in your clients’ best interest.  Trust that you know what is in 
their best interest and recognize that for them to get what is best for them 
they often have to get uncomfortable.  You’ll feel much more comfortable 
making others uncomfortable if you trust that the advice and service you 
are giving is the best they will ever get. 

Commitment 2: You will use every persuasion tool available and 
every dialogue to get your prospect to take action that’s in his best interest. 

Get a blank piece of paper.  I’d like you to see if you can identify your 
biggest inner block to pulling out the big stick of persuasion. Where’s your 
block, right now, to really persuading people to take action?  

Let me trigger it for you.  Imagine you’re with a prospect and you find 
a home that is perfect for them.  It meets all their wants, needs and values 
and you ask them to buy it.  

They get uncomfortable and say to you, “We think it’s too early to buy 
because we believe prices are still coming down.”  

As they say that, recognize this is what people do when they are un-
comfortable.  They make stuff up. 

Now you say: “So what I hear you saying is that you believe prices are 
still coming down.  I’m curious, is it possible you’re saying that because 
owning a home is a big responsibility and you might not be ready for that 
responsibility?  Or maybe you’re saying that because your goal is really 
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not that important to you now and you want to try and predict the future?  
Let’s stay focused on getting your goal, shall we?” 

Now be honest.  This language is your inner block.  Maybe you are 
uncomfortable using this kind of language. 

So what is your inner block?  Maybe your mom told you it was rude to 
be pushy when you were young and that got drilled into your head?  

What’s your own inner issue? 

What prevents you or holds you back from really pushing other people 
to take action? 

Something might be trigged for you right now.  Go ahead and write it 
down, whatever it is.  Remember, inner blocks and inner limitations don’t 
make any sense.  We’re not talking about things that are rational. We’re 
actually going to try to eliminate them.  So this is your moment to be real-
ly honest with yourself. 

Be more honest than you ever have before. 

What’s holding you back from really pushing another person to do 
what’s in their own best interest? 

Close your eyes for a second.  Sit in a comfortable position.  I’d like 
you to think back to the events of your life where that block has come up 
and prevented you from pushing, encouraging and helping other people to 
do what was in their own best interest.  Just close your eyes and remem-
ber. 

Think about the different events that happened in your life where this 
block came up unconsciously and stopped you but you rationalized it. You 
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explained it to yourself.  You avoided it and you just didn’t go there and 
then you worried about it later.  

Think about all those times where it blocked you from taking action 
and really pushing someone to do what was in their own best interest. 

Now what I’d like you to do is think about the other people that were 
in those situations who didn’t have someone to lead them to do what they 
needed to do. 

Think about all of the pain and suffering that took place because you 
weren’t aware of your block or weren’t able to find the courage to push 
past it.  Think about all the different things that probably happened as a 
result as well as all of the wonderful experiences that failed to happen be-
cause you didn’t lead them.  All the pain and suffering.  The missed oppor-
tunities and growth others missed out on because you chose not to get out-
side your comfort zone and persuade them to take an action that was in 
their own best interest. 

Now see if you can remember the phone number that you had when 
you were a little kid and say it backwards in your head.  Okay, stop.  Now 
I’d like you to think about the future.  

Just think about the future.  Think about how many more people you 
are going to meet who are going to have challenges and problems and op-
portunities.  Think about what it will mean if you can push past that inter-
nal limitation you have.  

Think about the results, the growth, the evolution, the success, the love 
and the contribution.  

Think about what these people will be able to create if you can get past 
that little limitation you have inside that’s just imaginary anyway.  
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Think about the difference that those people will be able to make in the 
lives of other people.  Think about it going out even further into the future, 
like a small wave that becomes a tidal wave of success, of growth, of evo-
lution, of love and of contribution if you’re able to push through this one 
little block.  Excellent. 

As you’re visualizing that, what I’d like you to do is begin to form a 
picture of the you that has pushed past and overcome and integrated and 
learned from that inner block.  Make an image of yourself after you’ve 
overcome the block, after you’ve become the confident leader, the per-
suader, the supporter, the facilitator that you know that you can.  What will 
you look like?  

What will be the look on your face? 

How will you be holding your body? 

How will your posture be ever so slightly different? 

What will be different about the way you make and keep eye contact? 

What will be different about your voice tone, and the way you com-
municate with others?  

Make a picture of that future you in your mind.  And now, see that pic-
ture of you standing in front of you.  

Make it get bigger and bolder and brighter so you can see every detail 
of it.  All of those subtle changes magnify and really stand out. 

Begin to connect those changes to pushing through that block and see 
how pushing through the block directly leads to these positive changes.  
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As that picture gets bigger and brighter, see if you can get a little bit of 
a taste of the emotion that future you is feeling.  

As you read each of the following questions, close your eyes and 
imagine your answers. 

How does the future you feel inside? 

How does the future you feel about yourself?  When your future you is 
faced with a situation where it’s time for you to take action and to push 
and persuade another person to do what’s in their own best interest, how 
does this future you hold yourself?  

How does the future you feel about doing this? 

How does the future you look as they’re taking that action?  Are you 
smiling?  Are you serious?  What’s the look on the face of that future you? 

Now just keep making that picture bigger and brighter and notice the 
details.  See if you can get a taste of that feeling. 

Now see that version of you that’s just getting bigger and brighter and 
bigger and brighter in front of you.  See that you’re getting a big, big smile 
on your face. 

Now this is going to be a little bit weird, but just reach out with your 
arms.  Reach up (physically do this with me).  Grab that giant you and pull 
them into your body.  Push them into your chest.  Push and pull them in 
gently and just notice how your emotions shift as you integrate that slight-
ly different self-image. 

You might notice that with this weird exercise, you can actually begin 
holding yourself a little differently.  Your posture might change a little bit.  
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The look on your face might change.  You might have a slightly different 
perspective when you think about persuasion and leadership. 

You might be able to get a little bit of that feeling that you saw on the 
face of that future version of you.  

Now when you’re ready, write down what you just learned about your-
self.  This is a private moment.  What did you just learn about yourself 
from that exercise?  You might even write, “Note to self: I just learned 
something very interesting about myself,” then write down what it is.  Just 
take a couple of minutes to write down what you learned about yourself. 

Making uncomfortable a core competency is a skill that requires disci-
pline, persistence and practice.  It’s not something that you read a couple 
of techniques in a book and then say, “Okay, I’ve got that one handled.”  
This is a lifetime of study.  I’m always learning about it.  

When I learn a valuable lesson, I try it in the world and then I learn 
some new lessons and integrate them together. Then I come back and re-
learn a lesson that I learned five years ago.  This makes the older lesson 
even more profound because it means something completely different 
now. 

Getting another person to give you their attention, time, trust, and 
money is the hardest thing to do and it’s maybe the hardest skill to learn. It 
requires discipline and skill and persistence.  

Why is it the hardest thing?  What’s so difficult about getting someone 
to give attention, time, trust, and money?  What do you need to overcome?  
Apathy, ambivalence, a person not believing in themselves and indiffer-
ence.  In many cases, what we actually have to do is get the person to 
overcome their own laziness. 
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In the next chapter, we’re going to delve a little bit deeper into mind-
sets and techniques.  But for now I’d like you to just think about the fact 
that you must be comfortable being uncomfortable and move through your 
blocks so you can help others get uncomfortable and improve their lives. 

!
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Chapter 4  — Your Manifesto 
There’s a little book I just read called The Psychology of Man’s Possi-

ble Evolution by Peter Ouspensky written in the early 1950’s.  

Right at the beginning of the book he basically says, “The biggest 
challenge is going to be convincing you that what you are about to learn is 
new.”  See if you don’t think something is new when you hear it, you use a 
muscle in your brain called I get it.  I like to call it the I Get It Reflex.  

It’s what you’re doing while you’re learning and you think you’ve 
heard it before.  So you say to yourself, “Oh yeah, yeah I get it.  I’ve heard 
that before.” 

I was sitting on a plane coming home from Chicago and the gentleman 
next to me said, “So what do you do?”  

And I said, “Well I teach real estate and mortgage consultants how to 
build a referral business.”  

And he goes, “Oh yeah, yeah, yeah, I work on referrals.” 

And I thought, “Wow, nothing I could say right now would help him 
understand that he doesn’t get it and that there’s so much more than oh 
yeah referrals, yeah I got it.” 

So as you read this chapter be real careful with your I Get It Reflex. 

Keep your eyes on your I Get It meter because if you start to feel like 
you’ve heard this before stop and say to yourself: “I choose to stay open to 
a much bigger possibility.  Maybe there’s more for me to get.”  
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The psychology, art and science of converting a lead to an appointment 
is what we are focusing on.  It’s how to convert a lead to an appointment.  
That’s where all of our focus is now: turning a lead into an appointment.   

It’s all about people giving you time.  You want a person to come into 
your office.  You want them to invite you into their home or set time aside 
to speak with you on the phone.  

What you’re really doing when you get an appointment is getting time 
from people.  

The first thing we do is we get their attention and then we get their 
time.  And when a person comes into the office or we go out to their home, 
they give us trust.  And then once we earn their trust, they’ll give us mon-
ey.  

So your marketing gets their attention and then you must get them to 
take action.  So how do people take action?    

I just love the thought that generating a lead is a science.  Converting 
the lead to an appointment is an art.  And there is psychology involved in 
both the science and the art.  So here is the magic formula to get people to 
give you time.  This is the secret… 

All action is based on emotion. 

Giving time is an action.  Coming in for an appointment is an action.  
There’s an emotion and then there’s action.  But you must have emotion 
first before you can have action.  Just remember the word emotion is: en-
ergy in motion.  

So if you’re having trouble getting appointments it’s because you have 
not mastered the art of creating an emotion that causes an action. Whether 
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you consciously realize it or not, whenever a person is going to take an 
action, especially an action to do something new outside their comfort 
zone, there’s an emotion that primes them.  And emotion that prepares us 
to take action.  

Without emotion there is no action. 

Emotion = energy in motion.  I’ve been working on this my whole life.  
So as I reveal this to you, put your I Get It Reflex aside and open up to a 
whole new possibility that you have the capacity with your words to create 
an emotion that causes people to take action.  

So here’s the secret to creating emotion: 

Tell the truth at the deepest level you can and then go even a level 
deeper for more truth. 

Tell a level of truth that makes you feel uncomfortable. 

Tell a level of truth that causes you to become afraid they may not like 
you but what you have to say is true for you.  

Tell a level of truth that creates in you a feeling that you respect your-
self because you stepped up and broke through your discomfort.  A level 
of truth that might make them uncomfortable like the little boy who called 
out to the King and said, “Hey he’s got no clothes on.”  Everyone knew it, 
but only the boy said it. 

Here’s what I mean.  Here’s what happened for me.  It was late on a 
Wednesday night.  I was in Chicago in my hotel room, it was about 
eleven-thirty and I had already turned the lights off and I was laying in 
bed.  

!26



Lead Conversion

I had this feeling in my gut that said, “Oh, I must tell a deeper truth 
about what it means to master the Psychology, Art, and Science of Con-
version because I know what I have to say makes a difference.”  

I was concerned that people who picked up this book would already 
unconsciously be thinking they got it and they already know it.  

I got up in the middle of the night and turned on the nightlight.  I said 
to myself, “I owe it to myself to know that when I tell the truth, I’m going 
to sleep better.”  

I call that alignment.  What was going on in me was that I was out of 
alignment.  I want you to do something, but I haven’t gone to a deep 
enough truth.  

I’ve noticed it takes forever to say something that’s not truth.  When 
you’re trying to measure your words and you’re trying to get a person to 
do something or you’re trying to get a person to like you, it takes forever 
to find that language.  When you’re expressing your truth, it’s easy to find 
the words. 

So I wrote the following manifesto in thirty minutes. 

As you read this ask yourself, “What am I feeling? What am I imagin-
ing?  What am I thinking?”  

My Psychology, Art and Science of Conversion Manifesto 

I want you to succeed more than I want you to like me so I’m going 
to take a risk with you and tell you the truth about your chances of suc-
ceeding in this business if you don’t learn to master the art of conversion.  
I am going to say this in as few words as I can while at the same time help 
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you feel the pain you will experience if you choose not to listen carefully 
to what I’m about to say to you. 

The real estate and mortgage business is tougher than it’s ever been 
and it’s going to get tougher before it gets easier.  And I mean a lot 
tougher.  I’m not going to go into why because right now it really doesn’t 
matter what my philosophy or my economic beliefs are.  Because all that 
really matters to me is that you toughen up so you not only survive, but 
you really thrive.  And know that you got into this business because you 
had a dream to make something out of your life.  That was more than what 
you were doing before you got into this business.  You know people are 
counting on you to be successful.  

And I’m not just talking about all the people that you owe money to. 
I’m talking about the people that you love, the people who love you, who 
want you to succeed for them, for their safety and for their security.  

Right now think about the people who need you to be successful. 
Who needs you to close one to five transactions a month so you can make 
three to ten-thousand dollars a month?  Who needs you to do that? 

See when you got into the business, you made a promise to the people 
in your life.  On some level you said, “I’m going to make it.”  

Remember?  Remember you said that you would be willing to do 
whatever it takes and they believed you.  And now you’ve got to do what 
you promised, which is produce.  And that means you must generate a lead 
and then convert that lead into an appointment.  And then convert those 
appointments to contracts so you make money. 

This is not an option. This is something you must do. You need to do 
it now.  If you fail at any one of these stages, you’re not just failing your-
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self, you’re failing everyone around you and everyone who’s absolutely 
counting on you to do the job. 

You have a dream.  I know you do.  I know you have a dream.  You 
would never have picked up this book if you did not know deep down in-
side that you have more potential than you’re currently demonstrating. 
You know that’s true.  You know that with the right tools, the right training 
and more importantly the right clarity, that you can make it in this business 
(you can even look around your office and see people doing it).  You know 
you can do this.  You know it. 

And you must know this about me.  I don’t give up, no matter what. 
I’m going to figure it out.  I’m going to get the job done.  And my job with 
you is to make certain that you get a lead, you convert the lead to an ap-
pointment, convert the appointment to a contract and you get the contract 
closed.  That’s why you’re reading this right now. 

Now listen, very carefully.  I’m doing my part.  I may care more 
about your success than you do.  I may believe in you more than you be-
lieve in yourself.  And I will believe in you until you don’t want me to be-
lieve in you. 

So here’s the deal.  I’ve created this book for you.  It’s the single most 
important thing that I can teach you: the art, psychology, and science of 
conversion.  And it requires you to invest the time doing the specific as-
signments that I give you.  

And if you do that, you will have the best chance you’ve ever had in 
your career of not just surviving but actually thriving.  You will increase 
your conversion rate by 50%.  Read the book and do the exercises and ab-
solutely surrender to the fact that you didn’t get it before.  
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Now what would it mean to you to increase your conversion rate by 
50%?  

Imagine that.  Imagine what it would mean if you increased your in-
come by 50% in the next twelve months as a direct result of just this book. 

Fifty percent increase in income.  Think about all those people who 
love you and need you to be successful.  If those people who love you 
most knew that all you had to do was focus your time and do the work 
presented here to increase your income by fifty percent they would tell 
you to “Do it!”  

If they knew that you had the tool in your hands and you didn’t use it, 
they’d be disappointed in you.  They would wonder, “Who do you really 
care about then?”  They might even wonder if you really want to create 
security for them. 

As a matter of fact, if you don’t I would really question your desire to 
succeed.  So I’m asking you to show that you care about the people you 
love and learn what I’m teaching you here. 

I love you and I care about you.  And I want you to do the same for 
yourself and the other people in your life. 

So that’s my truth. 

As I shared my truth with you right now, what did you experience? 

Now here’s how you find your truth.  Close your eyes right now and 
get into alignment.  Close your eyes and feel the truth.  Don’t think it.  
Feel it. 
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Just feel it.  And I want you to tell me what you’re feeling.  See if you 
can put it in as few words as possible. It’s really important that you exer-
cise this muscle called Discovering Your Truth.   

I’m going to help you write your manifesto.  I’m going to help you 
find the truth.  So when you’re on the phone or you’re in your open house 
with a person and you feel their resistance to coming in for an appoint-
ment here’s what you’re going to do. 

You’re going to close your eyes and get into alignment and you’re 
going to find the voice that is the truth.  And you’re going to speak this 
truth to the person so you can use your words to create emotion in them.  
And out of that emotion you’re going to create an action.   

This may be the single most important thing you ever master: Telling 
the deepest level of truth possible. 

So here are ten steps to get into alignment. 

I want you to write out a 100 to 200 word manifesto about converting 
a lead to an appointment.  And here are the ten steps to doing that: 

Step One: Tell people what you may be afraid of, what your old lim-
iting belief is and how you are working every day to overcome it. 

Step Two: Tell people what your biggest fear is for them if they do 
not take action.  Go really deep with that.  Make people move when they 
feel their fear. 

Step Three: Want for them more than they want for themselves. You 
can say, “What I want for you is…”  You can say that over and over again.  
What I want for you is this.  What I want for you is this.  What I want for 
you is this.  Want for them more than what they want for themselves. 
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Step Four: Lead them.  Never ever ask a person what they need be-
cause when you ask a person “What do you need?” you’re asking them to 
lead you.  People are silently begging to be led.  They want a captain. 
Lead them. 

Step Five: Assume everyone is a five star prospect and talk to them 
like five star prospects until they prove otherwise.  Mediocre agents as-
sume everyone is a zero star and the prospects have to prove that they’re a 
five-star.  You talk to everyone with passion and conviction at your deep-
est truth, like they are a five star prospect until they prove otherwise. 

Step Six: Let them know you care.  You cannot fake caring.  You can 
fake being sincere.  I know a lot of people who can pretend they’re sincere 
but they don’t care.  I don’t care how much you know, until I know how 
much you care. 

Step Seven: Be bold.  What you’re saying must make you feel un-
comfortable because when you’re uncomfortable you’re taking a risk. If 
you don’t risk the relationship, you don’t have a relationship.  Be strong.  
Be bold.  Tell the truth. 

Step Eight: You may feel like you’re being rude, but sometimes you 
need to be Simon Cowell (notoriously rude reality TV show judge) to get 
your point across.  Sometimes you need to step up and say what you have 
to say and go inside and tell the truth.  Play the game that if they don’t 
come in for an appointment, they must die.  You have to build a case with 
a 100 to 200 words why they must come in or they die.  And it means be-
ing rude and maybe waking people up.  

Step Nine: Trust yourself.  Get help from the supporting peole in you 
life.  The people in your life know the authentic sound of truth. You want 
your people to say wow, that’s strong. 
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Step Ten: Print your manifesto. Keep it in front of you. Recite it of-
ten. 

Congratulations you are now entering the big league of persuasion. 
You’re learning to tell the deepest truth in a loving, compassionate, force-
ful way. 
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Chapter 5 — Case Studies in Telling the Truth 
As a business coach I work one on one and in small groups with peo-

ple on the telephone.  What I do for them is help them find language that 
best expresses the highest version of themselves.  

What you’re about to read are four different coaching experiences 
transcribed and edited just a little.  It’s often much easier to learn to do 
something through the experience of another person learning it. 

Truth Coaching #1: The Opposite of Love is Lazy 

Joe: Good morning Jeff, what’s your truth? 

Jeff: Well my truth is that I can do better and I need to stop being 
comfortable.  When I’m comfortable I’m lazy.  And the truth is that I need 
to know that to get to the next level I have to get uncomfortable. And 
when I’m uncomfortable I know that’s when I’m going to achieve the suc-
cess, you know, that I should. 

Joe: Which means what Jeff?  Tell me more if you could.  Go deeper 
than that.  What’s really true?  About how when you get uncomfortable 
you stop at a certain point.  And what does that mean to you? 

Jeff: It means I’m not working at my best.  I kind of associate being 
comfortable as being lazy I guess. 

Joe: You wrote to me once and said you loved my distinction that 
the opposite of love is lazy. 

Jeff: That was me. 

Joe: So your laziness is what? 
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Jeff: I don’t love myself. 

Joe: Now do you think it’s possible right now that there are clients 
of yours that want to do better but they hate themselves for the situation 
that they’re in right now?  And they’re slothful and they’re lazy? They 
know they’ve had moments when they had to do something that was un-
comfortable but once they did they pressed through and they loved them-
selves when they did it.  Do you think that’s possible? 

Jeff: Absolutely. 

Joe: Yeah and you want to find that voice when you’re in the pres-
ence of that person and say, “You know, I know how you feel right now.  I 
know that this is a difficult moment in your life right now, because I know 
what lazy feels like too.  

I believe that the opposite of lazy is love and I know when I’m lazy I 
really hate myself and it takes energy to get in the car and come down to 
this office and actually sit and look at your current situation.  

Ask yourself what do you need to do to take your life in a new direc-
tion and that’s what I can help you do.  And I would love you to come in.  
I’m available right now or we can get together tomorrow at five.  I want to 
help you get out of your comfort zone so you can make a better life for 
yourself.  Do you think that’s possible Jeff? 

Jeff: I do, I think that’s great. 

!
!
!

   !35



Lead Conversion

Truth Coaching #2: Why I Got In This Business 

Joe: Good morning Mike.  What’s your truth? 

Mike: Well I think for me my truth is, especially after reading the 
manifesto, I have gotten lazy and a little bit complacent towards my 
clients.  I definitely have the “I Know That” syndrome because I dive in 
and feel like I need to learn as much as I can and I sign up for everything 
possible.  And then I start, you know, getting a little bit on overload and 
that stuff kind of sets in.  And what I finally realized is that my focus has 
started to be more on me rather than on the client.  You realize you have to 
do more business, and you try and maybe rush to do more business.  

I don’t feel like I’m even properly preparing for my clients.  And that 
I’m definitely not going deep enough with them. 

Joe: Which means what Mike, when you boil this all down?  What 
does it mean at a deeper level?  The truth about that is what? 

Mike: That I’m not caring about them the way I should. 

Joe: Yeah. 

Mike: And that’s not right.  That’s not why I’m in this business. 
That’s not why I got in this business. 

Joe: And why did you get in the business? 

Mike: I got into this business because I found out that I could help 
people and make a difference and it gave me a very good feeling. And 
when I got into this business the loan amounts were eighty, ninety, a hun-
dred thousand and I was doing all of the community down payment as-
sistance programs and people made fun of me for making five hundred 
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dollars a loan but I was totally happy doing that at that time.  And now I 
find myself kind of side stepping those a little bit and I don’t feel comfort-
able about that.  I need to give everything I can to everybody and if I do 
that, it will come back to me. 

Joe: Yeah you just said something and I’m going to ask you to look 
at that a little closer.  You said, “I don’t feel comfortable doing that.” 

Mike: I don’t feel comfortable when I feel like I’m maybe side step-
ping somebody that I could possibly help.  But I may be thinking I can’t 
do it for the fifty or sixty thousand dollar loan amount.  It’s a bad feeling. 

Joe: Good, now you’re getting closer there.  Now if you could turn 
that inward right now and just imagine that there is a client out there right 
now that also is feeling a level of almost giving up and resignation, asking 
themselves what’s the use.  Although there was a moment in time where 
they really cared, they really did want to improve their life, but something 
happened.  They may have gotten lazy.  

I mean there are people out there right now that just say, “You know, 
should I even make a house payment?”  You know they’re getting compla-
cent.  There are people who are not even preparing themselves to pay their 
taxes or people who are resigned.  And you know it, because you know 
what the truth of that is.  You can take that and turn that inward and say, 
“You know what that’s my responsibility.  My responsibility is not to look 
for inspiration, but to inspire.” 

There’s a man named George Kahn and George has been a member 
of the community for quite a while, ten or twelve years.  And George came 
into my office a couple of months ago, and he said to me in the most truth-
ful voice, “Joe, I am embarrassed to tell you this, but I am uninspired.  I’m 
making so much less money per loan than I ever have.  I actually wake up 
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in the morning and go, ‘I can’t believe I’m working for such a little 
amount of money.’  And he really felt that.  He goes, “And what’s most 
embarrassing is that I’m so focused on what I’m not making as opposed to 
focusing on helping people.  And at one time I really didn’t care about the 
money; I really cared about the people.  But loans are getting so complex 
right now and I’m getting so overwhelmed and bogged down that I don’t 
even care.  I don’t even feel like preparing anymore.”  And then he said, 
“That’s my truth.”  

And because he spoke the truth, I was able to close my eyes and ask 
myself what I would tell George that would make me uncomfortable but 
that he’s got to hear?  I don’t want to tell him something to make him like 
me.  I’ve got to tell him something that’s the truth because he just shared 
his truth with me.  And I closed my eyes and I went inside and I said to 
him, “George, you’re selfish.  The fact that all you want is to be inspired is 
your problem.  The truth is you must put all your attention on inspiring 
others.  Stop trying to get inspired and start inspiring and motivating oth-
ers.”  

And I said, “George you need to get up a little earlier in the morning.  
Get up a little earlier in the morning, five o’clock in the morning.  Join the 
five o’clock club.  And get into meditation early.  Get silent.  Go within.  
Go into that adult aloneness and find that voice within you every morning.  
There’s an inspiration within you every morning. Find those words every 
morning and write an email every single morning to your Top 150 clients 
with the intention that you’re going to inspire them.”  

And so George started writing an email every single morning to all 
one hundred and fifty of his Top 150.  Then he started to publish those 
over at the 5am Club with Joe Stumpf on the message board.  
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And then he created a blog and now some eighty days later, eighty 
posts later, George is probably having his best year ever.  Loan amounts 
haven’t changed but he has changed.  He stopped trying to get inspired 
and he started to inspire others.  So what I just shared with you is his man-
ifesto.  He was uninspired because he was trying to be inspired.  And now 
he’s focused on inspiring others.  

Truth Coaching #3: Getting out of My Comfort Zone 

Joe: Good Morning Faith, what’s your truth? 

Faith: I was raised to be nice and polite and not cause any waves. 
This program motivated me to push through the gentile upbringing.  My 
conviction to educate my clients and direct them to make good informed 
decisions was far more valuable than letting them sit in a place where they 
were dissatisfied.  It took a lot of reversal on my part.  My palms were 
sweaty but my clients were delighted with the additional knowledge and 
information and they looked forward to the next step.  As I look back it 
wasn’t as difficult as I had imagined. 

Joe: Faith, let me help you express that as a manifesto. 

Faith: Ok. 

Joe: So what I imagine you could say when a client gives any kind 
of resistance about coming in to your office for an initial consultation is: 

“Mr. or Mrs. Client, I want you to come into the office for an initial 
consultation.  And I know that you may not want to do that because you 
don’t think you will learn anything new that will improve your life.  I un-
derstand that because the hardest thing I have to deal with in my life is 
getting out of my comfort zone and admitting I don’t know everything. 
You see when it’s time to ask you to do something that is in your best in-
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terest but you have resistance, I’m confronted with my own beliefs. Be-
cause like you I was raised to be nice and polite and not cause any waves.  
And today I know those beliefs do not serve me and they do not serve you.  

It’s not only my conviction but it’s absolutely my responsibility to 
tell you that I’m of no value to you or myself if I let you sit in one place 
without making an informed intelligent decision based on your goals and 
dreams or if let you fail to overcome your fear of moving forward in your 
life like I have. 

Now I’m an expert.  I love my profession.  I love to advise people on 
the next best step for them. And I can say with one hundred percent con-
viction that your next best step is to come into the office for a full one-
hour consultation so I can help you discover what is really important to 
you about buying a new home and really help you discover if this is even 
the right time.  

And my promise to you is that when you are complete you will say 
to yourself, ‘I’m so happy that I gave myself the gift of one hour with 
Faith,’ because you deserve the clarity that you get when you are an expert 
like myself.  That’s a gift you are giving yourself: to sit with an expert. 

And because I have an opening at 5:30 on Tuesday and one at 5:30 
on Wednesday, you get to choose which one would be best for you. Which 
one will it be?” 

Faith: Thanks Joe, that’s brilliant. 

!
!
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Truth Coaching #4: I am Your Captain 

Joe: Hi Billie, what’s your truth? 

Billie: Joe your first lesson was a powerful wakeup call for me.  It 
was like David Whyte’s early morning sudden awareness, that the mask of 
the ship was inches away from a cliff and total disaster.  I knew I better act 
fast and your questions: “Where is my inner block?” and “What holds me 
back?” were very difficult to answer.  

After a period of thinking, the word timidity came to me.  Timidity 
means needing to be a victim of my intimidation.  I had to admit that I 
don’t like confrontation and I don’t like failure.  So there was a fear of the 
unknown outcome, from a threatening type of conversation.  Then I real-
ized that some of my hindrances were a long string of excuses not to make 
outgoing calls.  I had labeled these excuses as reasons such as being re-
spectful.  Don’t bother them.  They don’t have time to talk to me and you 
don’t want to intrude or impose.  Perhaps those thoughts were planted in 
me through some of my family member’s attitudes and instructions.  

 However, I realized that everybody seems to have that same type of 
problem, even my clients.  It’s an odd type of relief to know it isn’t only 
my issue.  The good part is that with better understanding and a new 
commitment, I’m now willing to be uncomfortable and make other people 
uncomfortable so everyone can enjoy their breakthroughs. 

Joe: Billie, that is such a great place to start in writing a manifesto. 
Right there.  So here’s what I wrote as I was listening to you.  Tell me if it 
fits: 

“Mr. and Mrs. Client, there was a time a person wanted to do some-
thing that was not in their own best interest and I was far too timid to take 
a stand for them and I would let them do what they wanted to do. Then 
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something happened. I heard a man named David Whyte tell a story that 
changed my point of view forever.  David was a tour guide working on a 
boat in Galapagos Islands and he would take groups of twenty to thirty 
people out overnight on adventure in the coral reefs. 

One night he was sleeping down below when he woke suddenly. 
Something in his heart said something is going terribly wrong.  So he ran 
up to the top deck and discovered that the anchor had broken loose and the 
boat was drifting towards the cliff.  If it was to hit the cliff there was a 
good chance that everyone would die.  And he looked for the captain and 
he was shocked to see that the captain had fallen asleep.  There was no 
time to waste, so David started the engine and pulled the boat to safety. 

David talked about how disappointed he was in the captain who had 
fallen asleep.  And that story was so powerful it was a wakeup call for me.  
Because I had this inner block called timidity.  And timidity means to be a 
victim of intimidation.  I had to admit that I don’t like confrontation and 
that I don’t like failure.  So there was a fear of an unknown outcome from 
having a threatening type of conversation.  

Then I realized that my hindrances were a long string of excuses that 
I had made up.  I was afraid to step up and tell people I cared about them 
and what was in their best interest.  I was afraid of my own power.  I 
didn’t want to be disrespectful and I didn’t want to bother them.  I didn’t 
want to intrude on them or impose.  And because those thoughts may have 
been planted by my family, my attitude really was holding me back.  

And then I realized that everybody seems to have that same type of 
problem.  The good part is I’m awake now.  And I’m willing to be uncom-
fortable telling the truth.  I know that you may not want to come into this 
office for an appointment, but that is a dangerous decision.  And I owe it 
to you to tell you to wake up.  And the next best step is to come into this 
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office.  I know that if we can get together on Tuesday at 4:00 or Wednes-
day at 3:00, and you can pick either one of those times, I can be a strong 
captain to help you make a great decision.” 

Billie: Thanks Joe, it’s perfect. 

### 

I hope you’re starting to get the power of what I’m sharing with you 
right now.  You can persuade and influence people to do what’s in their 
best interest if you just tell the truth.  

It’s so interesting that often the truth is the hardest thing to get into 
alignment with.  You can do this.  I know you can. 

!
!
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Chapter 6 — Communication Mastery 
In the last chapter I shared with you a concept that I refer to as the I 

Got It Reflex.  I came across a word that describes this whole phenomenon 
called confabulation.  

The word confabulation means the mind acts like it knows some-
thing, but it really doesn’t know how to apply it.  We say we know it, but 
we don’t really put it into action. 

 So we say, “Oh yeah I know, I know, I know.  Yeah I know that.  I 
know that.”  Your mind is confabulating.  

“Yeah, yeah I know I should drink more water first thing in the 
morning.  I know that.  So tell me something new.  Tell me something that 
will really expand my awareness.” 

But the truth is if you don’t drink the water when you first get up in 
the morning, you don’t realize the benefit of hydrating your brain and 
lowering your chances of Alzheimer’s, having a better attitude, and having 
a better digestive system.  

So we say, “Oh yeah, I know I should drink water in the morning.” 
But if we don’t drink water we have this natural anxiety and negative 
thinking and hunger cravings.  We get a false sense of hydration in our 
brain and no matter what is actually happening the brain has the ability to 
say, “Oh yeah I know that.”  And that’s called confabulation.  The mind 
acts like it knows something, but we don’t actually do it. 

It’s an interesting word, confabulate.  The first letters are con.  We 
con ourselves.  So be careful that everything we talk about here goes to a 
much deeper level.  As a matter of fact it might be a benefit to you to read 
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it twice, because if you read it only once you might not get any benefit 
from it. 

So take a deep breath and imagine you’re in the future and you’re 
looking back.  

I love to imagine that I’m at the end of my life looking back over it.  
I can see that at the end of my life I’m happy, I’m content, I’m encouraged 
and I’m at peace.  

Imagine yourself in the future as happy, content, encouraged, and 
peaceful.   Have the present you coaching this future you as it asks for ad-
vice.  Imagine asking the wisest part of yourself to share the secret to 
communication with others.  You want to know: “What’s the best way to 
express to others the highest version of yourself?”  

So go ahead and just imagine yourself as the happy, content, peace-
ful, wisest future you who is now giving the present you the best advice 
possible. 

I asked my mentor Milton Merle, “How do I know that I have found 
the most authentic voice?  That voice that keeps the deepest truth in the 
moment, the one I know is true?”  

And he said, “Joe everything you say expands a person’s awareness 
when you’re telling the truth.  The advice that you speak, both to the client 
and to the current situation or the problem, starts to expand.  And it also 
expands their awareness without overwhelming them.  You do more than 
get and give advice; you expand a human being’s awareness.”  

He also said, “Joe you need flexibility in your style. You have to 
have a full range of patience, styles and tones. You have to do more than 
just be your personality.” 
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In this chapter you’re going to learn twelve ways to expand your 
flexibility and give your client awareness as well as advice.  These are 
twelve different approaches that you can bring to your manifestos.  

You can use these twelve concepts as a checklist whenever you’re 
about to make a phone call and you’re thinking about what you want to 
say.  

And as you go through these twelve things, remember the confabula-
tor will turn on.  “Oh yeah, yeah, yeah I do that. I do that. I know that.”  
Let’s see if we can take it to a much deeper level in our communication 
skills. 

The first of the twelve ways of expanding is one of my favorites.  It’s 
called: 

#1: Be the Client 

What I call See-Through Vision may be the simplest and most im-
portant skill you’ll ever develop.  You actually start developing it between 
the age of three and five years old.  

You’ve heard me talk about the experiment with the three-year old in 
a room where the social scientist comes in and gives the child a box of 
crayons and says, “Take the crayons out of the box and we’re going to put 
candy inside the box.  Then when your mom and dad come in here we’re 
going to ask them what’s in the box.  What do you think mom and dad will 
say is in the box?”  

And the three-year old says, “Oh they’ll think there’s candy in the 
box.” 
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Isn’t that interesting?  The three year old can only see the world 
through his own eyes.  He believes everyone sees the world the same way 
he does.  

But when they repeat the same experiment with a five-year old, the 
child answers: “They’re going to think there are crayons in there.”  

The five-year old can see the world a certain way and also under-
stand that other people see the world a different way.  There’s something 
that happens between the ages of three and five where we develop the 
ability to see the world through others’ eyes. 

I think the biggest problem in business as well as in relationships is 
not being able to see the world from another person’s perspective.  To get 
out of our own stuff and into another person’s stuff.  See-Through Vision is 
the ability to see the world through another person’s eyes.  But it’s way 
more than being in another person’s shoes.  It actually reverses the roles to 
make you be the client.  To make you feel what they’re experiencing.  It 
will make you more sensitive, more intuitive and more helpful.  You can 
do this in almost every situation and you’ll be right on with your advice.  

A couple of weeks ago I was speaking with a friend of mine who 
was unfaithful but is really committed to restoring the integrity in her mar-
riage.  And she was saying to me, “How come my husband can’t get over 
this?  Every time I sit and talk to him he just keeps holding this resent-
ment.”  

And my response to her was, “Well let’s imagine now that you’re 
him.  How long would it take you to get over it?” 
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And instantly when she was able to be the husband, not just imagine 
what he feels like but actually be him, she had more empathy, more under-
standing, more compassion and more patience.  

When you’re looking for a solution to a problem and you want to see 
another person’s point of view ask yourself: “How can I be the client, not 
just get in their shoes, but actually be them?”  

This works well when you take the time and get into some kind of a 
reflective space where you can feel and see how the client actually sees 
things.  

Before you go into a negotiation just take a few minutes to think 
about the client, about their wants, goals, who they are, what their values 
are, their priorities, style, past history, their story, their anxiety and their 
frustrations.  As a leader when you’re recruiting somebody and bringing 
them on to the team, think about everything they’re going through during 
this transition period.  

Being the client is also a real gift for the client.  It shows how much 
you care.  And boy does it get results.   

This is the foundation piece.  This is the single most important skill 
you’ll ever develop. 

I’m reading a wonderful book right now, Geoffrey Miller’s new 
book called Spent.  He attributes the root of narcissism in our society to 
marketing; saying that marketing (modern marketing) creates a narcissistic 
society.  

A narcissistic society is a society that doesn’t have empathy for oth-
ers and is completely self-focused.  When you become the client, it re-
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quires enormous empathy and is quite the opposite of narcissism.  It’s ac-
tually a complete reversal because you actually forget yourself.  

So when you write your manifesto and think about converting a lead 
to an appointment, an appointment to a contract and a contract to a clos-
ing, you’re thinking from the client’s perspective and being the client. 

#2: Be With the Client 

This is more than listening, more than responding and more than car-
ing.  It means actually being fully present with them.  

It means you put aside all your problems, your concerns and your 
thoughts — whatever is going on with you and your spouse, your children 
or anything going on in your life.  You forget about your goals and your 
money pressures and any reaction that you may have and only be with 
them. 

 There’s a real distinction between experiencing and listening to an-
other person.  Listening is fairly passive process.  

You can be listening right now to me, but not be with me.  You could 
be taking notes right now and chatting with somebody but listening to me 
with half an ear.  You’re not really with me.  

When you’re listening, you can kind of tune in and out.  But this is a 
level beyond listening.  It’s called experiencing the other person.  It’s 
when you feel or sense what’s going on because you’re noticing and ab-
sorbing everything in the interaction.  Not just the words. 

The way you evidence that you’re listening and you’re really being 
the client is you say things like, “I’m here Bob, I’m here.  I’m fully 
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present for you right now.”  Or “Let me just be with you right now while 
you tell me what is important to you.”  

Now when you’re really being with a client there’s no note taking 
going on.  You’re completely present.  If you’re pretending to be the 
client, they’ll feel that it’s fake.  When you’re really being with the client 
you have zero pressure and zero stress; you’re just experiencing what 
they’re saying.  You not only feel what the client is saying, but what 
they’re trying to say too.  You listen with what Meshell Zwicker calls a 
curious heart. 

Now being with someone is more than just consulting and advising 
and closing and converting.  It’s really a very highly effective relating 
style that is a sign of a true pro. 

Here are the important words: I’m here or I’m fully present for you 
right now.  Let me just be with you right now.  

When a client is communicating something very important you say, 
“I’m here for you Bob, I’m fully present for you right now.  Let me just be 
with you right now while you tell me what is really important to you.”  

Then you put your pen down and you completely be with the client. 
Being with the client is a simple step after you have also been the client 
and seen through the client’s eyes.  First be the client, then be with the 
client. 

#3: Help Your Client Clarify 

When you’re in a conversation, you’re trying to go from a lead to an 
appointment, an appointment to a contract and a contract to a closing.  It’s 
not an exact science.  There’s a mixture of psychology and art to all of 
this. But it’s really a good idea to clarify what you heard or what you think 
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you heard or better yet clarify what the client is trying to say.  It’s really 
important that you hear what is being shared.  

A part of your role as a By Referral Only Consultant is to invoke 
ideas to get answers, facts, truth and awareness from your client.  This is 
sometimes a pretty creative process to get a client to open up and clarify. 
One of the things you should avoid is peppering people with questions. 
That scares people.  It’s better to just clarify.  

Now remember there’s a distinction between language and vocabu-
lary.  Vocabulary has to do with the number and quality of words that we 
use.  Language is the ability to communicate ideas at a deeper concept.  
When you’re clarifying, you’re not using vocabulary.  You’re using lan-
guage skills.  

Here are a couple of language skills to help clarify.  These are very 
powerful statements.  

First say the words, “Would you run that by me again?”  Even if you 
understood what they said, it helps the client clarify.  

Or say, “Did you mean X or did you mean Y?”  As in, “Hey did you 
mean you wanted to get the home sold by the 21st or did you mean you 
wanted to be moved out by the 21st?”  It really clarifies.  “I heard you say 
___ and is that what you meant?”  

Now you may have a very clear understanding of what they just said 
but when you ask a client, “Can you run that by me again?” you’re caus-
ing them to clarify.  “Now did you mean X or did you mean Y?”  They 
clarify. “I heard you say that you wanted to be in your home by the 21st.  
Is that what you meant?” 
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I love this.  You’ll hear me say this quite a bit when I’m consulting. 
I’ll say “Can you say that again using different words?” because it causes 
the client to communicate or stop for a second and find a new way to ex-
press what is important to them.  And in that new way of expressing they 
get better clarity.  Remember it’s not clarity for you; it’s clarity for them.  

When you assume they understand what they’re saying, you make an 
ass out of you and me.  Ass-u- me: an ass out of you and me.  

So your job is to help the client clarify.  You’ll hear me say this: 
“That sounds like you’re interpreting what’s going on in the market, but 
could you share some facts with me how you arrived at that?” And you’ll 
hear me say, “Is that what you believe?  Is that really what you believe? 
How would you know that what you believe might not be true?”  

Those are all great clarifying statements.  So listen well, let your 
client finish what they’re saying and then help them clarify.  

Sometimes your client is actually clearer than you.  Meaning you’ll 
say, “Hey could you run that by me again?” And they’ll say it to you again 
and you’ll get clearer while they get clearer. 

#4: Real Commitment 

A real commitment.  Right now what evidence have you given your-
self that you have made a real commitment to your business?  What evi-
dence?  

If you were put in front of a jury who said to you, “Okay, give us 
some evidence right now that you have made a true commitment to your 
business.”  What evidence would you produce?  What real commitment 
have you made?  Real commitment has real evidence.  
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I suggest that you observe a client.  Look for inconsistencies, look 
for areas of upset.  If someone is ignoring themselves or they’re upset 
about something, it’s really a lack of commitment.  

So if somebody’s really upset about their taxes, they haven’t made a 
real commitment to paying them.  If somebody is really upset about their 
bills or they’re ignoring their bills, they haven’t made a real commitment 
to keeping their credit score high.  You could look at the interior of some-
body’s home and think “Hmmm, you don’t have a real commitment to im-
peccability in your space because there’s no evidence.”  

Now I’ve heard it said that (maybe you’ve heard this) there is a real 
distinction between being interested in something versus being committed 
to it.  

Interest is something we do when it’s convenient.  Commitment is 
something you do no matter what.  So when you get up early in the morn-
ing, you’ve either got a real commitment to the 5 O’clock Club or it is 
something that you’re interested in doing from time to time.  We’ll find 
some evidence and some clues, because success leaves clues.  

You have my permission to ask your client for a real commitment. 
Here’s some great dialogue you could use. 

“Hey Bob, I’m really curious, what are you really committed to?  
Not what do you say you’re committed to.  I’m really looking for what 
you’re committed to.”  

If somebody says, “Well, I’m interested in selling my house,” then 
listen to that word: interested.   

“Well I’m curious.  Are you committed to selling your house or what 
do you mean?  I hear you say that you’re interested in selling your house, 
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but are you committed to selling your house?  I’m really looking for what 
you’re committed to, not what you’re interested in doing.” 

“Oh, you’re interested in buying a home, but are you committed to 
buying a home?  See I can tell that what you’re committed to is not being 
honored.”  

You can say to a client, “I can tell that you say you want to sell your 
home and I think you’re interested in selling your home, but I don’t know 
if you’re really committed to selling your home.  What changes do you 
think you have to make in order to be more than just interested but really 
committed to selling your house?” 

When the real commitment is clear a person’s life simplifies and 
flows.  It’s more attractive and they get more of what they want. Commit-
ment gives people enormous energy.  It helps you articulate better. Real 
commitment comes when you discover what your client’s values are.  

You would say to them, “Do you want me to make a real commit-
ment to you to make your dreams come true?”  That’s a very powerful 
way to close.  

Give your real commitment before you ask for theirs.  When they 
say they’re interested in selling, interested in buying, interested in getting 
their house payment lowered or interested in getting their loans modified, 
the question you’re asking yourself is, “Are they committed to it?  Are 
they really committed to it?”  

This type of communication skill deepens your client’s awareness.  It 
really helps them expand what they’re considering doing.  And it requires 
a little more flexibility on your part. 
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#5: Consequence Them 

It helps you to understand what your client is going to do if they ex-
press that they understand what the consequences are.  And sometimes you 
have to consequence them to get them there.  It’s a little tricky, but the 
purpose is to wake the client up and even scare them into action.  

You may remember from my manifesto when I said, “You’ve got to 
produce results for the people you love.”  And if you don’t produce re-
sults, you might actually be saying to people that you don’t really care and 
you don’t really love them.  

What I’m suggesting is there’s a consequence for not producing a 
result.  So I’m consequencing you.  Some of you woke up for that.  Read-
ing many of your manifestos, you’re like, “Wow yeah, I’ve got to show up 
for the people that I love and that love me.  I promised I was going to do 
this for them.” What I did was I consequenced you.  So when you’re with 
your client, you point out logically and naturally what will follow from 
their actions or inactions. 

Learning to be direct while informing the client what is likely to oc-
cur in the near or long-term future based on their approach to buying, sell-
ing, or borrowing is very powerful.  

It’s best for the client that they see or feel the consequences.  So 
when your clients aren’t aware of the consequences of their decision (re-
member most people are busy and they don’t always have a long-term 
view of their lives) and you enter as a real advisor with a real commitment 
to being with them and seeing it through their eyes, all of a sudden that 
five thousand dollar difference isn’t what they thought it was.  

Now you know what the consequences are of them touching that 
contract.  You know that as soon as they counter offer, they’ve lost that 
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buyer.  And you know that you may have to consequence them to get them 
there. 

You may have to say, “So let’s just say you don’t accept this offer of 
$300,000.  Is keeping it on the market at $350,000 like we have for the 
past 220 days going to get your $5k, 6k or 7k?  So I’m curious, in ninety 
days and we’re sitting here and we don’t have a better offer, will you tell 
yourself you should have accepted the $300,000?” 

That’s called consequencing them.  That’s a very powerful skill. 

Or maybe you’re with some buyers and let’s say they see a home 
they love and it’s been on the market for $225K and they want to make an 
offer for $185K.  You know the home is worth every penny of $200,000 
and you know that’s what’s going to get it for them.  So you write the offer 
for $185,000 and the seller comes back with $200,000, as you expected. 
And the buyers say, “Oh no we want it for $185,000.”  

Consequence them!  Get out of the price and give the consequences. 
You might say to them, “You know, you shared with me how painful it is 
to watch your kid look for Easter eggs on your apartment balcony because 
that’s the only place you can hide them.  Now is looking for Easter eggs 
with your kids in a big yard on Easter morning really important to you? 
Because the consequence of you not going up to $200,000 is that your kids 
will have to look for eggs on the balcony again this Easter.”  

The more you can make the consequence a real, tangible, visible 
outward sign of their decision, the more likely people can see the impact 
of this choice.  

You could be talking to a renter and say, “Hey if you choose not to 
go up in price and if you keep delaying the decision and keep getting so 
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frightened when it’s time to sign a contract, then you’re going to end up 
renting the rest of your life like your father and your mother did.  Always 
complaining that you don’t have anything more of your own and your kids 
will see this and they’ll grow up to be just like you, just like you grew up 
to be your parents.  There is a consequence for this decision.”  

Now this is a pretty advanced skill and you’ve really got to come 
from a deep place of commitment to your clients.  You’ve got to really 
have a place you’re coming from that has a lot of empathy and encour-
agement, but consequencing a person helps them to deeply understand 
what the impact of their decision is. 

#6: Encourage Clients 

Help your clients stay encouraged.  This is simple and it’s necessary, 
like yeast makes bread rise.  Encouraging your clients means that you tell 
them they’re doing great when they are.  Be excited for them.  Tell them 
they can do it.  Tell them about their progress and show how far they’ve 
come.  Don’t talk about how far they have to go, but how far they’ve 
come.  

Encouragement always comes before they need it.  And a compli-
ment can be very different than encouragement 

I love the words, “This is your time bomb.  I’m so impressed with 
you.  You’re doing great, congratulations.  Yes you can do this.  You’re 
almost there, keep going.  You’re doing just great, don’t change anything. 
I’m so impressed.  I can’t wait to see more from you.  Don’t stop, don’t 
look back and keep moving forward.” 

Encouragement has a lot of power.  It’s important not to talk to peo-
ple or crank up the client with phony encouragement. That can be danger-
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ous.  Encouragement is a gift anyone who receives it enjoys and it costs 
you nothing to give.  

This is your time.  I’m impressed.  You’re doing great. Congratula-
tions.  You can do this.  You’re almost there.  Keep going. You’re doing 
great.  Don’t change anything.  I’m’ so impressed with you.  I can’t wait to 
see more from you.  Don’t stop.  Don’t look back.  Keep going forward.  

Take those words and put them on your screen saver.  When you call 
up clients, encourage them.  Keep on encouraging them.  

When you’re managing or leading your team, keep encouraging 
them.  Boy this is your time.  This is your time.  I’m so impressed with you.  
You’re doing great.  Congratulations.  You can do this.  You’re almost 
there.  Keep going.  You’re doing great.  You really are.  Don’t change a 
thing.  I’m so impressed with what you do. I can’t wait to see more from 
you.  Don’t look back.  Just keep looking forward.  

It’s very powerful when you encourage your clients. And you can do 
it with your manifesto.  Or you can do it when you’re setting an appoint-
ment.  You can get in here.  I’m so impressed with your real commitment to 
yourself.  Congratulations. Listen I’ll be there Thursday at 4 o’clock.  
Congratulations.  This is your time.  I am so impressed with your real 
commitment to do something about your situation.  In fact I can schedule 
an appointment to come in at 4 o’clock on Tuesday.  Don’t change a thing.  
I’m so impressed with you.  I’ll see you Thursday at 4 o’clock. 

#7: Empathize 

When you know your client needs extra love, support or understand-
ing, it’s time to empathize.  
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When a client gets bad news, that’s when they need your empathy 
the most.  Help your client recover.  Empathy is like a medicine that helps 
people recover faster from disappointment.  

Now the secret to empathy is finding words like, “I know what you 
mean.  I know what you mean.  I can only guess how hard you’re taking 
this.” 

One thing you want to avoid saying is, “I understand what you’re 
going through.”  Because the truth is you don’t understand what they’re 
going through.  You’re not going through it.  Better to say, “I can only 
guess how hard you’re taking this.”  I’m not doing it, I can only guess.  I 
completely empathize with you.  I feel badly for you.  I know how much 
you wanted that home.  

They get into a bidding war and lose it, and they are really feeling 
bad.  Say: “Hey, I really feel badly for you.  I know how much you wanted 
that home.  I know what it means to you to lose that and I can only guess 
how hard you’re taking it right now.  What can I say that will help you 
right now?”  

If somebody is really feeling badly you say to them, “You know I 
completely empathize with you.  I feel badly for you.  I know how much 
you wanted it.  I know what it meant to you.  I can only guess how hard 
you’re taking this.  What can I say that will help you right now?”  

But no advice, no sympathy and no parenting.  Keep your profes-
sional distance and don’t make their problem yours.  You’re the calm pond 
in their drama.  Only your compassion and your loving kindness are invin-
cible and without limits.  
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So let them experience that deep love you have for them with your 
empathy.  It’s as simple as saying these words: “I completely empathize 
with you.  I feel badly for you.  I know how much you wanted that.  I 
know what it means to you.  I can only guess how hard you are taking it. 
What can I say that will help you right now?”  Then shut up.  And now 
you’re in a state called empathy.  It’s a powerful strategy.  

#8: Truthing 

You’ve heard me use the technique called truth serum.  Truth serum 
is when you call up a client and you say to them, “Hey Mr. Client, I had 
this thought that the reason you’re not referring me is because I think 
you’re still upset from when we closed the transaction and I didn’t have 
the fireplace equipment at the new home for a couple of days and I think 
that’s the reason you’re not introducing me to your friends and I have that 
thought and I just want to check and see if it’s true.”  

And he goes, “Hey, that’s not it at all.  We haven’t introduced you 
because we didn’t even know you needed more business.”  That’s what the 
truth is.  

Truthing is your ability to discover what’s true.  So whenever you 
have a thought, you might want to check to see if it’s true.  I love the 
thought that truth is easy.  

When Abraham Lincoln was running for his local Illinois congress, a 
newspaper person asked him, “How many legs does a dog have if you call 
the tail a leg.”  And Lincoln replied, “Four, because calling the tail of a 
dog a leg does not make it a leg.”  

It’s either true or it isn’t.  My experience has been that when I tell the 
truth, I’m creating space for more truth. 
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I was doing a conference for a small group of agents in Northern 
California a number of years ago and there was a gentleman who was in 
the class with his wife.  His wife was new to real estate and he was a very 
successful business man who had recently sold his business and he wasn’t 
sure what he wanted to do next.  

He was maybe one of the wealthiest guys in this area.  He sold his 
big technology company for several hundred million dollars.  His wife was 
searching for her identity and so she got into the real estate business and 
was really seeking to be the highest version of herself.  She came into By 
Referral Only and he came in to check out what she was doing.  

During our first day of a three day small group coaching session 
(which I was doing for about twenty five people) this guy was so nasty to 
her.  I mean he was just publically ridiculing her and chastising her and it 
was uncomfortable for all of us.  As we were doing an exercise (going 
around the room, and having each one of the people stand up and share 
what contribution they were going to be able to make to the class over the 
next day and a half), this guy got up to share and became a negative vibra-
tion to the whole room.  

I stopped him and I said, “Here’s my experience of you.  We’ve been 
together now for a day and the way you show up in the presence of other 
people, particularly your wife, it’s condescending, it’s disrespectful and 
I’ve had about enough of it.  I mean I’m going to ask you that if you can’t 
say something nice about your wife in public in front of us, I would 
choose that you wouldn’t say anything at all.  It’s making us all uncom-
fortable.”  

And there was a cheer in the group.  Everyone started to applause. 
They were going, “Yeah, yeah, yeah.”  This guy publically was brought 
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down about two notches.  And it wasn’t my intention to knock him down 
publically.  My intention was to tell him the truth of my experience. 

So the day went on and he was just kind of pouting the rest of the 
day, sitting in his chair moping and I could feel his energy and the rest of 
the group could feel his energy but we also felt a freedom that was re-
leased because the truth had been spoken and more space had been creat-
ed.  

Later that night I was walking to my room and the door to the hall-
way opened up and there he was waiting for me.  He goes, “Mr. Stumpf, I 
need to speak to you.”   

I was a little terrified.  I had a moment of thinking, “Oh man does 
this guy have a knife?  What’s he going to do to me?”  

He walks up to me and says, “We need to talk.” 

And I said, “What do you want? What’s going on?  I told you my 
truth.”  

He said, “Well I need to tell you my truth.  What do you got against 
me?  Why are you resentful towards me?”  

I had to really get quiet for a minute and I said, “Well let me just take 
a look if it’s anything beyond what I shared with you earlier.  Let me see if 
there’s more truth.” And I got quiet.  

What came up from me was this sense that I was comparing his 
wealth to my wealth.  I said, “You know what, I think something happened 
for me when I discovered that you sold your company for a couple hun-
dred million dollars and you got all this wealth.”  
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And I said, “I really have a desire to have a lot of wealth in my life-
time.  And what you reminded me of is what I don’t like about people who 
have that kind of wealth.  And part of me says that I’ve got to become like 
you if I’m going to have that kind of wealth.”  

And I thought, "Wow did I just say that?” 

I said aloud, “That was part of my truth.  So in addition to you ridi-
culing your wife publically, I’m really disappointed in myself that I want 
to be really wealthy like you but I don’t even like who you are.”  

He got really quiet and he was like, “Oh wow, okay.” 

He looked at me and said, “I can see your passion for what you do 
for a living and I had that in my business and I sold out.  And I don’t have 
that passion in my life anymore and I’m watching my wife try to get that 
passion and I’m jealous that I don’t have passion for my life anymore. I 
would give all the money back if I could be engaged in something that I 
was really passionate about.”  And he started to cry. 

We stood there in the hallway for about ten minutes and we just con-
nected at a very truthful level.  The next morning we went into the room 
and I said to the group, “Our friend would like to share something with 
you.”  

He stood up in the room and he told everybody in the room what had 
happened outside of my room the night before.  He told them the story I 
just told you.  And everyone in the room just went, “Oh wow.”  It just 
cleared the space for so much more truth to be told. 

That’s my experience when you’re with a client…the truth creates so 
much more truth to be told.  With truth comes freedom, energy, strength 
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and power.  When you help your client focus on what is really true, you 
can move forward without any resistance and without any fear. 

Don’t confuse truth with accuracy. 

When somebody is accurate but they don’t tell the truth, it feels in-
complete.  It feels dirty.  You’re accurate but you’re not telling the truth. 
See if your client is even open to telling the truth.  Get permission to point 
out the truth whenever you see it.  

You could say to a client, “Mr. and Mrs. Client how interested are 
you in telling the truth?  When I experience something that might not be 
truthful are you comfortable with me pointing that out?  So what’s the 
truth here?”  That’s a great question to ask.  “So what’s the truth here? Do 
you guys really want your 5, 6, and 7?  I think you’re accurate.  The house 
has been on the market for a year, but the truth is you decided not to re-
duce the price three times.  I asked you on January 9th.  I asked you on 
April 17th and I asked you again on September 19th.  That’s the truth. 
You’re accurate.  Your house is not sold, but the truth is it’s something dif-
ferent.”  

Truthing: Really looking for the deepest possible truth. 

Now work with me through this.  You first be the client and see it 
through their eyes.  Then we be with the client.  Then we clarify, get real 
commitment, give them the consequences, encourage them, empathize, 
and we are also truthing all the time.  We are constantly telling the truth. 

!
!
!
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#9: Really Wanting For a Person 

Thomas Leonard, the grandfather of coaching, was a man who made 
a huge impact and he taught me this skill.  I had always been excited about 
helping people but sometimes it became my agenda for them rather than a 
gift for them.  

And this was because I could see so much of how they could have a 
better life and after I got the notion that it was my job to help people, I was 
running around trying to help people get a better life.  

I figured out with the help of Thomas that there was a healthier more 
fulfilling way to accomplish the same thing.  I was trying to make it my 
challenge to make you successful.  Then if you weren’t successful I was 
let down, I was disappointed.  

I started to let that go and Thomas taught me a method called “Want-
ing For.”  Like the skill of massaging, wanting for is really an intimate 
sharing between two people.  

So when you want something for another person, it’s because you 
care for them not because you think they need this thing.  

Wanting for is a gift.  It’s not a hook. 

I want for you a deep financial security based on your skills, your 
willingness to learn and the techniques, disciplines and strategies you 
don’t have right now.  That’s what I want for you.   

I want for you a feeling that you’ll never be alone, that you’ll always 
have a person or people you can reach out to and share your truth with. 
And know that you’ll never be judged.  
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What I want for you is for you to trust your own advice and know 
that when you do tell the truth and are really being with your client then 
whatever happens is perfect.  

What I want for you is the courage to get back up when you’re 
knocked down.  Mary Kay said, “A setback is a set up for a comeback.” 

What I want for you is a willingness to see clarity when you’re con-
fused.  

What I want for you is to have close friends that have the confidence 
that will allow you to tell the truth and will call you on your bullshit.  

What I want for you is consistent, predictable, reliable income.  That 
comes from an evolving deliberate organized business system.  That’s 
what I want for you. 

Each statement starts with the words what I want for you.  It’s essen-
tial that you use this exact wording.  Anything else distorts the subtle ap-
proach of the message.  

Each statement describes an ultimate and very specific condition.  A 
common mistake is crafting things like: I want for you to be happy.  That’s 
too general.  What I want for you is to have everything you want.  That’s 
also too general.  

Sharpen up your wants.  You want more than what people currently 
have, but not more than they can get.  You wouldn’t say, “What I want for 
you is to be a billionaire by the time you’re forty.”  And they’re thirty-
seven.  They won’t get that.  You give a person a place to focus and a 
place they can achieve.  
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Wanting for others is a way to share yourself with a person without a 
lot of risk or without having to get too personal.  

Once you share what you want for another, your relationship will 
instantly upgrade when they get it.  

So what I want for you are the things that have created space and 
peace and love that I have in my life.  That’s what I want for you.  

When you say what I want for you, you’re putting a gift out to the 
client.  Saying what I want for you is to make and keep more money.  

What I want for you is to get a handle on your spending and your 
lifestyle.  

What I want for you is to wake up to the beautiful possibilities that 
this new economy gives you, a huge space to reduce your debt, to stabilize 
your cash flow and get committed to skill building.  

What I want for you is to get more done in less time. 

What I want for you is to get more focused on what you want most. 

What I want for you is to simplify your life, or to make your system 
and get to peak efficiency and permanently eliminate your list of shoulds. 

That’s what I want for you. 

So here’s your assignment. 

What I want for you is to make a list of five things that you want for 
every client.  
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Then practice sharing those things with others.  Really hone in on 
those things so they’re very specific and they’re very much a gift that 
you’re offering to a person.  

Practice sharing them with every client and everyone you meet. 
When you go into Starbucks, practice sharing them with the girl or guy at 
the Starbuck’s counter.  

Practice sharing it with everyone.  So whenever you’re out on the 
road and you run into somebody you say, “What I want for you is to attract 
and deepen relationships with really quality people.”  

What I want for you is to become more intimate with your spouse 
and your family.  

What I want for you is to simply learn how to enjoy people again. 

What I want from you is to know what you want for others. 

What I really want for you is to establish a reserve of time and mon-
ey.  And I really want for you to redesign your eating habits so you have 
more stamina and more endurance.  

What I want for you is to develop a spiritual connection, a personal 
mission, a purpose and a vision.  To be internally peaceful.  

Keep on asking yourself: What do I want for others that I could give 
to them as a gift?  

It’s a very powerful, very dynamic way to communicate in a way 
that will capture people’s imaginations.  
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#10: Step Over Nothing 

Step over nothing, as in don’t step over anything…don’t let anything 
slide or pass you by.  

Clients tell everything you need to know if you can just hear it and 
are willing to say something when you do.  Remember nothing is sacred; 
nothing can’t be asked or talked about.  You have to have courage to pull 
stuff out so you’re not letting anything pass.  This isstepping over nothing. 

So when somebody makes a side comment, like makes a dig at you 
when they kid around, there is something underneath it.  Or when they 
hint at a problem, it hints at a deeper dissatisfaction.  When a client picks 
at you or they say something that is discouraging, it’s your job, your re-
sponsibility to listen to what they’re saying and ask yourself, “What’s be-
hind that?” !

Actually use language like this: “You know, you just said something 
Larry and I’m curious what did you mean by that?  Oh, hold it a second. 
What was it that you just said?” 

I remember I was driving with my first owner-broker manager, Jim 
Russell.  In the backseat were a couple of buyers we were showing homes 
to.  The buyer said, “Oh we saw that house last week.” !

Jim looked at me and said, “What did he just say?” !

And I said, “I don’t know.” !

“Oh, wait a second.”  He pulls over.  “What did you guys just say?” !

“We just looked at that home over there.”
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“That’s what I thought I heard you say,” Jim says.  “Before we go 
out and look at homes, are you looking with other agents?” !

I had stepped over it.  I didn’t even hear that they were looking at 
other homes.  I stepped right over it and Jim heard it immediately. 

I remember one time I was out with my former wife Kathy and we 
were at a dinner with a gentleman we were thinking about hiring as the 
CEO of our company.  The waiter came over and asked if we wanted more 
water and our candidate really mistreated this guy.  He was arrogant and 
was unkind and belligerent toward the waiter.  

Shortly after that occurred the guy got up and went to the bathroom 
and I said to Kathy, “Kathy, I really like this guy and I think we should 
hire him.” !

“You’ve got to be kidding,” Kathy said. “Did you see how he treated 
the waiter?”  

“Oh what do you mean?”  I had stepped over it.  I ignored it and she 
saw it. 

“You know what, he’ll be treating you the same way in a very short 
period of time,” she said.  “You’ll be the waiter.” !

I went ahead and hired him and very shortly after that I felt like he 
was treating me the same way he was disrespecting the waiter. 

So when you feel something, if somebody makes a dig, a comment, 
or they kid around, then you say something.  Like suppose somebody 
takes a shot at your commission.  Like they say, “God I can’t believe how 
much you charge.”  
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You say, “You just said something about my commission.  I’m curi-
ous what did you mean by that?”  Step over nothing.  “You sounded like 
you were just kidding but I need to ask you, were you or were you not?” !

I love this too: “Hey you mentioned that before, can we talk about 
that right now?” !

You don’t want to be oversensitive to things, but step over nothing 
and leave nothing on the table unsaid. 

#11: Love Them 

Just love them.  Hopefully you can see that the skill of love is your 
expression of who you are and you can show your love in a professional 
way and be appropriate simply by giving the client the best you.  

Just giving the best of you is the same as loving somebody.  Love is 
like oil that goes into your engine.  Without enough clean oil the engine 
will freeze up and stop even if the gas tank is full and the tires are new.  

Love is a gift.  You can afford to give love to all your current and 
best clients, even if it’s packaged differently so they can accept it.  

Just say, “Hey you know Larry you’re awesome and it’s a pleasure to 
work with you.  I really love working with you.  You’ve heard me say it.  I 
love that thought.  I love your commitment to personal development and 
I’m going to grow it.  I love the way that you respond so quickly to my 
emails.  I love the way that you responded to my text message.  I loved 
your voice mail.  I love the way you respect others.” !

That’s what you have permission to do, to express your love.  Love 
them, sign your letters with love and love your friend in real estate.  Really 
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love them.  It’s appropriate in business to love another.  Give as much love 
as you can. 

#12: Let Them Go 

Let them go.  Sometimes the very best thing you can do to serve a 
client is to let them go, even if they want you to stay with them.  

Many clients don’t start to really want to be guided and lead until 
you’re ready to let them go.  Remember you’re much more than a tradi-
tional real estate sales person; you’re a By Referral Only Consultant. And 
what you’re doing as a By Referral Only Consultant is you’re offering 
them so much more than a typical sales person.  You’re so much more 
present for them.  And maybe they’re not ready to receive that.  

Maybe they’re not ready to receive that level of commitment.  The 
weaker the client is, the more they need a stronger agent who will allow 
them to go.  The secret is to let people go when they’re not finding value 
in what you’re giving them.  Don’t let them go when you’re not getting 
from them.  Let them go when they’re not getting it from you.  

“John, I really want to talk to you about the advice that I’m giving 
you.  Are you getting value from this?  Are you frustrated with what’s go-
ing on?  This process of getting your home sold?  Let them give you a few 
things to do and if you don’t find value in what I’m asking you to do, 
maybe I’m not the right consultant for you.” 

Always give your clients at least thirty days worth of clues that 
you’re ready to let them go.  You just don’t all of a sudden one day just cut 
them loose.  Give them assignments.  Ask them to do a few things.  If you 
have a seller, give them three assignments to get their home in better con-
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dition to sell.  If they’re not willing to do it, then they don’t find value in 
your advice.  And if they don’t find value in your advice, then let them go. 

So these have been twelve very powerful, very organized deliberate 
ways of advancing your communication skills and I would encourage you 
to use this chapter as a checklist when you’re writing your manifesto in 
the next chapter. 
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Chapter 7 — Story Telling Mastery 
I mentioned a book in Chapter 2 called The Psychology of Man’s 

Possible Evolution, written by a guy named Ouspensky.  

Ouspensky had a guru named Gudroth who is really a remarkable 
man.  This guy went all over the world seeking knowledge and asking a 
basic question that we all ask, “Why do I not change more frequently?” 

“Why am I not open to change?” 

What Gudroth discovered is that the greatest enemy of learning is the 
belief that we already know what we want to learn.  

The greatest enemy of change is the belief that we’ve already made 
the change. 

So we exist under this illusion that we’re awake, that we’re alert, that 
we’re rational and that we’re conscious decision makers. 

However, what we’re discovering is that when we tell the truth and 
we really look inside, what we see is that we’re very mechanical.  We are 
creatures of routine, of habit pattern and mental mind sets.  What we’ve 
been talking about these first three chapters is how to wake up.  And one 
of the ways to wake up is to tell the truth. 

One of my favorite authors is Carlos Castaneda.  Carlos wrote many 
books of his tales with Don Juan.  Don Juan was his teacher and he tells 
one of my favorite stories about learning how to hunt.  

Don Juan is teaching Carlos the art of hunting.  What Don Juan says 
to Carlos is: “The first lesson is just to study the habits and the routines of 
the prey.”  
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So they go out and observe this water rat and they spend a couple of 
days just watching and observing the routines and the habit patterns of the 
water rat.  They notice over time when water rats get up in the morning, 
when they go out for a drink, when they eat, when they lay in the heat of 
the sun, when they run, when they’re scared and when they’re safe.  They 
just keep studying the habits and the routines of the prey. 

The second thing they do is learn how to set traps.  Don Juan shows 
Carlos how to take weeds from bushes and trees and how to bend and tie 
them in ways that make really great traps.  Then once they’ve got all these 
traps made and they’ve studied all of the water rat’s routines, they set the 
traps knowing when and where the water rats will be.  

So at any time of the day they know how to set a trap and where to 
set a trap based on where the rats are going.  So in the middle of the day 
they know when the rats are eating and all they have to do is set a trap 
where the rats are eating and then scare them so they run right into the 
trap. 

So Carlos goes through all of this training and he gets really good 
and becomes a great hunter.  He’s really adept at studying the routines and 
setting up traps based on the prey’s routines.  

“Okay Carlo, now I’m going to teach you the last but perhaps the 
most important lesson of all hunting,” Don Juan says.  

“Okay what is it?” 

 “Well the first thing you need to understand is that everything is 
hunted.  And what allows it to be hunted is routines.  As a hunter we must 
begin to reflect on the routines and what allows it to be hunted.”  
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He goes on to say: “There’s this certain particular deer that you’re 
going to come across, maybe once in a lifetime, and it will probably be by 
accident, and what makes that deer so special, so different than all the oth-
er animals is that it has no routines.  No habits.  That’s what makes them 
magical.” 

Each of us has routines and our routines allow us to be hunted. 
Those routines also allow us to hunt something else.  So once we know 
this, we need to become aware of our own routines, our own habits and 
our own mental thinking.  

What we need to do is learn how to break out of that thinking.  Break 
out of those habits.  Once we do that we’re free.  But our routines are un-
conscious so it takes a lot to bring them into awareness.  It takes a lot to 
transcend them.  

But once we transcend them we learn the greatest lesson of hunting, 
which is to let go of our own routines.  Once we let go of our own rou-
tines, we become magical and the magic happens when we tell the truth. 

Coaching client Michelle Carr-Crowe wrote me this note: 

Dear Joe, 

I worry too much about what I think my perspective client might be 
thinking about me.  I fear people’s anger if I push them a little too hard.  I 
actually hate making people uncomfortable because I hate feeling uncom-
fortable myself.  I worry they’ll think I’m being a pushy salesperson.  My 
realization is that I am serving their best interest to make them tem-
porarily uncomfortable so they can avoid being permanently uncomfort-
able if they fail to act. 
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I suggested to Michelle that she keep giving herself permission to 
tell the truth because that is learning how to hunt; by breaking out of your 
mental routine. 

John wrote me this note: 

My business has been struggling for years and I’ve determined that I 
don’t need another program.  I’ve got all the great ones.  I’ve got Finding 
Buyers, I’ve got Getting Listings, I’ve got great lead generation websites. 
And until something changes inside of me, I’m destined to stay right where 
I am right now.  And I’m pleased to tell you that I’ve made the shift back 
to building a referral business last November.  Last year I had six repeats 
and six referrals.  And so far this year I’ve had twenty-six and there’s still 
a quarter left.  The big thing that I’m learning right now is that I need to 
make being uncomfortable a core competency. 

John, stay awake! 

Keep journaling your stories about how you’re waking up to your 
routine that thinking that the lead generation system is a way to build your 
business.  Once you wake up you’ll learn how to hunt a totally different 
way.  

You’re going to become a person who gives themselves complete 
permission to work with the people you want to work with when you want 
to work with them. 

Jae Wu wrote this note: 

I had a magical moment with a significant breakthrough around my 
old habit pattern.  My old routine of not wanting to call my past clients 
because I thought I was interrupting them.  That is an old issue with my 
dad that I didn’t want to interrupt him. 
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You suggested that I write a letter from the heart telling my clients 
that I’ve had this new awareness that says that I didn’t want to call them 
with a market update and I didn’t want to tell them what was going on in 
the economy because I thought I’d be interrupting them. 

But you helped me realize that I was thinking I was interrupting my 
father and this new awareness now gives me permission to be vulnerable, 
to be real and to be authentic. 

For Jae to tell that story, to actually tell the story that she had this 
awareness around her father that she had carried into her adulthood 
through some mental routines, is her key to freedom.  

So get busy acting on the new awareness, stay awake, keep telling 
people what you’re discovering and how they’re going to benefit from 
your awareness.  Stay awake!  

Break out of your routines, get uncomfortable, or you will be hunted 
and killed by your losing routines. 

Now I want to take some time and talk to you about one of the most 
powerful ways that I know of motivating people and motivating yourself 
to take action.  

My experience from studying some of the most successful agents 
and some of the biggest failures is most of them when they’re trying to 
persuade or influence people focus on the benefits of what they offer and 
frequently miss out on a major portion of the equation of influencing peo-
ple. 

The other half of the equation is to focus on what people will lose if 
they don’t take action.  
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Now why is it possible that losing out on what you might want might 
be more motivating than getting what you do want? 

It may start when you’re a kid.  For me it started when I was a kid 
going to the candy store with my mom or dad and saying, “Mommy, 
mommy, daddy, daddy I want that candy.”  

My mom or dad would say, “No, you can’t have that and furthermore 
it’s not even good for you.  It’s actually bad for you.”  

So I began to get this idea that what I wanted I can’t have and if I 
could have it would be bad for me anyway.  So what I did was learned to 
go without.  Most of us have on some level been conditioned from child-
hood to sacrifice to go without the things we really want.  

We’re taught the things we really want might not even be good for us 
and this becomes a challenge. 

First we’ve got to give ourselves permission to have things we really 
want and be able to do things that we really want.  

To give ourselves the pleasures we really want in our lifetime, we 
really have to give ourselves permission because we’ve had a lifetime of 
conditioning and convincing ourselves to avoid them because we might 
believe they’re not good for us.  

And we must help our prospects give themselves the same permis-
sion to have what they’ve always wanted to have.  To give themselves the 
pleasure they’ve always wanted to have even though they’ve had a life-
time of conditioning themselves to avoid it.  
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They must give themselves permission to buy a larger, more spa-
cious home.  They have to give themselves permission to sell their home 
and move on down the road.  

They have to give themselves permission to have a Short Sale so 
they can save their credit.  They have to give themselves permission to 
live in a neighborhood they’ve always wanted to live in. 

Here’s a story that’s a really great example of how the truth about 
giving yourself permission will set you free.  

For years I said to myself: “I want to go to Italy.  I want to learn all 
about the culture.” But I denied myself that pleasure because I had another 
voice that said, “I have to work.  I can’t take time off.  Going to Italy is 
selfish and I’ll do that when I retire.  I’ll do that when I’m done working.” 
The trip to Italy would be something that I have to save for the end of my 
life. 

Now as I’m writing this program and telling you the truth about 
what’s holding me back from really living my dream and really living my 
life, I had to reflect on my deepest truth that I was holding back because I 
wasn’t giving myself permission to really live a life that I chose to live. 

I got that pattern from my mother. 

She was a school teacher.  She taught school in the Chicago Public 
School System for thirty-four years.  She never took a sick day.  When she 
retired she had accumulated three years of sick pay.  Imagine that, three 
years of sick pay.  

I asked her one day, “Hey mom, didn’t you ever take any sick days?” 
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She said that her mother who was a teacher for forty-one years in the 
Chicago Public School System told her to never use her sick days.  My 
grandmother actually had six and a half years of sick days when she re-
tired. 

Interestingly after my mom had retired, she lived three more years 
on her sick days and within a week after her sick pay was up she died be-
cause of her sickness.  

Now I know that maybe if she would have taken some time off when 
she was sick and taken better care of herself, that she may have lived a lit-
tle bit longer.  I know she conditioned me to save my sick days.  I know 
I’ve never taken a day off.  I’ve been working for thirty years and never 
taking any big chunks of time to really go off and adventure and really live 
the dream fully because I’m waiting to retire.  

When I told that truth to myself that I was living a life like my moth-
er did rather than the one that I chose, and that I was now going to give 
myself permission to live fully, I woke up.  

And I said to myself that I’m going to give myself permission to go 
to Italy while I’m well, while I’m healthy, while I’m alive, while I’m vi-
brant and while I’m really interested.  That is what I want and I gave my-
self permission to take time off.  And guess what?  Right now as I’m writ-
ing this I’m in Italy. 

After going there for ten days earlier in the month I fell in love with 
the culture.  I fell in love with cooking.  I fell in love with the whole Ital-
ian way of being and I said to myself, “I want a deeper slice of this.”  

Actually in the plane ride home I was saying, “Boy when I retire I’m 
going to come back here and live.”  And I started thinking wait a minute, 
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is that my mother’s voice or is that my voice?  And as soon as I got back I 
started to really look at what the truth is.  And I said I’m going to give my-
self permission to go back.  So I got on a plane and I flew back to Flo-
rence. 

In some way I know that by giving myself permission right now to 
be here for a couple of weeks, to really indulge myself in the culture, to 
really learn how to be a cook and live a life that I truly want that I’m giv-
ing myself permission to live.  I know that right now as you listen to this 
story on some level I’m giving you permission to live your life. 

Now be honest.  Right now are you motivated by the story that I just 
told of me giving myself permission to live fully?  

Just go for it! 

Do you right now have a dream that you’re waiting for permission to 
do?  You may call it “When I get the money or when I get the time or 
whatever” but the truth is if you want it and you give yourself permission 
you’d go for it.  You’d figure out how to do it. 

I had some mental junk I had to get rid of.  I had this thought that 
you wouldn’t give me permission to go.  I actually had a thought that I 
wasn’t going to tell you I was going back to Italy because you may think I 
should be working.  But I thought wait a minute.  Am I waiting for per-
mission from you to live my life fully?  But I told the truth and said, “I 
chose to live my life fully and do what I want.” 

This is what you must learn to do. 

You must learn to give yourself permission to live fully in ways 
you’ve always wanted to.  Then do what I’m doing.  
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Tell your clients how you gave yourself permission to live fully. 
What happens is your clients will start to give themselves permission to do 
the same.  This is the magic in telling the truth and me telling you my 
truthful story. 

Part of your assignment this week is to write a story about giving 
yourself permission to live fully.  

When agents and lenders join our By Referral Only community and 
make us their marketing team they are giving themselves permission to 
build the business they’ve always wanted to build.  

Some people hold themselves back by saying: “I’m not going to in-
vest the money.  I’m not going to take a couple of hundred bucks a month 
and give to myself.  I don’t even know if I deserve that.” 

But for others something happens and they say: “I’m going for it. 
I’m going to give myself permission.” 

Some of you need to tell your clients that what you did is made a de-
cision to invest in your business and invest in yourself because you believe 
you’re worth it.  That you’re worth getting the awareness, the insight, the 
tools, the technologies and the language to reach the dreams and goals you 
have for yourself.  That you’ve given yourself permission to do that.  

Some of you for the very first time are waking up and giving your-
self permission to tell the truth and be authentically truthful with your 
clients. 

Experience shows that when you model truth and give yourself per-
mission maybe your client will say, “Okay we’re going to go for it, we’re 
going to buy the house that we’ve always wanted to buy.  We’re going to 
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live in the neighborhood we’ve always wanted to live in.  And what we’re 
going to do is we’re going to reach out and really go for it.” 

One of the greatest ways you’re ever going to convert your clients is 
to help them with self-permission. 

Now listen carefully.  It’s not that you give your clients permission, 
it’s that you help your clients give themselves permission. 

You may have to take time to listen to this a few times before you 
get this because the conditioning, routine or mental habit that you have 
may hold you back from your dreams, goals and aspirations. 

I know this guy in the community who refused to buy the car of his 
dreams because he thought other people in his community would think 
he’s too successful.  Then I pointed out to him that the reason he was not 
getting the car was because he was waiting for permission.  To make a 
long story short, he went and got the car and his business has more than 
doubled since he got the car because he stopped waiting for permission 
and started to give everyone around him permission to really go for it. 

Hugh Devine wrote on the message board: 

I’m really disappointed in myself because I’m selling my clients 
short.  My entire business career was going from assignment to assign-
ment with the same company, just hoping to get enough time to retire.  But 
all my life I wanted to help people.  One of my first transactions with sell-
ing a couple’s home was so their sister could place them in a nursing 
home close by. 

He wrote them a note expressing his gratitude to tell them he ful-
filled his dream of helping someone through his chosen profession.  
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You’re a better agent when you’re letting your clients see and feel 
that you’re trustworthy.   Let them know that you love helping them.  You 
really need to feel the passion deep down inside with every prospect that 
you meet. 

Hugh should keep giving himself permission to feel the passion that 
inspires his clients to act in the same way!  You can keep telling the truth 
about how you’re giving yourself permission to actually invest your love 
and your care and your compassion for each person.  You won’t just be 
moving from assignment to assignment, but you will be helping people 
achieve their goals. 

Bob Distel wrote this note: 

Well I guess I just got a good kick in the asset.  I’ve never been a 
great conversationalist and that’s been one of my fears.  The concept of 
conversation, dialogue and directing people is not new.  A long time ago I 
took a listing class from a guy named Paul and he said, “We need to prac-
tice dialogues.”  I had been to a few other national trainers and had heard 
the now familiar phrase that the power of dialogue will increase my in-
come.  Yet fear and procrastination still held me back.  But after the Power 
Productivity class it finally hit me.  I woke up. 

You broke out of that mental routine!  You told me I need to break 
that routine.  I need to break that habit, that fear of becoming uncomfort-
able so I can help guide people where they want to go by telling the truth 
and putting their needs first.  I’m not learning the art of conversation to 
get what I want, but to give my clients the highest and the best of me.  I 
give them a valuable conversation and help them make difficult decisions 
that give them a better quality of life.  By helping them tell the truth, I can 
grow as a person, be more productive and more successful. 
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I said to Bob, “Keep giving yourself permission to step it up a notch 
and step into your fear.  Tell the truth boldly with compassion and love and 
power.  You’re doing great, Bob!  You’re doing great.” 

All of you who are coming to the message board and telling the 
truth, what you’re now doing is giving yourself permission to have the 
type of business you’ve always wanted to have. 

Now you have a choice.  If you don’t give yourself permission to 
communicate and fully disclose your truth, you get to be hunted by your 
routines.  You get to be hunted by your habits and you get to live a life that 
is far less than what you truly deserve. 

Your assignment this week is to take some time and reflect on how 
you’re being hunted by your routines or how you have given yourself 
permission to live a life fully.  

Then learn how to tell that story to your clients, so they can hear that 
they can give themselves permission to have the home of their dreams. 
They can give themselves permission to have the house payment they’ve 
always wanted, to raise their children in the neighborhood they love and to 
love their surroundings and love who they’ve become.  

You do that by living your life fully and telling the truth. 
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Chapter 8 — Listening to Give Advice 
I’m going to share concepts I’ve been working on about listening.  I’ll 

share several short phrases I’ve created over the years when I’m advising.  
But first here are 5 key pointers to improve your listening. 

Listening Point 1: This is not a popularity contest. 

When someone is talking you may not like them, but that doesn’t re-
ally matter.  It really isn’t important whether you like them.  

What good listeners do is they listen for ideas and they don’t judge 
the person.   

I remember handing a set of tapes to a gal and I said, “Hey, what did 
you think of MaryAnn Williamson?”  

She says, “Oh, I didn’t like her voice”. 

I’m thinking, “Aw, man.  Get past the voice.  It’s the concepts, the 
ideas, the insight and the awareness I want you to hear.  I don’t care if you 
like her voice.”  

Just notice if you can let go of your criticism of the person or the 
things that you don’t agree with to hear their message. 

Listening Point 2: Good listeners write things down they 
don’t agree with.  

If someone says something and you hear yourself say, “You know, I 
really don’t agree with that,” just write it down.  

What poor listeners do is when they hear one thing they don’t agree 
with, they quit listening.  They just stop.  “I don’t agree with that.  That 
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doesn’t make sense.”  Then they stop listening for the rest of the conversa-
tion.  If you hear something that doesn’t jive with you, that’s cool.  Write it 
down and then continue to listen. 

Listening Point 3: Good listeners create a distraction 
free environment.  

What poor listeners do is they have trouble concentrating because 
they’re just multitasking all time.  They are not really experiencing what’s 
going on.  What they’re doing is they’re hearing rather than listening. 
Check out your environment.  Have you set up an environment for some 
really good listening? 

Listening Point 4: Good listeners are not afraid of new 
ways of doing things. 

Poor listeners use confusion as a way to stop listening.  They get con-
fused and they go, “I don’t understand this.  This is not something I’ve 
ever done before.  I’m confused.”  And they stop listening.  Good listeners 
are not afraid of new ways of doing things. 

Listening Point 5: Poor listeners get hijacked emotional-
ly by words.  

If I said the word “Hitler” or “income tax” poor listeners get hijacked 
by these emotional words and they go, “Oh, I can’t listen.  I can’t hear one 
thing you say.”  It’s really interesting that good listeners don’t let emotions 
overtake their ability to learn. 

!
!
!
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!
Here are seven concepts that may expand your awareness around lis-

tening and then I’ll talk to you a little bit about advising. 

Listening CONCEPT 1: You’ll become a better listener 
when there’s less going on in your head.  

It’s really hard to hear a client when you’ve got concerns of your 
own.  That kind of noise is so deafening that you’ll miss the key things the 
client said or meant and that’s not good.  The easiest way to get rid of 
some of those things in your head is learn how to simplify your life.  This 
will automatically increase your ability to hear. 

Listening CONCEPT 2: Keep listening until you hear 
something worth responding to.  

Just because you hear something interesting that your buyer, seller or 
borrower is saying doesn’t mean you have to respond or give any advice. 
Wait until you hear something you can comment on that will change their 
life or solve their problem.  Listen for the things you can craft a great piece 
of advice around.  At first you may not hear it or you may not know what 
to say if you did hear it.  But with experience it will come to you more 
naturally.  

What I’ve noticed is really good listeners wait until they get a precise 
piece of inside awareness to speak so their advice changes a person’s life 
or instantly solves the problem.  Keep listening until you hear something 
that’s really worth responding to. 

!
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Listening CONCEPT 3: Clients tell you everything you 
need to know at least twice.  

I’ve noticed whenever I’m doing coaching that people will tell me 
over and over again what I need to hear.  If you’ll hear it, you’ll hear 
what’s most important to the client during any type of interview. 

 During the initial consultation, you’ll hear it.  They’ll either mention 
it directly or indirectly or just as a throwaway item.  Everything that a 
buyer or seller or borrower says to you is a request, though it can be very 
subtle sometimes.  What you want to listen for is something they are re-
peating over and over again because that’s what they really want you to 
hear. 

Listening CONCEPT 4: Don’t assume your client is 
telling the truth or anything even close to it. 

Don’t be naive.  Most humans don’t have the awareness or the lan-
guage to fully express themselves and few have the ultimate skill of telling 
the truth easily.  I don’t mean to imply that they lie or they’re dishonest, 
but most humans tell the truth the best they are capable of.  

However, it may not really be the truth.  If something the client is say-
ing doesn’t jive with their tone and their voice or with your past experi-
ence of working with clients and realty, ask them to clarify.  Ask them to 
say it in a different way when you sense something that doesn’t have the 
ring of truth.  

If there’s a thin clank of the unauthentic, think: “Hmm.  I need some 
greater clarity.”  The first thing out of a client’s mouth is just the beginning 
of the conversation.  
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Never assume that the first thing the client says is what they really 
mean.  I can deal with someone on an ad call and say, “I just want to get 
some information.  Just tell me how much that home is worth.”  Never be-
lieve that it’s true or that’s all he wants.  They don’t even know what they 
want.  

“I just want the address.”  They don’t even know that’s what they re-
ally want.  They don’t even know what else to ask.  That’s not necessarily 
true, but don’t go on a witch hunt looking for the truth and don’t ignore 
what the client is saying.  Just remember not to make assumptions that the 
client is telling the truth or anything even close to it. 

Listening CONCEPT 5: Don’t assume listening is a pas-
sive process.  

You don’t need to be silent in order to be listening.  In fact, most buy-
ers, sellers and borrowers need and want you to give an indication that you 
aren’t just listening, but that you’re really hearing, feeling, experiencing 
and really understanding them.  

Even if you are quiet or if you’re silent, you’ll need to make sure that 
the buyer, seller or borrower is getting the vibe from you that you’re really 
listening.  This vibe, this listening wisdom, encourages the client to really 
continue and go deeper.  And the more the client is heard, the more quick-
ly they can tell you the truth about themselves. 

Be careful of that jargon, “Oh, I get it,” because it’s kind of patroniz-
ing and irritating to most people.  Prove and demonstrate that you got it.  
You don’t have to say, “Oh, I got it.”  Prove it.  

Say things like, “Before you say anything else, let me just tell you 
what I’ve heard so far and then you tell me if I’ve got an accurate picture 
of what you’re trying to communicate.”  That’s better than saying, “Got it. 
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Oh yeah, I understand. Uh huh, uh huh, uh huh.”  That’s irritating and pa-
tronizing.  Prove that you’re really hearing somebody. 

Listening CONCEPT 6: Don’t just listen for stuff. 

Listen for what’s really going on.  The client is giving you a plate full 
of stuff.  The buyer, the seller, or borrower in the initial consultation is 
giving you a full plate.  Try to get the picture of the entire place setting, 
everybody who’s at the table, everyone who’s in the restaurant, everything 
that’s on the menu.  Get the macro or the big picture versus micro-advising 
or micro-consulting before you understand what’s really, really going on.  

Get the bigger picture.  When it comes to them saying, “What’s my 
house worth?” that’s very micro.  You’ve got to get a much bigger picture 
of what’s going on before you could ever give that advice.  What people 
often do is get stuck in the micro as opposed to lifting it up to a bigger pic-
ture.  See everything that’s going on. 

Listening CONCEPT 7: Don’t assume that you’re able 
to hear much of what is going on.  

Let me say it again.  Don’t assume that as human beings we are able 
to hear much of what’s really going on.  Now this will sound overly criti-
cal, but many agents and lenders think they’re really great listeners and are 
able to tune in really well.  They may be able to listen and tune in, but they 
often miss out on what’s most important because they’re so busy listening 
to the client rather than listening to the whole of the client: their life, their 
own experience, etc.  

Listening wisdom is listening to what the client is saying, then listen-
ing to how you feel about what the client is saying and matching it against 
your experience.  You’re looking at the entire situation, listening to the 
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tone of how they’re saying it, watching their body language, listening to 
their behavior and really deepening your wisdom to all of your listening. 

Don’t assume that you’re listening and tuning in well until you really 
can hear everything that’s going on.  I listen to see where people are emo-
tionally because I know that a thought creates an emotion and emotion be-
comes an action.  Whatever people are thinking, they’re feeling and what-
ever they’re feeling is the way they’re acting.  

I listen for their feelings first and I listen very carefully for fear, for 
upset, for tiredness.  I listen for resignation, I listen for people who have 
the sense of domination or power or control and I listen for sadness.  I’m 
listening for somebody who’s in fear.  

If I’m in with them, I’m looking at their eyes and I’m listening to 
their voice.  If their voice is shaking, I can listen if they slow down or I 
can listen if they start to talk about all the diversion tactics they’re using. 

How To Listen For Fear 

Usually the source of fear for most people can be placed into a couple 
categories.  

It’s called the first time syndrome.  When you’re a first time buyer, 
you’re scared.  The first time selling your house, you’re scared.  The first 
time getting refinanced, you’re scared.  First time things usually make 
people feel fear because they’re out of their comfort zone.  

Another thing that I listen for is what clients perceive the conse-
quences are.  When the perceived consequence is greater than the person’s 
ability to recover or adapt from the worst case, then the situation creates 
fear for people.  Whether it’s real or not, the perceived consequences are 
often what stops most of us from moving ahead.  
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I’ve got some friends who haven’t made a house payment in three 
months.  They don’t know what to do.  They have this enormous fear 
around the perceived consequences if they make the payments and they 
still want to go for a short sale.  They’ve never been in this situation be-
fore so they’re in a lot of fear.  They’re perceiving consequences that may 
or may not even be real.  

You can listen to how I do this.  Whenever I’m working with some-
body who’s in fear, the first thing I help them do is identify the worst pos-
sible thing that could happen.  Identify it.  

When somebody is in fear, the right thing to do is see if the client can 
live with the worst thing possible.  Then ask the client to take action even 
if they’re afraid.  “Hey, the worst thing possible that can happen is that 
you’ll lose the house and then you guys have to go live with your Mother-
in-law. Are you willing to do that?  Yeah?  Okay, let’s get started.”  

Then we take baby steps.  Break the goal down into the really bite-
sized adjustable pieces.  I like to call that first domino because once they 
do the first thing that will start getting things into action. You’ve got to get 
started.  You’ve got to get people into action.  

You’ve got to depersonalize it, too. 

Sometimes a client, buyer, seller or borrower can be fearful and resis-
tant.  They can deny, avoid and react instead of just taking action. 

I’ve noticed it takes some of the fear out the more you can turn each 
step into an experiment, adventure or a test instead of making it a really 
big deal.  It’s okay to be afraid.  

One of the greatest ways to deal with fear is set up a deadline. 
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A deadline is an invitation into a relationship with an unknown future. 
Invite it into the world of the unknown by putting a deadline in place.  

You’ll notice as I’m advising and coaching that I’m listening for fear. 
I’m listening for someone being upset too.  When you get a buyer, seller or 
borrower who’s upset, you know how that is.  They make threats, they 
whine, they blame, they use foul language, their eyes narrow, they start to 
exaggerate and they start to build a case and give you evidence. 

I love when people get upset because I know what’s really going on is 
that this person is lacking any kind of reserve in their life and now they 
don’t have enough space to have anything go wrong.  

One thing that goes wrong or one little upset in their life and the rest 
of their life goes into chaos.  I know they’re living with a limited amount 
of reserve and also they may have some withheld communications. 

If you don’t say something when you know there’s something to say, 
it builds up and creates situations where you start to justify being upset.  
So when the client is upset, it actually started maybe a week or two earlier 
with you.  Maybe they had something to say a couple weeks earlier and 
they didn’t say it and they’re starting to build this inventory of things that 
make them upset.  Now when you’re with them, boy, you’re starting to 
feel their upset. 

Sometimes our integrity goes out the window and that causes us to 
get upset.  Whenever I’m upset I don’t want to ask myself, “Where’s my 
integrity?” If you didn’t do something or you should have done something 
but didn’t, these thoughts can creep into your head.  
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I do some work with kids in juvenile hall and what I notice is that 
kids keep stealing bigger and bigger things until they get caught and then 
the cycle stops.  

Humans are built to be unhappy and upset until they restore their in-
tegrity.  It’s what confession is all about.  You go to confession and restore 
your integrity so you can go back out into the world.  You do your very 
best and you have things that go wrong, but as soon as you restore your 
integrity you’re right back into communicating.  

I know one of the easiest ways for you to restore your integrity is to 
upgrade your community of people that you hang around.  The environ-
ment we put ourselves in and the people we hang around shape our soul.  
If you want to reshape yourself, you have to look for experiences in new 
environments and people who will be inside those environments to help 
you reshape your soul. 

For some of you right now, in order to really get to a new level it’s 
about upgrading your community.  Get involved in some Do Groups, get 
involved in mastermind groups and get involved with people who will up-
grade you.  

Some people will continually be upset no matter how much you grow. 
Some of you are around people who withhold information, have very little 
reserve, their life is out of integrity, they’re impeding in making commit-
ments to people, they’re addicted to adrenaline and/or they have weaker, 
inadequate boundaries.  

When you’re inside that environment with them you find yourself up-
set and sometimes you have to step outside that environment and upgrade 
the people you hang around.  Extend your boundaries dramatically.  Dou-
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ble or triple your boundaries and you’ve made a commitment not to hang 
around upset people. 

That’s what I listen for.  I listen for when people are upset and think, 
“Who do you hang around with?  What’s going on with you that you’re at 
this place in your life right now that you’re constantly upset?” That’s what 
I listen for. 

I listen for people who are tired, both emotionally and physically. 
They’re not getting enough sleep or maybe have medical conditions like 
insomnia or an inadequate diet or eating the wrong foods.  Maybe they 
have allergies or they’re digesting too much sugar or too much caffeine.  I 
listen for that.  

I listen for people who have too many things in their life that they’re 
tolerating.  

I listen for people who have too much mess in their life.  When you 
have an obligation and no commitment, you have a mess and I listen for 
that.  When you’re with your client, ask them how many things they are 
obligated to, but aren’t really committed to.  You can see if they’re worn 
out by that.  If they’re exhausted and burnt out by that.  

I listen for resignation.  I listen for people who are giving up.  You see 
buyers and sellers and borrowers that have given up, feeling hopeless, and 
like they can’t self-generate. There’s some sadness in their lives and usual-
ly the source of resignation is they don’t have a strong foundation. Their 
goals are way too big.  They need to get help.  They need to get their needs 
met.  They maybe even need to take a vacation or just kind of fill in some 
holes in their life.   
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Listen to see if people are resigning.  Are they giving up?  Are they 
sad?  Are they surrendering?  Are they reflecting too much on the past? 
Are they focusing on everything that’s gone wrong?  Are they talking 
about things they have no control over?  Are they giving up hope?  Are 
they lacking gratitude?  

Those are things you really listen for so you can give the right advice. 

Listening wisdom means listening to more than just the words.  It’s 
really listening to the people’s emotions and then from there you can start 
to give advice. 

I want to share with you how I deliver advice to people and how that 
advice gets wrapped inside language patterns.  And I want to share some 
of these language patterns with you.  

If I’m about to give advice to a person that is talking about pricing 
their home or getting their home sold quickly or about reducing their price 
or only looking at five homes and then making decisions I might say, “Let 
me tell you what I know.  Then I want you to tell me if you can use that.” 
That gets a committed listener. 

One of the most important things is that when you give advice, you 
need to make sure the person is listening to your advice.  

How do you create that commitment? 

You put a pattern in front of the advice.  I might say, “You know, I 
don’t know enough in this area to advise you, but I know someone who 
can.”  That’s a really great way to give advice.  

If you don’t know what to do, but you do know someone who can you 
can say, “You know, I just don’t know enough about the situation you find 
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yourself in with your current credit rating to know what type of loan 
you’re going to get, but I do know someone who does.”  That’s an easy 
way to refer somebody.  

Or you might say, “I don’t know enough in this area to advise you 
properly.  Who else can you turn to?”  I love that thought.  

When you don’t really want to work with a person in an area out of 
your expertise, you can say, “You know, I really don’t know enough about 
the area that you need advice on to help you properly.  I wonder who else 
can you turn to?”  

Here’s a great one.  “Here’s what I’ve seen work.  Tell me if it sounds 
like it’s worth experimenting with.”  

Or another great one.  “Oh, that’s a tough one.  That’s a really tough 
situation you find yourself in.  Here’s what I’ve advised other clients and 
this is what happened to them.  Are you ready?”  And then you go into 
your story.  

If you’re talking with a person who’s in a situation where they’re say-
ing, “You know, I haven’t made a house payment in the last three months.  
I got my foreclosure notice.  I’m really not sure what to do.  What do you 
think I should do?”  You can feel their fear, you can feel this is the first 
time they’ve ever been here.  You can say, “You know, that’s a tough one.  
Now here’s what I advised another client who was in a similar situation 
that you’re in and this is what happened.  Are you ready to hear this?”  
And now you got a committed listener. 

Another way is when you say, “I think that’s not the right question. 
Our focus really should be in this area.”  I love that thought.  
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When somebody asks you for advice like, “Hey really, what do you 
think my house is worth?” 

“Well, I don’t think that’s the right question.  I think our focus should 
be on what’s important about selling to you.  And based on what’s impor-
tant about selling to you, I think we can talk about the best price to sell 
your home.”  

Or when you’re getting into facts and figures and someone says, “I 
really want to get $400k for my home because the home across the street 
sold for $392k and the one down the street sold for $394k and the one 
over there sold for $412k,” you say this: 

“You know Mister or Miss Johnson, you’re hearing the facts of what 
I’m saying, but you’re not hearing the spirit behind them.  Let me tell you 
what each one of those stories were behind those sales and then let me 
know why I’m suggesting we put your home on the market for $381k.”  

Again, get committed listening. 

Here’s a question I love using: “Do you want to accomplish the re-
sults?  To get your home sold (or buy a home or get your loan refinanced) 
or do you want to understand how to accomplish the results. You can’t 
choose both.  Do you want to accomplish the result or do you want to un-
derstand how to accomplish the result?  Don’t choose both, just pick one.”  
That’s a very powerful way of getting committed listening. 

Or you might say, “Let me share something with you.  I know about 
how that works.” 

If you’re in a social setting and someone says, “How’s the market 
right now?  I know a buddy of mine who’s got a home for sale down the 
street and it’s not getting sold.  What do you think?”  
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“Well let me share something I know about how that works, to get a 
home sold in today’s market place.”  That’s a great little segue way state-
ment to launch into committed listening.  

Or you might say, “What if you didn’t have any information?  The 
thing is you have no information at all, yet you had to move forward.  
How would you proceed without any information?  What would you do 
from here?”  

Here’s another great question: “Here’s all you really need to know in 
a single sentence.  Are you ready?”  It’s a great way to cushion your ad-
vice.  

I was coaching someone recently and we were talking about what was 
holding them back.  They were talking about how distracted they were and 
how much they were procrastinating as well as their lack of concentration 
skills and how they were not doing what they were supposed to do. 

I said to them, “Kevin, here’s all you need to know in just one sen-
tence. Are you ready?”  

He said, “Yes.” 

I said, “Focus plus action equals results.” 

Focus plus action equals results.  All the advice was wrapped right 
inside the message of that formula.  

If you can learn how to give formulas to people, you can say to a per-
son, “Here’s my formula for getting things done.  It’s desire plus evidence 
equals commitment.”  
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Or you say, “Education plus experienced opinion equals great 
advice.”  

Here’s another way.  You can say, “Information is simply a commodi-
ty.  You should use information, but not become wedded to it. You are 
more important than the information.  That’s really important. “ 

When someone says, “I need some more information on getting my 
home sold.”  You say, “Well, information is a commodity.  You can go on 
the internet and find out all you want.  But that’s not necessarily best for 
you. You can use information, but don’t become wedded to the informa-
tion.  You’re more than just information.  You might need an interpretation 
of that information in order for you to make the best decisions.” 

One of the most important things you’ll ever learn is that when you’re 
talking to a client it’s not about interrogating them with questions.  It’s 
about having a really great conversation.  And a great conversation re-
quires lots of listening wisdom and then advice and insight that changes 
their life or solves their problem.  

That’s what we’ve been covering up to this point.  Give advice even 
when it’s uncomfortable to give advice and stay in your comfort zone 
while others are uncomfortable.  Tell the truth no matter what.  Use your 
communication skills to communicate in a profound and truthful way.  
And if you have the ability, and you do, wrap it inside a great story.  

!
!
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Chapter 9 — Lead Generation Mastery 
What is the client conversion process that you’re going through? 

You’re going to create a timeline as I explain to you the client con-
version process from beginning to end.  Then we’ll look at what dialogues 
are necessary.  

I’d like you to draw a horizontal line from the left side of your paper 
to the right side of your paper.  Now divide the page into five vertical lines 
that are about an inch apart on that horizontal line.   

Create two stick figures.  One on the far left side and one on the far 
right.  Then draw a dollar sign or a house at the far right.  The dollar sign 
is the loan they’re getting and the house is the house they’re getting or 
selling.  

The outcome that they want is at the far right side of your page.  

The first thing is to understand is how people pay you.  They don’t 
just pay you with money.  They first pay you with attention.  

In the Internet world, the first thing you want to do is build an audi-
ence that’s paying attention to you.  You get people to pay attention by 
giving them information they like.  You have to deliver that information in 
a way they find entertaining, valuable and pertinent to their situation.  

Imagine you’re writing a blog for people who own townhomes and 
your audience is people who live in your specific neighborhood.  If you’re 
writing regularly about what it’s like to own a townhome in your area, 
what you’re doing is getting people to pay attention to what you have to 
say.  
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When people pay attention to you they give you some of their ener-
gy.  They’re visiting your website and you are giving them information 
that they connect with, can relate to and is personal to them. That’s the 
first step in lead generation.  You’ve got to get their attention first. 

So your first vertical line is attention. 

In the world right now, everybody is pulling at each other for atten-
tion.  The attention-getting tool is becoming more sophisticated than ever 
before and the secret is not just get people’s attention, but giving them a 
level of information that requires interpretation.  That’s really the second 
step in the process of conversion.  

The more you narrow your market, the easier it is to get people’s at-
tention.  The more you try to be all things to all people, the harder it is to 
get their attention.  

Suppose your ideal prospect is a person who has a blister on their 
right foot, particularly their pinky toe.  If that’s your market, it’s easy to 
get their attention because you can say, “If you have a blister on your right 
pinky toe, read this.”  

Now there are very few people who find themselves in that situation, 
but when you do come across a person with a blister on their right pinky 
toe, you’re talking directly to them as opposed to “anyone who has feet.”  

The real estate world is a big market that you’re talking to and your 
message doesn’t cut through because it doesn’t have enough specificity to 
a person’s particular problem.  Your first step is needing to get attention 
and then the second step is getting them to pay you with their time. 

By asking someone to come into your office, a webinar or your buy-
er seminar, or asking them to invite you into their home or to meet you at 
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Starbucks or spend time with you on the telephone, you’re saying: “The 
value that you’re going to receive with the time that you give me is greater 
than any other thing you could do with your time so I know I’m trading 
right now with you.  You could do X number of other things, but I’m ask-
ing you to trade your time right now for what I’m going to give you which 
is helping you interpret a solution to a specific problem.”  

For example if I said to you, “There’s going to be a first time home-
buyer’s workshop for all the people who live in Cardiff-by-the-Sea, par-
ticularly to all the people who live between Birmingham and Chesterfield 
and from Oxnard up to Edinburgh. That’s about a 150 homes and the 
workshop is going to be on Tuesday night.  I would like you to come to 
that workshop.  Because if you’re going to be selling one of those homes 
in the next year, you may want to look at putting it on the market in the 
next thirty to ninety days because there’s a particular bill that’s going to 
pass that’s going to raise taxes and you may want to do this before your 
taxes are raised.”  

You see what I’m doing is I’m inviting you to a workshop, but I’m 
making it very specific to this particular group of people.  The more you 
can help people interpret your information as a solution that’s specific to 
their problems, the more time they’ll give you.  

If someone says, “I’m having trouble getting leads.”  Then I say, 
“You’re not getting people’s attention.”  

If you say, “I’m getting leads, but I’m having a hard time converting 
them to appointments.”  I’d say, “You’re not giving them enough value for 
how they interpret why they should come in.”  

When somebody asks you to email information to them, what they’re 
saying is, “You’ve got my attention, but there’s not enough value for me to 
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pay with my time.  Just send me the email.”  What you have to ask your-
self is, “What could I do to make the exchange for time more valuable to 
them?” 

Once people give you time, the next thing you’re looking for is trust.  
This is the third vertical line on your drawing.  

Trust comes from clients realizing that you know how to take their 
particular situation and apply a very specific solution to their problem. 
Trust is something that comes after attention and time.  

When they’re reading your ad, they don’t trust you.  When they’re 
responding to your direct marketing piece, they don’t trust you.  When 
they get their postcard, they don’t trust you.  So far, you just have their 
attention.  

When they call you, they still don’t trust you.  All they are doing is 
giving you some of their time.  When they give you time, now what you’re 
doing is earning trust.  Earning trust comes from your ability to take the 
information you’re offering to them, make a clear interpretation of it and 
then make it apply specifically to them.  

That’s why knowing how to discover a person’s deepest values is so 
crucial.  (What we call is the 5, 6, and 7.)  If you don’t have the 5, 6, and 
7, you’re still just interpreting and you have not made a very specific ap-
plication to me. 

The fourth line on your sheet, the fourth step, is when they give you 
money.  It’s when they actually buy a house from you, sell their house 
with you or get a loan from you.  It’s when you actually close the transac-
tion and make money.  

Money comes from recommendations. 
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When you give a recommendation, you give advice.  “Based on what 
you told me, here is what I suggest you do.”  

You make a strong recommendation based on trust.  After they’ve 
dedicated their time to you and they’ve given you attention, that’s how 
you make money.  

“First, I have to get their attention.  Then I have to get them to pay 
me with their time and give me trust.  Then, I can make some money.”  

If your process is breaking down at any point, you’re probably say-
ing, “Man, I’m having a hard time.  I’m not getting enough leads.” 

 What that really means is your marketing is not getting their atten-
tion.  Or they don’t see the value of giving you their time.  Or they’re 
coming in, but they’re not giving you their trust.  

How skilled are you at getting them to open their heart and share 
with you their deepest desires?  How well are you interpreting the infor-
mation specifically for them?  How well are you advising them? 

Are you advising strongly enough?  Are you able to overcome some 
of their resistance to make strong recommendations so that they close and 
you make money? 

That’s the process: attention, time, trust, and money.  These are the 
four vertical lines on your worksheet. 

If you follow the process, then people will refer others to you be-
cause they are inspired.  Inspiration is what creates referrals.  I like to look 
at it this way; if you’re not generating enough referral business, you might 
want to ask yourself how inspired your clients actually are to put their en-
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ergy out there to introduce you and recommend you to their friends, fami-
ly members, neighbors and co-workers. 

What’s in it for them?  What good feeling do they get when they re-
fer someone to you?   How inspired are they to do that?  

Attention, time, trust, money and inspiration is the process your 
client goes through.  

If you can’t generate a lead, you’re probably not getting people’s at-
tention.  If you are getting their attention but they’re not coming for an 
appointment, buyer workshop or webinar, then there’s some resistance to 
giving you their time.  

What they’re saying is, “I don’t see the value.  I would rather get my 
haircut, I’d rather go shopping, I’d rather take my kids to school, I’d rather 
use my time somewhere else as opposed to spending my time with you. 
My time has value and I’m not going to give you my time.  You haven’t 
given me enough reason to exchange my time for the interpretation of the 
information that you have available to me.” 

So here’s what you can say when someone tells you to just email 
them the information: 

“You know, I appreciate that you trust me enough to give you that 
kind of information.  The typical real estate salesperson will probably just 
shoot you an email and move on.  As you may or may not know, the 
choices that you make today will impact you for many years to come and 
you deserve more than an email because you deserve twenty minutes to sit 
down with a trusted advisor who will ask you some critical questions, lis-
ten vigilantly, and then craft a strategic plan for you.  You deserve my full 
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attention.  Let’s look at our schedules and look for a twenty minute consul-
tation, shall we?” 

What you’re really telling them here is: 

“You’re worth the investment of time Mister Prospect.  Give yourself 
permission to come into the office for twenty minutes so someone can ask 
you some intelligent questions and help you put together a really good 
plan.  You’re worth it.  You deserve it.  Give yourself permission to do 
that.”  That’s what leadership is.  

Each time you’re moving a person from one level to the next (from 
attention to time, time to trust, trust to money and money to inspiration to 
generate referrals), you’re looking to for the right dialogue.  

You’re looking for scripts.  You’re looking for the magic words to 
move people along that line.  That’s what magic words do.  Magic words 
get people unstuck.  They help people move forward. 

If you’re in an open house and somebody walks in, most of the time 
that person is looking for information.  The sign out front that says “Open 
House” caught their attention.  It’s the first stage.  And then they walk into 
the open house and they say to you, “Hey, we’re just looking.”  That’s 
what’s typical.  

What you want from them is time.  You want to be able to take that 
particular person and invest some time one-on-one with them to see if you 
can interpret their situation to be a person they can trust.  Or you want to 
really look closer at their goals and dreams  and see if you want to invest 
and they want to invest further into the process with you. 

So you say, “You know you may say that because you don’t know 
that through our company’s computer listing services I’ve accessed the 
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information on thousands of other homes just like this; other homes that 
are in foreclosure, other homes that are in the short-sale process.  The 
process of buying and financing a home today has become more complex 
than ever because lenders are determining the maximum mortgage amount 
with a formula involving the relationship between your income and your 
long term financial obligations.  I work with these formulas daily and I 
would be happy to review them with you after the open house. What time 
would work best for you: 5:00 or 6:00?” 

Again, what you’re doing is taking general information and making a 
very specific interpretation of it in exchange for time.  That’s what the lead 
conversion process is.  You give me your attention and I show you that if 
you give me time, I will specifically interpret for you the information so 
you can determine whether you want to move forward.  If you’re going to 
move forward, I’m going to need to know what your dreams, goals and 
values are to see if I could advise you and discover if you’re going to be-
gin to trust me.  Then as we move towards trust, I can make recommenda-
tions to help you buy, sell, or borrow. 

That’s the conversion process.  Now, I want you to get above that.  I 
want you to get a ten thousand foot view of your business and just ask 
yourself: where are you struggling right now?  

Is it getting people’s attention? 

Is it converting them to an appointment where they want to give you 
their time?  

Are they giving you their time, but not giving you their trust? 

Are they slowing the process down?  Coming up with all types of 
obstacles and objections from the moment they give you time to the appli-
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cation of the information that you have?  Slowing the process down, hesi-
tating and delaying? 

Or are you moving past that towards generating revenue, closing the 
transaction, closing the loan or helping the person buy a home?  

All along the process we’re also confronted with all types of chal-
lenges in the mortgage market.  The mortgage business is sideways right 
now.  The economy is trying to figure out what to do with the whole ap-
praisal process and the whole process in the mortgage industry is really 
upside down right now.  We’re really going through a very challenging 
time right now and it’s going to require a whole new level of attitude, a 
whole new level of looking at the complexity of problems and really being 
agile.  

It’s going to flush a lot of people out of the mortgage business who 
just don’t have the patience to work through the complexity of all these 
transactions.   

When you get involved in a mortgage, it’s critical to build a team of 
people around you who are the most competent people possible.  A team 
of people who can help you through the loan process so you don’t get 
bogged down in all the minute details and overwhelming complexities ap-
pearing inside a mortgage transaction.  

Keep your attitude above the fray.  Stay above the negative attitude 
of the industry because the negative attitude of what’s happening right 
now is all part of the process.  
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Chapter 10 — Contentimonial,  Not Testi-
monial 
I’m going to share with you a conversion process.  A By Referral 

Only methodology that is going to help you not only personally, but pro-
fessionally to help you make a lot of money.  

You can get where you want to be if you learn to look forward to 
where you want to be instead of spending time complaining about where 
you are.   Let me say that again: You can get where you want to be from 
wherever you are if you look forward to where you want to be and don’t 
spend time complaining about where you are now.  

The responsive universe makes no distinction between thoughts of 
your current reality and thoughts about an improved life.  The universe 
you and I live in is benevolent.  When we are on our true path, it makes 
things move effortlessly and with ease.  

Make a list of what you do want and dwell on that.  Ignore what you 
do not want.  Put it on paper and get it out of your head.  Put it in front of 
you and dwell on that.  

Ignore what you don’t want.  I call this process selective attachment. 
This is about sifting through everything and putting it through a filter. Fil-
tering everything that comes into your life and connected it only to those 
experiences and relationships that support the highest version of yourself 
for your truest path, your highest frequency and your highest vibration.  

As we go through this exercise, we’re going to talk about decon-
structing your transactions.  Deconstructing is how you achieve your 
deepest learning.  It’s your ability to look at what has occurred and then 
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deconstruct it to take all the great learning from that experience and carry 
that forward into your future. 

On your piece of paper draw a straight, horizontal line.  The first 
segment of this line is your leads. Then come down an inch or two and 
write down the word appointment.  Come down another inch or two and 
write down the word contract.  Then do it again with the word closing.  

We know that the conversion process starts with getting a prospect’s 
attention to generate a lead for us. Then we offer them an opportunity to 
visit with us, either on the phone or in person, at a seminar or a webinar.  
We invite them into our lives and they say, “Okay, I’ll give you some 
time.”  They pay you with time and make a decision whether or not they 
want to invest more time with you.  

They say, “The value of what you’re giving me is a fair exchange for 
me giving you more of my time.”  Then they write a contract.  When they 
write a contract, you are now getting trust.  When people trust you, they 
invest more of their time and energy risking their future with you.  So they 
give you their goals, dreams and values and they sign the contract. 

 “I trust that you can make my dream come true.  Now, I haven’t 
given you any money yet and you’re working on a contingent basis.  You 
get paid when I reach my goal.  I’m going to trust that since I’m going to 
invest my time with you over the next 30, 60, 90 or 180 days that you’ll 
make that come true for me.  Then you’ll apply your knowledge and your 
skills to bring it to a closure and at this closure you get your money.” 

And then during the entire process they become inspired by who you 
are and they introduce you to people they care about.  
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So the process of conversion starts first when your prospect gives 
you their attention.  They pay attention.  

They may be reading your blog regularly and paying attention that 
way.  They may be reading your newsletter and paying attention that way. 
They may be receiving your evidence of success postcards and paying at-
tention that way.  

They may be receiving your top dollar newsletter or they may be 
getting MLS searches from you and they’re paying attention to what 
you’re sending them.  You have their attention. 

They had to pay attention first and they liked what you did and they 
invested some time.  They reached the point where they said, “This guy or 
woman is worthy of investing some time in.  I’m going to see this house. 
Let’s call and get together with that person and invest some time.”  

Then they come in for an appointment.  They come to your work-
shop or talk to you on the phone.  They invest time with you through 
whatever process you set up for them.  

During that time, they learn to trust you and trust is usually given 
when they tell you the truth.  As soon as your prospect tells you their 
deepest truth, they start to trust you.  It’s very hard for people to trust you 
if they have not yet told you the truth.  

That’s why if you’re working with a prospect and things are moving 
very slow and the frequency between you is very low and very confusing 
with a lot of doubt and frustration, it’s usually because they haven’t told 
you the truth.  

What I’ve been teaching you to do is be more self-disclosed and tell 
a deeper truth.  The deeper you tell your truth, the easier it is for your 
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prospect to tell you their truth.  When people tell you their truth, they 
move into a more enthusiastic, more generous, more flexible, more re-
sponsive and healthier frequency with you. 

It’s ironic that at the airport we all experience a lack of trust.  You 
can see them frisking people going through the gate, checking through all 
their paraphernalia.  They’re going to look at my little bottle of shampoo 
and make sure that it’s not some ointment that’s going to blow up the air-
plane.  What they’re saying is, “We don’t trust you.  There’s no trust right 
here.”  

When there’s no trust, things move very slowly.   There’s a lot of 
suspicion and there’s a low frequency.  You can feel the vibration at that 
place you’re passing through.  You can see the government workers and 
the pace in which they work.  The nonchalant attitude that they have.  
They don’t see us as the customer, they see us as the enemy.  It’s a very 
low frequency.  

What happens for each one of us is when somebody gives us time, 
what they want to do is trust us.   But in order for us to be trusted, we have 
to first tell our deepest and most profound truth.  We have to get really 
comfortable at being uncomfortable telling people our most profound 
truth.  

Once they do that, they trust you.  Once they trust you, you can be-
gin the process of helping them buy or sell a house, negotiate on the pur-
chase of a home or loan and get paid.  

So the process goes: leads, appointments, contracts and closings.  
The parallel process is: attention, time, trust, and money.  And throughout 
the entire experience, when people have an experience that breathes light 
into them it generates inspiration.  They want to share it with other people. 
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They want to tell other people about their experience and this becomes a 
referral.   

You can tell how inspired your process is by how many people are 
being introduced to you.  You can also tell how fearful or how unenjoyable 
the process is by the number of people who are not being referred to you 
during the process.  

As we move into this deconstruction period, I’m going to teach you 
one of the most powerful, most insightful, most strategic ways to make 
money in this business.  This is to learn that people don’t refer you, they 
refer the story about you. 

As a matter of fact, when you tell other people about By Referral 
Only you don’t talk about our company you talk about your experience 
with our company. 

If you have a worthwhile story, you tell the story of how we helped 
you generate a lead and how the process helps you convert it to an ap-
pointment.  You talk about the methods we use to help you create trust and 
help you create closings in your business.  You tell the story of how it’s 
helping you and your business and then people listen to your story and are 
inspired to say, “Boy, I’d like that to happen in my business.”  That’s how 
you introduce people to us.  You do that through your own stories.  

So what I’m going to teach you right now is how to write stories 
about each one of your clients.  It’s going to start with the most recent 
transaction that you had.  I want you to think of the last closing that you 
had.  

If you have a clean piece of paper, write down the name of the per-
son who was the last person to pay you money that you actually got a 
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commission check from.  Just write down their first name on the top of the 
page.  What you’re going to do is deconstruct that process.  

We’re going to be forensic with this.  Right now we’re going to look 
inside this relationship, this transaction, and we’re going to deconstruct it. 
The easiest way to make money in business is to find a process that works 
and then duplicate that process.  

First, where did the lead come from?  How did you generate the 
lead?  What was the tool that generated the lead?  You had to get their at-
tention.  What got their attention?  

Was it an ugly yellow sign?  A flyer?  A direct mail piece?  Did they 
come over to your blog?  Were they introduced to you by a friend who got 
your newsletter?  What was the first thing that got their attention?  Was it 
the open house sign and they walked in?  

Something got their attention. 

Then once you got their attention, you had to build enough value so 
they would give you some of their time.  How did you do that? 

Did you put them into a drip campaign?  Did you send them post-
cards?  Did you start giving them MLS searches?  Did you call them on 
the telephone?  Something had to happen in order for that person to say, “I 
want to give you some time.”   

Something happened.  Can you deconstruct that and go, “What did I 
do?  How did I do it?  When did I do it?  Where did I do it?  What oc-
curred for that person to want to give me their time?”  
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When you set up the appointment with that person, did they email 
you?  Did they call you?  Did you call them?  Something happens and they 
make a decision to give you time.  

It could have been more time on the phone.  It could have been you 
going to their home.  Or maybe you invited them into the office. Some-
thing happened so that person said, “Yes, I will give you my time.” And 
then they surrendered and gave the time to you. 

Now once they gave you the time, something happened during that 
initial consultation.  Maybe you can deconstruct it.  Where were you at? 
How did you sit?  What were you wearing?  What time of the day was it? 
What were the first words out of your mouth when you sat down?  

If we brought a video camera in right now and we were to replay it 
like a game film, we would watch exactly what happened.  We’d look at 
how you were sitting and your posture.  The sellers said, “Do you want a 
cup of coffee?”  You said confidently, “Yes and I’ll have cream with that.”  

You didn’t say, “Umm, no.  If you’re going to have some, maybe I’ll 
have some, but if you’re not going to make it, that’s okay.”  You didn’t get 
wimpy.  Maybe you were very clear.  You were very confident and you 
were directing them.  You were in a leadership role. They felt really confi-
dent about you.   

As you deconstruct that process and you look over the game film, 
something happened in that initial consultation. 

If I were to ask you to write the story and you had to write a 500 to 
1,000 word composition about what happened at that initial consultation 
as if you were standing outside it and just describing it, what would you 
say?  

!118



Lead Conversion

What are the subtle nuances that you noticed in that consultation? 
They said something.  Maybe they wanted to negotiate your commission 
but you stood up straight, got a strong spine, leaned in and said “No” and 
they got it.  Or something else happened.  Something happened in order 
for this to become a successful transaction.  Something happened at that 
initial consultation where they said, “we trust you”, and they signed the 
contract.  What did you do?  How did you do it?  

Now you have a contract, listing, buyer/broker agreement or loan 
application signed and you went to work for them.  From the moment they 
signed the contract until the time the transaction closed, a lot of things had 
to happen.  

If the home was on the market for an extended period of time, things 
had to happen.  Specific marketing had to happen.  Price reductions had to 
happen.  There was a certain successful process that happened because it 
came to closure.  

You got paid.  You got money for it.  So if you had to identify the 
three to five things that happened specifically in the process from the mo-
ment they signed the contract to the time it closed what were those three to 
five things? 

Now what if you were carrying a journal with you and at the begin-
ning of every transaction you wrote down the name of the person and ded-
icated one page to the story of your lead generation.  Then you dedicated 
the next page to be about the appointment setting and the following page 
covered how you got their contract signed.  And if the last page showed 
how you got it to closure, then you wouldn’t have to rely on your memory 
of the process right now.  
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As time goes on our recall is not nearly as precise as reality.  If you 
were journaling every transaction as it was going through and every per-
son you are currently working with had four dedicated pages in your jour-
nal telling the story of exactly what was happening during the process, 
you’d be creating a book.  

If you wanted to do twenty-five transactions this year, you’d have 
twenty-five stories written.  The most valuable thing you’d get from that 
story is what you learned from every transaction.  That’s because in every 
transaction you close there are several great insights, new levels of aware-
ness, profound learning and things you will carry forward with you into 
your next transaction. 

I’m amazed that when I meet people that have been in the business 
for ten or twelve years they don’t have ten or twelve years of experience. 
They’ve got one year of experience ten or twelve times.  They’re not tak-
ing their collective wisdom and bringing it forward into their next rela-
tionship.  

I would say the greatest skill that I possess (I know this of myself 
and my mentors and coaches have also told me) is my ability to learn from 
my last experience.  So I take the wisdom from the last experience and I 
bring it forward into the next experience.  That’s why I can continue to 
evolve and why our message today is different than our message was a 
few years ago.  Recently at the NAR convention in San Diego there were 
some speakers and trainers that were saying the same things they were 
saying twenty years ago when I first met them.  

I was amazed at hearing the exact same jokes, the same timing and 
the exact same material.  I sat and wondered, “Is there any personal 
growth going on here?  Is there any accumulative learning occurring 
here?”  
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I would suggest to you that you are not the same person you were 
three years ago if you did thirty transactions in the last three years because 
every transaction you learned at least five things.  If you learned five 
things from thirty transactions, that’s a hundred and fifty new insights 
you’re bringing to your next transaction.  

As a matter of fact, that’s what people are paying for.  They’re not 
paying you six percent because that’s what you charge.  They’re paying 
you the six percent for your accumulated wisdom.  You have to learn how 
to articulate that. 

One of the great skills that you’ll master in life is your ability to get 
your thoughts on paper.   To archive your thinking and create a library of 
your life.  A life worth living is a life worth recording.  A business worth 
creating is a business worth recording.  Your greatest asset is your archive. 

The greatest asset that I have today in my business is the archive of 
all of my thinking.  It’s been all archived on the Internet.  Right now you 
could type in “Joe Stumpf” at YouTube and you’re going to see six hun-
dred videos come up.   

We know that the average person today who signs up for By Referral 
Only will spend two and a half hours investigating us on the Internet look-
ing through our archives.  So the greatest asset that I have today is not 
what I’m going to do in the future, it’s what I’ve done in the past that’s 
been archived online. 

I’m going to suggest that the future of your business are the archives 
of everything you’ve done in the past.  My vision for you is that you’re 
going to learn how to write stories and I’d love to see you be able to put it 
into a journal.  
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Could you imagine on your next consultation sitting down with your 
client and saying, “Over the last year, I’ve helped twenty-seven people 
buy or sell a home or get a loan?   What I’ve done is write a story about 
each one of those twenty-seven people.  I wrote how I got their attention, 
why they invested time with me, how I earned their trust and what I did to 
help them get to a place where they now own a home or got a new loan or 
sold their home.  I put these stories in a book right here and for each one 
of the stories I learned a minimum of ten new things from that transaction. 
So in the last year, I’ve learned two hundred and seventy new insights that 
I’m going to bring to your transaction.”  

Then hand them the book and say, “Here’s my book.  Go ahead and 
read the stories.”  The fact is people connect to your stories, not to your 
core knowledge base.  It’s the stories we relate to. 

If you go back into biblical times, Jesus stood on a mountain and he 
told stories.  They didn’t call them stories, they called them parables.  

People enjoyed the stories so much, what they did is they went home 
and they told their friends and they said, “Hey, I met a guy who’s telling 
some pretty good stories on the mountain the other day and he’s going to 
be doing some stories over on the next mountain on Tuesday. You ought to 
come with me.”  That was a referral.  

The better you get at telling stories, the easier it’s going to be for 
people to introduce you to the people they care about.  The beginning 
point of all this is you starting to write down your stories.  

My vision for many of you is that you’ll start to index and catalog 
and keep your stories in your blogs.  You’ll start to keep a record of all 
your stories.  Imagine that it’s ten years from today and you’ve written ten 
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books.  In each book are the individual people whose dreams you helped 
come true.  

Let’s say that you helped twenty-five people a year and now you 
have ten years of stories.  You have two hundred and fifty chapters in the 
ten volumes of your book.  When somebody says to you, “What are you 
going to do for me?” here’s what you say: 

“Well, let’s reflect on the two hundred and fifty people I’ve helped 
over the last ten years.”  Yu pull out your storybooks and you share stories 
with them.  You share with them what you’ve learned in each transaction 
and you can say, “Boy, your story is very similar to this story.”  

I know this is so powerful because in many ways, that’s how you 
found yourself with By Referral Only.  Somebody told you the story about 
us.  Maybe they stood up at a Main Event Masters and they told the story.  

If you go onto YouTube, you’ll see that we have over four hundred 
stories.  It’s not me telling the story, it’s somebody standing up and sharing 
a story about how a technique or a strategy or a method helped them get a 
transaction closed or helped them grow their business. 

I love the use of the word contentimonial.  Not testimonial, but con-
tentimonial.  

It’s not a person telling their story.  It’s you describing the content of 
the story. It’s the experience of somebody finding you online and then 
spending a year reading your blog, receiving your newsletters or receiving 
your emails. 

When they call you and you spend time on the telephone with them, 
and you decide they need to receive an MLS search of the properties that 
are coming up in their area that’s all part of the story.  
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Then as you reflect back you go, “What can I learn from that story? 
What could I have gotten from that story?  How can I improve upon that 
story?”  That’s what you’re really doing.  That’s the business you’re in. 

You’re in the business of telling the story about how you got some-
one’s attention and then how that attention resulted in them giving you 
their time.  How that time turned into trust and how that trust into money 
and how they were inspired during the entire experience to introduce you 
to the people they cared about most. 

When you decide that you’re all done with the real estate business, 
all you leave behind are all your stories.  Now are you going to archive 
them?  Are you going to document them?  Is there going to be a history of 
this or is this going to be lost forever?  

I would suggest that you start today.  Start today with a person 
you’re currently working with.  Get a nice clean journal.  Put their name at 
the top and start writing the story about how you got their attention.  

You may be at the point right now that all you have is their attention. 
Maybe you don’t even have an appointment and the story is still being 
written.  

Once you do get their time, then look to see what you did and docu-
ment it.  What did I do to get their time?  What did I say?  How did I say 
it?  What state of mind was I in?  Where was I at?  What was my attitude?  
Where was my confidence?  Then you start to see a rhythm to your life.  
You start to see the poetry of your business in your stories.  

It’s going to be so much easier for you to duplicate successful stories 
because you have a documentation of it.  You have an archive of it. That’s 
very, very exciting. 
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I have this vision for each one of you that you’re going to be carry-
ing a journal around with you and somebody’s going to say, “Hey, I’m 
thinking about selling my house. Why should I use you?” 

 You say, “Well, let me tell you some stories.  I’ve got my journal 
here.  So far this year, I’ve helped sixteen people make their dream come 
true.  What I’ve done is I’ve documented the stories with each one of those 
sixteen people and for each one I’ve learned ten new ways of helping peo-
ple make their dreams come true.  So I’ve got a hundred and sixty new 
insights this year so far and the year’s only half way done.  Let me just 
share with you a little bit about how I’m helping people.”  

You start to tell stories.  Storytelling is the oldest form of communi-
cation.  People find themselves inside the stories.  They find themselves in 
a story and that’s how they connect with you.  

You’re really not in the business of helping people buy, sell, and bor-
row, you’re really in the business of creating stories.  You’re going to find 
that once you do this, it will dramatically impact your income and your 
attitude toward your business.   

Everyone’s telling a story about you, whether you like that story or 
not.  Do you like the story that’s being told about you?  That’s exciting 
because you have a chance right now to become really conscious about the 
stories of each person you’re helping.  This will raise the frequency of 
your business tremendously.  It will give you a whole new purpose.   

Here’s what I’d like you to do for a homework assignment.  Take 
your most current closed transaction and practice writing your first story. 
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Your story will be about a thousand words long so it’s going to take 
some time, but there’s great power in this.  In your first section, just write 
a little story about how you got their attention.   

Then in the next section, write a short story about how you got their 
time.  What did you do to get them to come in for an appointment?  

Then write a short story about how you got their trust.  What was it 
specifically that you did?  

Next, write how you got it to closure.  What did you do to earn mon-
ey? 

Finally, if they referred anyone to you what inspired them to refer or 
introduce you to somebody?  

What were the five things that you learned from the transaction?  List 
the five things that you didn’t know.  

Now, learning is something that you have to look for.  You have to 
look inside and say, “Okay, what did I learn from this?  What didn’t I 
know at the beginning I know at the end?” 

I want you to write your story out.  It’s about reflective thinking, 
looking at a successful experience and then asking yourself, “What did I 
learn from that?”  Document it.  Archive it with a vision of having a col-
lection of all your stories.  

Imagine the day when someone walks into your office and instead of 
giving them a book of testimonial letters, you hand them eight volumes of 
all the different people you’ve helped over the last eight years.  
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There’s an average of twenty clients a year.  So you’re going to hand 
them 160 different stories and they’re going to look at that and they’re go-
ing to go, “Wow, I’d like to be in one of these stories.  I want to be part of 
this collection of success.  I want to be in this anthology.”  

This is Chicken Soup for the soul.  Each chapter is a heartfelt experi-
ence of a person making their dreams come true and what you learned 
from that. 

There’s deep wisdom in what I’m sharing with you today.  It’s a very 
powerful exercise.  I can’t think of anything more important I could teach 
you to help you make more money mastering the art of conversion than to 
deconstruct your successful experiences, write a story about them, archive 
it and search for the lessons in your stories.  

You’ll start to develop the habit of going into every relationship as 
though you’re actually writing a story. 

!
!
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Chapter 11 — Four Types of Value 
New knowledge, insight, and awareness are like Ex-Lax for the 

brain.  Wisdom has a way of clearing your mind out like a brain laxative. 

What I want you to focus on is discovering new ways to think and 
new ways to process how you’re thinking about a client who’s coming into 
your life.    

Have the awareness to say, “If I’m not generating enough leads, it 
means I’m not getting enough people’s attention or I haven’t leveraged 
technology well enough to get enough people’s attention.  And if I am get-
ting their attention but they’re not giving me an appointment, I might not 
be giving them enough value for their time.  When I do have their time, 
am I creating enough trust?” 

What you’re always looking for is new insight, new awareness, new 
ways of thinking, new ways of pushing out the old ideas and allowing new 
ideas to clear your mind.   

Loosen up some of your old thinking and stop worrying about the 
market and competition and start to really think about getting people’s at-
tention, adding more value and offering so much awareness and wisdom to 
their life that they want to trust you.  Then when they trust you, think 
about how you can give them really great advice to make some money. 
Keep that conversion process in mind because that’s The Psychology, Art 
and Science of Converting a Lead to a Commission Check. !

When you get their attention, you have to give them a lot of value. 
So what is value?  You’ve heard me talk about this before.  

There are four types of value: 
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!
1: Information with interpretation 

For example: you have really good information about the tax impli-
cations of a purchase or sale and they want you to make an interpretation 
of how it will impact their goals and dreams.  If you don’t know their 5, 6, 
and 7, all you’re doing is giving them information with no interpretation.  
One of the most valuable things you’ll ever do for somebody is understand 
their 5, 6, and 7 and interpret the information in the context of their 5, 6, 
and 7.  It creates extraordinary value. 

2: Value through protection 

We warn people about their behavior.  We warn people about their 
thinking.  We warn people about other people.  We tell them what they 
must be aware of and what dangers will jeopardize their goals and dreams. 

There’s enormous value in protecting your clients from what they 
don’t know that they don’t know.  If somebody continues to do what 
they’re doing, it’s going to jeopardize the 5, 6, and 7.  If they continue to 
think the way they’re thinking, it’s going to hinder them from getting their 
5, 6, and 7.  If they’re not aware of some of the people that are involved in 
the transaction (other agents, lenders or people involved in the transaction) 
it’s going to bring into danger their 5, 6, and 7.  So one of the more valu-
able things you do for people is protect them. 

3: Recommandations 

You give advice.  You always wrap your advice based in their 5, 6, 
and 7.  The easiest, most effective eleven word statement you’ll ever mas-
ter is this: 
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“Based on what you told me, this is your next best step.” 

Whenever you want to give advice or recommendation ask yourself, 
“How can I wrap it inside their 5, 6, and 7?”   

Just give a pre-framing statement.  Say, “Based on what you told me 
about getting your kids into the school district by September 15th so your 
boy can get the education he wants and you can fulfill the dream you al-
ways had for your son to receive the college education you never got, this 
is the next best step.”  

It’s extremely valuable when you can tell people what the next best 
step is. 

4: Inspiration 

Keep your client inspired by reminding them what their 5, 6, and 7 
is.  Keep on reminding them that they can do this.  They can have this 
dream and they’re real close.  Every step is getting them a little closer to 
having the 5, 6, and 7.  

You may be at work with people making multiple offers and you’re 
responsibility is to keep inspiring them.  That’s extraordinarily valuable. 

As a matter of fact, in all the research that NAR (National Associa-
tion of Realtors) has done and all the research I have read on what people 
consider the most valuable thing a real estate agent or a lender can do, 
number one is to give them information with an interpretation of how it 
impacts their goals and their dreams.  

Number two is protect them from themselves, protect them from oth-
er people, protect them from making a poor decision and protect them 
from people who don’t have their best interest in mind.  
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The third most valuable thing people want for agents or lenders is for 
them to make great recommendations and give great advice based on 
what’s important to them rather than on you getting your commission.  

It’s very different to say, “Based on what you told me about getting 
your kid into the school district by the end of the year, here’s the next best 
step,” rather than: 

 “Hey, based on me getting paid by the end of the year so I can have 
my best year ever, here’s your next best step.”  

So give recommendations that are based on their best interest and 
inspiration. Your client is treading into territory they’re not accustomed to. 
It’s new for them so you are bringing value to them by keeping them in-
spired.  

I call it the Attraction Principle versus the Seduction Principle. Se-
duction is self-promotion.  Seduction is focusing all on you.  Attraction is 
turning it outward and making it all about the client.  

The best YouTube video you could ever produce would be your 
client telling the story about how they met you and what happened from 
the moment they met you to the time they came into the office and went 
through the initial consultation.  Talking about what they experienced 
when they were selling or buying a house.  That’s using attraction.  

Seduction is having your client give a testimonial for you.  A seduc-
tion would be, “Oh yeah, Joe’s really a great real estate agent and I would 
really recommend him.  He’s got my vote.”  That’s promotion.  It’s all 
about you, not about them and their experience. 

Attraction is your client saying, “You know, Joe was referred to me 
by a good friend of mine.  His name is Bob.  Bob works for me down at 
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ABC Electronics and I know a couple of different real estate agents, but I 
decided to give him a call.  He was really nice to me on the telephone.  We 
spent some time and he shared some information with me and helped me 
understand how it’s going to apply to my situation.  Then he emailed me a 
few things afterwards and he stayed in really good communication with 
me until I was ready.  Then I came to his buyer class and at the buyer 
class, I felt real safe and I felt that this guy really knew what he was talk-
ing about.  So I scheduled an appointment.  I came into his office and sat 
down one-on-one with him.  He asked me some questions that most people 
would never ask me and I really started to trust him.  

I decided I was going to buy a home with him.  We went out at 
looked at twelve homes.  I didn’t like any of the twelve homes so we sat 
down again and he asked me some better questions and I really looked 
closely to see what was really important to me.  

Then I decided we would go out and look at smaller houses in a dif-
ferent neighborhood at a higher price point.  After making him an offer 
and then counter offering, he really negotiated well for me and as a result 
I’m really happy with the new home that I found.  Boy, if I could recom-
mend Joe to you, I would encourage you to call the toll free number and 
just talk to him and see if he can help you out.”  

That’s attraction. 

If you can have your clients talk about you like that, that’s called a 
contentimonial which is far more attractive than a testimonial which is 
very seductive.  Testimonials are more about promoting you.  Contentimo-
nials are more about your clients sharing their experience and their story 
about working with you.  The better you get at capturing that, the more 
attention you’ll get from people in the future. 
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If you go to YouTube and type in Joe Stumpf, you’ll see all the con-
tentimonials that we have.  I think the biggest mistake real estate agents 
and lenders make is they have a bunch of testimonials which is the least 
interesting thing for anyone to listen to.  

What you really want to do is get people to express their experience 
with you more than describe your level of competency.  

Think of competence as your experience plus mastery.  Think of ex-
perience as time plus practice.  There is a difference between competence 
and experience. 

Their story starts out with how you got their attention. 

Then once you got their attention, what value did you bring them?  
What information did you bring them?  How did you protect them?  How 
did you give recommendation to them?  How did you inspire them?  

Then they gave you time.  While they were giving you time, how did 
you give them information, protection, recommendations and inspiration?  

Then when they gave you trust, how did you give them information? 

How did you give them recommendations and protection?  How did 
you give them inspiration?   

When you’re bringing them to closure, how can you get your clients 
to speak that way?  

One of the greatest opportunities is teaching yourself the skill of 
helping your clients tell your story.  Capture and archive that and let it live 
on YouTube. 
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I’m giving you a lot to think about here right now, but I want to clear 
some new space because what we’re going is we’re building blocks. We’re 
building momentum on how to really go exponential.  We have to start 
way at the beginning.  

You really have to get comfortable doing things that are uncomfort-
able. 

We have to be comfortable asking people to do things that are un-
comfortable such asking your client to actually record and post a video. 

Now as we start to build these methods of getting people’s attention 
and getting their time and willingness to trust us so we can give them rec-
ommendations and make money, we’re also going to start building some 
newer structures in our business.  
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Chapter 12 — Referability Rules 
Question: What’s the easiest way to convert a lead to an appoint-

ment? 

Answer: Work with a client who is referred to you and you don’t re-
ally need any technique or methodology because the trust is already built 
in.  

What is the most basic methodology for generating referrals?  

I was reminded of something that Dan Sullivan said many years ago 
about our ability to develop habits.  Our referability (refer-ability) habits.  

I’m going to give you some great dialogue training and empower-
ment strategy.  To start, I want to remind you that there are four referabili-
ty habits.  

If you master these four referability habits, it takes a lot of the work 
out of converting leads to appointments, appointments to contracts, con-
tracts to closings and closings to referrals because the quality of the client 
is so much higher.  The lower the quality of the client, the more psycholo-
gy, art, and science you need.  

The higher the quality of the client, the better the relationship, the 
stronger the referability is and the less psychology, art and science you 
need.  You just have to guide people in the direction of their best interest. 

The 4 Referability Habits 

The best marketing strategy in the world is being referable. 

Let’s think of our company: By Referral Only.  Being referable 
means that your existing clients and current customers (people in your 
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during unit and after unit) strongly want to tell other people about you be-
cause they want to see you successful and they also feel so darn good 
when they do refer you.  Referability means that your very best clients and 
your very best customers are continually cloning themselves.  They are 
continually introducing you to people who are like them or better than 
them.   

If you focus constantly on developing these habits of referability, 
you’ll notice you’ll spend less time on marketing, advertising and promo-
tion and have more people coming to you through referrals. 

These are the four refer ability habits: 

1. Show Up On Time.

2. Do What You Say You’re Going to Do.

3. Finish What You Start.

4. Say “Please” and “Thank You.”

These may seem like common sense.  However, a surprising num-
ber of people in the real estate and mortgage business do not practice these 
four habits.  Look around.  Out of all the transactions that you get involved 
in with other agents, how many of them actually show up on time all the 
time?  How many of them do what they say they’re going to do? How 
many of them finish what they started?  And how many of them say 
“please” and “thank you?” 

Just ask yourself.  What percentage of the time are you showing up 
all the time, doing what you say you’re going to do, finishing what you 
start and saying “please” and “thank you”? J ust consider those four basic 
habits. 
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I have met people who are not referable.  They are talented, smart, 
charming and experienced.  They are able to find clients, but they don’t 
have clients referring people to them.  

I have also found people who are not the brightest, not the most tal-
ented, not the most charming and certainly not the most experienced, but 
they do really well because they show up on time, they do what they say 
they’re going to do, they finish what they start and they say “please” and 
“thank you.” 

These habits are really just showing respect and appreciation to 
people.  They’re habits that convey an attitude of respect and appreciation. 
They demonstrate to other people that they’re important, that their goals 
are important and that you value them.  These four referability habits 
communicate appreciation and that you’re not taking anyone for granted.  

Respect and appreciation are really permanent safe guards against 
indifference, arrogance, negligence and sloppiness.  The reason real estate 
agents and mortgage brokers lose business is in large part because they’re 
not referable.  

You may be the brightest and the best, but if you don’t show up on 
time, don’t do what you say you’re going to do, don’t finish what you start 
and don’t say “please” and “thank you” then you diminish your referabili-
ty tremendously. 

As we move forward into this conversion process, remember that 
your referability is your greatest opportunity to build in a business that re-
ally can carry you through any type of economy and any type of market-
place.  
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Chapter 13 — Getting the Appointment 
I want to start with this process of converting a lead to an appoint-

ment.  I want to give you some language skills when you’re talking to a 
person who is buying a house, whether they are referred or not to you.  

You and I both know that the best thing they can do is come into 
your office.  They come into your space and your environment where you 
can do a buyer consultation.  Buyers often don’t recognize this is in their 
best interest.  What they want is, “I want to see that house.  Could you 
meet me at the house?  I’d like to see you at the house.”  

Now when somebody’s been referred to you, it’s easier to persuade 
them, encourage them and empower them to come into your office.  When 
they haven’t been referred to you and there’s not a lot of trust, you need 
more language skills to show the buyer it’s in their best interest to come in 
and spend time with you. 

Triple Proof 

When you’re persuading somebody that needs a lot of influence, 
what you want to do is create what I call a triple proof: three statements 
woven together that give triple evidence that it’s in their best interest to 
come in.  It sounds like these three steps: 

#1: “Experience Shows...” 

If you’re closing for an appointment, you’re inviting a person into 
your office.  “You know Mr. and Mrs. Buyer, experience shows the more 
time we invest up front really investigating what is important about buying 
a home to you, the less time and energy you will waste looking at homes 
that you don’t want to see.”  
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Let me say that again, because what you’re doing is presenting a 
benefit by installing some pain.  The pain that a lot of buyers have is look-
ing at homes that they don’t want to see and wasting time.  

The Internet allows people to eliminate as many homes as possible 
before they actually get in their car, look at a community and neighbor-
hood, a street or the outside of a house before you show them inside.   

Which is why you want to say, “You know Mr. and Mrs. Buyer, ex-
perience shows that the more time we invest up front really investigating 
what’s important about buying a home to you, the less time and energy 
we’re going to waste looking at homes that you don’t want to see.”   

#2: “After all, National Association of Realtors Research 
Shows…” 

“After all, National Association of Realtors (NAR) research shows 
that the biggest frustration people have working with a realtor is looking at 
homes they are not interested in.  The great thing is we can eliminate any 
of that frustration by coming into the office for a complete home owner 
evaluation.”  This is the second statement of proof.  

When I say the NAR, it’s proven.  It’s research.  You can go online 
and look this up that the biggest frustration buyers have working with Re-
altors is looking at homes they’re not interested in seeing.  It’s like the Re-
altor’s not even listening and not really spending quality time discovering 
what’s important.  What they’re doing is showing homes.  

When you state this research, what you’re doing is validating a fear 
they already have.  Particularly if they’ve ever worked with a Realtor and 
they’ve been out looking at homes they didn’t even like and didn’t want to 
see.  
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Putting the first two statements together sounds like this: 

“You know Mr. and Mrs. Buyer, experience shows that the more 
time that we invest up front, really investigating what’s important about 
buying a home to you, the less time and energy we’ll waste looking at 
homes that you don’t want to see.  After all, the National Association of 
Realtors shows that the biggest frustration people have working with a re-
altor is looking at homes they’re not interested in and the great thing is 
that we can eliminate any of that frustration by coming into the office for a 
complete home owner evaluation.” 

#3: The Story 

Now listen carefully because I’m going to put all of this into a story. 
The most powerful way to influence is when you can use a story, because 
the buyer will find themselves inside your story. 

It will sound like this, “As a matter of fact, recently a young couple 
came to me completely frustrated with the agent they had been working 
with.  I asked them their number one frustration.  They said, ‘He showed 
us homes that were not right for us.’   

Then I asked them where they first met the agent.  They said, ‘Well, 
we met him at the house.’  I asked them whose idea it was to meet at the 
house.  They said, ‘That was our idea.’   

Then I said, ‘Did the agent ever suggest that you do a complete 
home owner evaluation?’  And they said, ‘No.’  I said, ‘Is it important that 
you eliminate the frustration that looking at homes that are not a match for 
you will create and discovering what’s really important to you?’  They 
said, ‘Yes.’  
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So I said, ‘Well experience shows that 85% of the time you can elim-
inate wasted time and frustration if you invest time up front skillfully 
evaluating what your true home ownership needs are.’  

Then I explained my roles.  ‘Number one I’m your consultant.  
Number two I’m your negotiator.  And number three I’m the person who 
oversees all your transactional details.’ 

After I explained all this to them, they set up an appointment and 
came into the office.  As a result they had a great buying experience.  After 
all, I’m sure you want to enjoy the experience of buying a house as much 
as you want to enjoy the experience of looking for a house.” 

Now watch, listen and feel how that will sound.  Imagine you’re on 
the phone with a client and you can feel that they need to be strongly in-
fluenced in order to come into the office.  Or you could hang up the phone 
and get in close and use this as an email follow up after a buyer has lis-
tened to your pre-recorded message and you’re trying to invite them into 
the office or into a buyer seminar.  

The entire triple proof statement sounds like this: 

         “You know Mr. and Mrs. Johnson, experience shows that the more 
time that we invest up front investigating what’s really important to you 
about buying a home, the less time and energy we’re going to waste look-
ing for homes that you don’t want to see.  After all, the National Associa-
tion of Realtors said that the biggest frustration people have working with 
a realtor is looking at homes they’re not interested in.  The great thing is 
that we could eliminate any of that frustration by just coming into the of-
fice for a complete home owner evaluation.  
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As a matter of fact, recently a young couple came to me and they 
were completely frustrated with the agent they were working with. I asked 
them their biggest frustration.  They said the agent was showing them 
homes that weren’t right for them.  I asked them where they first met the 
agent and they told me they met at the house.  I asked them whose idea 
that was and they told me it was their idea. 

Then I said, ‘Did the agent ever suggest that you come in to the of-
fice for a home owner evaluation?’  They said, ‘No, they never made that 
suggestion.’  

I said, ‘Is it important to you to eliminate that frustration and only 
look at homes that really match what’s important to you?’  They said, 
‘Yes.’  Then I said, ‘Experience shows that 85% of the time you can elimi-
nate wasted time and frustration if you invest your time up front and skill-
fully evaluate what’s really true and determine your home owner needs.’  
So back to my story...” 

What you need to know is when I’m embedding that story as a 
command, what I’m doing is I’m suggesting they come into the office but 
I’m doing it inside a story about someone else.   

“So back to my story.  I invited the young couple in.  I explained my 
roles.  I’m a consultant, I’m a negotiator and I’m a person who oversees 
the transactional details.  

After I explained this to them, they set up an appointment and came 
into the office.  The result was they had a great experience.  After all, I’m 
sure you want to enjoy the experience of buying a home as much as you 
enjoy the experience of looking for a home.”  
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This is very powerful.  Then, you can close.  You can say to a per-
son: “So, I would suggest that you come into the office.  You can come in 
on Monday at 4:00 or you can come in on Thursday at 2:30.  You tell me 
which one would be the best time for you to come in for your home owner 
evaluation.” 

Get that down.  Get that script down so it’s conversational.  Get it 
into your unconscious mind so you can sound very conversational with it. 
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Chapter 14 — Empowering Your Client 
The next concept I want you to work on is the art of empowering 

your client to be a five star prospect.  See, sometimes people will come to 
you that are two and three stars.  They’re not a five star yet.  

I read on the message board recently that somebody said, “You 
know, I’m going to have to find a lot of prospects to find some friendly 
people.”  As if there’s not a lot of friendly people out there.  They may be 
right.  There are a lot of people who are suspicious, cautious and not really 
ready to show the highest version of themselves.  

In many ways our responsibility is to empower people to be the 
highest version of themselves.  To inspire them, lift them up and really 
coach them and guide them in a way that they want to be a five star 
prospect.  

So I’ve been thinking about how you can empower your clients to 
become five stars.  I made a list of ten different things I practice as a coach 
that you can practice as an advisor when you’re working with buyers, sell-
ers and borrowers.  

As I’m sharing with you these ten concepts, ideas, methods, tech-
niques and strategies, I want you to think of the current people that you’re 
working with right now.  Your current prospects that you’re trying to con-
vert to appointments and people that you’re going to be going out to see 
on appointments in the next couple of days.  These are people that you’re 
already working with right now, listings that you have, buyers that you’re 
working with and loans that you have in the process.  Include those with 
whom you’re about to close on their transactions.  Ask yourself how you 
can apply these ten different ideas, methods, skills and technologies to the 
people that you’re currently working with right now. 
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!
1. Point out Their Strengths

Point out their abilities and their qualities.  Remind them who they 
really are and who they’re really becoming.  Remind them that they decid-
ed to improve their life.  They’ve made a choice that they’re going to give 
their family more than they were given.  

Remind them that what they’re doing is remarkable.  They’re be-
coming a home owner.  They’re taking a stand for themselves and they’re 
separating themselves from renters.  They’re going to enjoy pride of own-
ership.  They’re going to differentiate themselves from everyone else.  
Remind them that they have that strength.   

Point out strengths and abilities and qualities.  Keep reminding them 
who they really are and who they’re becoming.  Keep reminding them that 
they’re becoming responsible home owners.  Remind them that they keep 
all their promises.  Remind them that they’re providing for their family. 
Remind them that they’re moving forward in their life.  The more you 
point that out, the more empowering you can be to them. 

The first thing I always look for whenever I want to keep people 
moving in the right direction is: what are their strengths?  What are their 
abilities? J ust by the fact that you’re reading this and learning, that differ-
entiates you from many of the agents and the lenders out there who are 
relying on their old skills.  You made a decision to move forward in your 
life.  

2. Endorse Your Clients

Endorse who they are by making them right.  That’s an important 
distinction.  Make them right for what they’ve done or what they’ve at-
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tempted.  Endorse means encourage them, acknowledge them and do it 
more than you think you should.  When someone is doing something out-
side their comfort zone, they need a lot of endorsement.  

When someone is fixing up their house to put it on the market, really 
endorse them.  Endorse them for their willingness to paint their home a 
neutral color so buyers can see it through their own eyes.  Really endorse 
them for the way that they’re taking care of their house and the way 
they’re handling all of the details around the house.  Make sure whenever 
somebody comes in to look at the house that they’re really seeing the best 
house.  

We have a tendency to endorse and point out the things that are 
wrong when in fact if you want more of the behavior that inspires people 
to be better, you should endorse it. When someone’s on time, send a note 
to them thanking them for being on time, versus always giving them your 
best energy or grief when they’re late.  Say, “Well, thank you for being on 
time” instead of “Boy, you’re really late”.   Really learn how to endorse 
the smallest behaviors. 

One of the skills that I taught at the Main Event for many years was 
the Personal Acknowledgement Note (PAN).  The PAN is a great way to 
acknowledge a very small behavior.  

Maybe you call a person up and say, “Hey, I’d like to talk to you a 
little bit about giving you a market update.” 

They say, “Okay, well hang on one minute.  Let me just turn the 
stove off and just go into another room.”  They turn the stove off and go 
into another room and give you a hundred percent of your attention.  
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Endorse that.  You can either write it in a note or you can say to them 
right on the phone, “You know, before we even get started Bob, I just want 
to reflect on what you just did.  I called and you knew that we had some 
important things to talk about. You took the time to take care of whatever 
was on the stove and then you came into a separate part of the house so 
you could give it your full attention.  That really demonstrates your atten-
tion to detail and your respect for our time and our energy that we’re going 
to spend together.  I’m grateful for that.”  

When you endorse people like that, when you really point small be-
haviors out in a significant way, what you do is you inspire people to do 
more of that. 

When you ask somebody to send you a document and within five or 
ten minutes the fax machine goes off and there it is -- endorse that.  Write 
a quick note:  

“Bob, at 10:00 the fax machine went off and there was your docu-
ment five minutes after I requested it.  Your responsiveness and your re-
spect for the timelines that we have to make demonstrated you’re paying 
attention to detail.  Gratefully, Joe.” 

I promise you that the behavior you endorse is the behavior you’re 
going to get.  If you really want to get more positive behavior, endorse the 
positive behavior they’re demonstrating to you. 

3. Reassure Your Client They Can Do This

Tell them, “You can make it.”  

Tell them that they deserve this house.  “You can own a home.  You 
can give your kids a bigger back yard.  You can have the equity in this 
home.  You can have the pleasure of looking out of your own picture win-
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dow to your own backyard.  You can have the pleasure and the pride that 
ownership gives the home owner.  You can do this.”  

Keep reassuring your client they can do it.  “You can make it.  You 
deserve it.”  Those are powerful, powerful words.  “You deserve it.”  

When you’re talking to a client on the telephone and you ask them to 
come into the office say, “Come into the office and we can do our home 
owner evaluation and we can really discover what’s really important to 
you.  You deserve that.  You deserve to give yourself the hour of time and 
attention that buying a home requires.  You deserve to give yourself that. 
You can do that.  You can do that for you.”  

That wins over people.  If they agree to come in endorse this and say, 
“That’s a wise choice.  Setting aside the time on Wednesday at four o’cl-
ock really demonstrates that you’re willing to take time out of your busy 
schedule and really invest the focus that’s required in order to get ahead in 
life.”  

This is how you empower people.  By acknowledging what you’re 
noticing and really helping people behave that way more frequently by 
saying something about it. 

4. Hold the Vision

Hold the vision for them. 

“You’re doing this so you can have your 5, 6, and 7.  It’s worth it. 
Don’t stop.”  

Have faith in them.  “I know you can make it.  I know you can do 
this.” 
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When you go out to get a price reduction you say, “You know Mr. 
and Mrs. Miller, we tested the price at four twenty-five.  I know how im-
portant your 5, 6, and 7 is and when we test the price at four fifteen, we 
have a better chance of making your 5, 6, and 7 come true.  I know you 
can do this.  I have faith in you.  It’s worth it.  Don’t stop now.  Don’t give 
up.  Let’s go for it.  Let’s make this price available to a larger group of po-
tential buyers.  Let’s do it.  Let’s go for it.  Let’s put it on the market for 
four fifteen.  We can do it.  I know we can.”  

That’s holding a bigger vision for them than they have for them-
selves. 

5. Know What You Want For Them

Know what you want for your clients, even if they don’t know what 
they want for themselves.  Challenge them to want a whole lot more for 
themselves than they currently do.  

I always encourage people to want more for themselves than what 
they currently want for themselves.  Like what I want for each one of us is 
to be debt free.  

I want you to be at a place in your life where you wake up in the 
morning and look at your life and you say, “You know, I’m wearing a 
watch pretty much for jewelry because I can do whatever I want with my 
time.”  

What I want from each one of you is to get to a place where you’re 
on vacation and you’re having such a great time, you’re able to call back 
to the office and say, “You know, we’re going to stay another month be-
cause we’re just having such a great time.”  
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I want all your systems and methods running your business as if you 
were there. I want you to be able to do all of your YouTube videos and 
your teleconferences from anywhere in the world. 

I may want more for you than you want for yourself and that’s what 
you have to do for your clients.  Want more for them more than they want 
for themselves.  That empowers people. 

6. Keep The Focus On What’s Important To Them
About Buying or Selling a Home 

Keep on reminding them, “Hey now remember, the reason we’re 
selling the home is goals and dreams .  Remember the reason we’re out 
looking at homes is the goals and dreams .”  

Before you go in and show them a house, just say to them, “Now as 
we’re looking at the home, keep in mind your dreams and goals.”  

When you’re calling up for a price reduction, “Hey, we’ve tested the 
price at four twenty-five and I want to make sure that we get the goals and 
dreams  so I want to talk to you about some new strategies to make the 
goals and dreams  come true.”  

Keep the focus on the goals and dreams .  A minimum of twenty-five 
or thirty times during the course of the relationship, you should be remind-
ing them of their goals and dreams . 

7. Show You Really Care

This is something that you can’t fake.  You can’t fake playing the 
violin and you can’t fake caring.   

Empathize with people.  Sometimes people need more empathy than 
they need advice.  Sometimes a client just needs you to love them and 
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support them and care for them.  They don’t need any advice.  Sometimes, 
you just need to spend extra time with people who are going through a dif-
ficult time.  Sometimes you just have to send a card.  Remember what 
Hallmark says, “Hallmark says that you care.  Sometimes you just need to 
send a card.”  

My former wife Kathy is really good at this.  Whenever we have an 
experience where I can help her a little bit more each month, she sends me 
a really nice card.  I got a nice card from her I just opened and it said, 
“Hey Joe.  During the difficult times, you’re always there to help out. 
Thank you so much.”  That’s from my former wife.  That’s all she needs to 
do is acknowledge me for caring and I want to care even more. 

When you show that you care, that’s when people want to refer you 
more.  They want to talk about you more because you’re that unique per-
son in their life that really cares.  

Probably one of the greatest things you’ll ever develop in life is your 
ability to really care about another person and show it.  You could care 
about somebody, but not show it.  You really want to show it by empathiz-
ing, loving them, supporting them, sending cards to them, giving them ex-
tra time and letting them know, “Hey, I really care.” 

8. Make Them Right Even When They’re Not

Everyone does their best, so don’t make them wrong for any mis-
takes.  For example if they painted their house a weird color, don’t make 
them wrong.  “Gosh, this color serves you guys well.  This is probably 
something that you really enjoyed while you lived here.”  “This carpeting 
is something that really reflects your personality.”  Make them right for 
what they’ve done.  Don’t make them wrong.  
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You do need to point out mistakes that people make and feel free to 
show people how to be more effective.  “You know, if we paint the color 
of the home white, a neutral color, it will be more appealing to more po-
tential buyers.  But the color that you guys picked, this chartreuse color, 
it’s a beautiful color for a kitchen and it reflected your personality for 
many years.  Now, what we can do is reflect this kitchen to appeal to as 
many people as possible and that might have to be a neutral white.” 

Again, really empower them by making them right even if they’re 
wrong. 

9. Have Compassion and Respect

Identify their feelings and have compassion for what it takes.  I was 
sharing with one of our new members who was going through the cycle 
that all buyers and sellers go through.  

The cycle starts out very idealistic.  From idealistic, it goes to frus-
trated.  Then frustrated goes to defiant, defiant to surrender, surrender to 
aware, aware to decisive and decisive to committed.  

Each one of you went through this cycle when you came into By Re-
ferral Only.  Each one of your buyers and sellers go through this cycle. 

When somebody says, “Yeah, I want to sell my home,” they have an 
idealistic version of reality.  They think their home is worth X, they think 
the process is going to take Y, they think, “Okay, we’re going to be mov-
ing here and this is what’s going to happen.”  It’s very idealistic.  

Then when you meet with them, you bring realism to them.  This 
frustrates them.  What you often experience on an initial consultation is 
frustration.  And frustration births anger or defiance which is healthy.  You 
want people to express their defiance.  You want them to express their 
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anger and their disappointment.  You want them to say, “God, I thought 
my house was worth 445K.  When you tell me it’s worth 385K. Son of a 
gun.  You sold it to me.  You didn’t tell me...”  Let him express defiance 
and anger. 

The better you are at listening, the faster they are at surrendering.  I 
watched people come into coaching very idealistic at what was possible 
for them.  Then we start to share with them all of the systems and meth-
ods, the dialogue skills, all of the negotiating skills and all the methods of 
asking for referrals.  I watched people go into frustration. Another word 
for frustration is feeling overwhelmed.  

When people get overwhelmed, they’re really expressing a level of 
frustration.  Overwhelm then becomes defiance.  “I had no idea I was go-
ing to have to do this much work.  I didn’t know I was going to have to do 
this.”  

All that all comes out of that idealistic point of view.  As soon as 
people surrender they say, “Okay, well I’m willing to do whatever it 
takes.”  You’ve seen it when you do the goals and dreams  with people.  
They make this shift from idealistic to frustrated and defiant.  

They become willing.  That’s what the goals and dreams  does for 
people is it gets them to surrender.  Out of surrendering they become more 
aware. They go, “Okay, so this is what it’s going to take to get our home 
sold so we can get our 5, 6, and 7.”  

Then they become decisive, “Okay, well let’s put it on the market at 
this amount of money.”  

Then they get committed, “Okay, let’s do whatever it takes to get this 
home sold.” 
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You can watch the same thing with your kids.  You can see kids start 
out very idealistic about what their homework assignment is.  Then they 
sit down to do it and they get a little frustrated.  Then they get defiant and 
then what happens is you remind them why they’re doing their homework: 
their goals and dreams .  Then they become aware of what they need to do 
and they become decisive, “Okay, I’m going to do it.”  Then they get 
committed and they get it done.  

It’s the process that everyone goes through.  Have compassion and 
have respect for it.  Meet people where they’re at and know they’re not 
going to go from idealistic to committed.  They have to go from idealistic 
to frustrated, frustrated to defiant, defiant to surrendered, surrendered to 
aware, aware to decisive and decisive to committed.  

Now they do have a choice in how fast they want to do that.  I know 
some people who are so idealistic they don’t want to get off of that.  They 
have an ideal version of what is.  What you want to do is get them pissed 
off so they get frustrated.  You want to get some movement.  Idealism is 
that place of apathy, “No, this is what we want to do.  This is the way it’s 
going to be.”  They don’t get moving in that direction.  What good con-
sulting does is gets people in movement.  

Get them frustrated.  Get them aggravated.  Get them defiant so then 
you can get to their goals and dreams .  Find out what’s really important to 
them. Make them aware.  Help them become decisive and then committed. 
That’s the process.   

!
!
!
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10. “Based On what You Told Me (Goals and Dreams )
Your Next Step Is...” 

If you can master these eleven words, you’re going to do remarkably 
well at converting leads to appointments, appointments to contracts, con-
tracts to closings and closings to referrals.   

The eleven words are: “based on what you told me”.  Then restate 
their goals and dreams  followed by “your next best step is...”  Right after 
this is where you’re going to focus your advice.  

“Bob, based on what you told me to get your kids into the school 
system by the 15th of September so they can get the education you’ve al-
ways wanted them to have, your next best step is looking at homes/lower-
ing your price/cleaning your house.”  

Whenever you’re going to give advice, focus on an action, a very 
specific action. 

Break their inertia.  So you might say, “You know Mr. and Mrs. 
Johnson, based on what you told me about getting your home sold by the 
15th of September so you can move to the new location and be in the new 
home by October 1st so your kids are in the school system getting the edu-
cation that you want, your next best step is handing out flyers at work, 
putting this poster up on the message board at your office building that 
talks about your home being for sale, then emailing this to all of your 
friends and asking them to pass this virtual tour onto everyone that they 
know.”  

“Based on what you told me...” followed by their goals and dreams  
and “your next best step is...”  Then give people very specific steps to do. 
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You can ask people to make a shift in their attitude too.  You can say, 
“Hey, based on what you told me about your goals and dreams , your next 
best step is be more responsible.  Get more engaged.  Be more willing to 
do whatever it takes to make your goals and dreams  come true.”  

Or you may say, “Based on what you told me about owning a home 
of your own and not wanting to rent anymore so you can create wealth for 
yourself and not your landlord, your next best step is to take these six 
homes and drive by the community and take a look at the neighborhoods, 
the streets, the outside of the houses and rate each one of them on a scale 
of one-low, ten-high.  Tell me how much you like the community, how 
much you like the neighborhood, how much you like the street, how much 
you like the outside.  The highest the house could score would be forty 
points.  Then I’ll show you all the homes that score forty or above and 
we’ll see if we can get a ten on the inside.” 

Start giving people very specific homework assignments.  Get them 
empowered to take action.  If I was working with a buyer first they have to 
find the right community, the right neighborhood, the right street and the 
right outside of the house.  Then I’ll show them the inside, negotiate, con-
sult and oversee the transactional details. They can do most of the begin-
ning work.  

If you can just play a game with yourself that people have to get 
forty points before you take them inside, then you’ll show far fewer homes 
and of ones that you do show they’ll already want four out of five things 
before you even show them the inside. 

Ask your clients to give you reports.  I think that’s such an incredibly 
powerful thing to do.  
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You’re giving people very specific things to do when you say, “You 
know based on what you told me about your goals and dreams , your next 
best step is to do these five things by Friday at 5:00 pm and call me with 
your results.  Number one, write a letter explaining what happened during 
your divorce and why you’re payment was late to the garbage company. 
Number two, pull together all the bills you had while you were going 
through your divorce that shows you were making your payments on time. 
Number three...”  

Give people very specific homework assignments with a deadline. 

“Hey you know Bob, based on what you told me about getting the 
kids into the school system by the fifteenth of the month so they can get 
the education you want, your next best step is to get these five things to-
gether by Friday at 5:00.”  Then be very clear and very specific with him. 

Always have your client tell you how the advice you’re giving them 
is helping them.  Always give your client space to give you credit for 
things that you’re helping them with.  

Always end every consulting experience with: “Hey based on what 
you told me around getting your kids into school...” followed by your 5, 6, 
and 7 and then “your next best step would be to just tell me how what I’m 
doing for you right now is helping you and is giving you what you want.”  

Giving people permission to grant you credit for the progress they’re 
getting empowers them.  It empowers people when they can actually no-
tice how the advice you’re giving them is helping them.  When you give 
people permission to talk about that, it’s very empowering. 

Those are ten different ways to empower people. 

1. Point out their strengths and their abilities.
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2. Endorse who they are.

3. Reassure them they can do it.

4. Hold a big vision for them.

5. Know what you want for them.

6. Keep them focused on what’s important.  Keep them focused on
their goals and dreams . 

7. Show you really care.

8. Make them right even when they’re not.

9. Have compassion for them and know where they’re at in the
process: idealistic, frustrated, defiant, surrendered, aware, decisive or 
committed.  

10. Use the eleven powerful words: “Based on what you told me...”
goals and dreams  and “your next best step is...”  Then give them spe-
cific actions and homework assignments.  Ask them to report back to 
you and how what you’re doing is helping them.  

I want you to practice the triple proof script.  Then with the ten points 
here, I want you to look at each one of your clients you’re working with 
right now and ask yourself, “How can I empower them?”  

Which of these ten ideas can you employ to empower your current 
clients?  What can you do to become more referable?  How can you be 
more timely, do what you say you’re going to do, finish what you start and 
say “please” and “thank you”? 
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Chapter 15 — I Love The Thought That… 
We’ve covered a lot of thoughts, ideas, methods, strategies and con-

cepts in the last 10 Chapters and now we’ll integrate it all and learn how to 
bring it into a level of awareness that becomes automatically who you are.  

It takes a special type of learning to do this.  But you and I both have 
the ability to take new insight and awareness and integrate it and refine it 
to make it part of who we are. 

Several years ago I met a very wise woman named Mimi Castella. 
She is a healer, a practitioner, a chiropractor and a person who works with 
all different types of modalities.  

One of the things she taught me was the power of affirmation.  If I 
say to myself I am converting 50% of my leads to appointments, my ap-
pointments to contracts and my contracts to closings, then my conscience 
mind looks to see if when I say I am that it’s true.  If it’s not true there is 
another thought that appears that says, “No you don’t, you’re not doing 
that, it’s not true.”  

For example you get on the scale and look at your weight and your 
weight is 185.  You get off the scale and you say, “I am 180, I am 180”. 
The conscience part of your mind is saying, “You’re not, you’re 185.”  It’s 
called cognitive dissonance.  

The key to ownership of a new goal is to affirm a truth and not a lie 
because your body will know the truth.  This is Integrated Kinesiology. 

 When you say, “I am a millionaire,” that’s a lie.  You are not a mil-
lionaire if you’re not a millionaire.  Or if you say, “I am earning 
$250,000” and you’re only earning $110,000, then you’re lying to yourself 
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and your body knows it.  What you always want to do is tell your body the 
truth. 

I started doing muscle testing with Kinesiology.  You hold your hand 
out and if you’re not telling the truth your hand goes weak and if you’re 
telling the truth your arm actually gets stronger.  It’s a proven method 
that’s used in a lot of different practices to test for truths or falsehood. 

One of the things I’ve learned is that when I use the words I love the 
thought anything I say after this becomes a true statement I can affirm.  

I love the thought that I’m earning a million dollars.  I love the 
thought that I weight 180 lbs.  I love the thought that 50% of my leads are 
being converted to appointments, appointments to contracts, and contracts 
to closings.  It’s a true statement because I do love that thought.  

The more I affirm the thoughts I love, the more I start to integrate 
and assimilate that thought into my body.  The more my conscience and 
unconscious mind start to align with the behavior that’s true. 

Now for your homework assignment I want you to create your own 
audio.  I want you to take Audacity or some other recording software on 
your computer and take the “I love the thought” scripts I give to you be-
low and record them word-for-word in your own voice with the same tone 
and style as I’ve presented them to you.  

I want you to listen to them over and over again.  What you’re doing 
at a very deep level is integrating these loving thoughts of converting leads 
to appointments, appointments to contracts and contracts to closings.  

You want conversion to be like breathing. 
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You want to just love the thought that you breathe.  You love the 
thought that you convert leads appointments, appointments to contracts 
and contracts to closings. 

You love the thought that it gets fully integrated into your being. 

And this is a very powerful methodology to do. 

This is the beginning of integration. 

This is the most powerful, most distinct way to integrate large quan-
tities of new insight and awareness into your conscience mind.   

Here are your “I love the thought” statements to record and integrate: 

I love the thought that closing means you overcome all the mental 
crud and encourage, persuade, influence, lead, push, pull and do whatever 
it takes in an intelligent, articulate and high integrity way to get people to 
take an action that is in their best interest.  

I love the thought that I deeply understand that the core concepts in 
conversion are: 

• I generate a lead when I get a prospect’s attention.

• I get an appointment when a prospect gives me time.

• I get a contract when a prospect gives me trust.

• I get a closing when a prospect give me money.

I love the thought that the one thing successful people seem to have 
that unsuccessful people don’t is the willingness to do whatever it takes to 
figure it out.  The willingness to do whatever it takes to get through their 
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own internal issues.  The willingness to do whatever it takes to learn, 
whether it takes a day, a year or the rest of their life. 

I love the thought of being comfortable outside my comfort zone.  I 
want being awkward and uncomfortable to become my core competency. 

I love the thought that I’m a leader.  I’m a person who is confident 
and clear while others are unsure and uncomfortable. 

I love the thought that people are silently begging to be led.  They 
want me to lead.  I love the thought that I want to lead. 

I love the thought I’m willing to be comfortable around people who 
are uncomfortable and that my role as a leader is to make people feel un-
comfortable. 

I love the thought that my role as leader is to get you outside of 
your comfort zone, because nothing really great in my life has ever hap-
pened when I’m comfortable and nothing great in my prospect’s life has 
happened when they were comfortable. 

I love the thought that when I look at my experiences and notice the 
things that have had the most impact on my life I find they are things that 
happened when I was doing something outside my normal day-to-day ha-
bitual life style. 

I love the thought that as a leader I know it is in my client’s best 
interest to come into my office for an Initial Consultation because that is 
the way I deliver the best value to them.  If I choose to meet them at the 
property because that is more comfortable for them that means I may be 
doing them a disservice. 
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I love the thought that this mindset will change the way I communi-
cate. 

I love the thought that I can influence others with a simple formula: 
problem, agitate and solve. 

I love the thought that I understand agitation is what takes people 
out of their comfort zone. 

I love the thought that when someone shows up with a problem, I 
don’t solve it until I agitate it.  Because I love the thought that when I agi-
tate the problem, the problem gets magnified. 

I love the thought from Tony Schwartz that, “Humans have an infi-
nite capacity for self-deception.” 

I love the thought that I’m someone that helps other people make 
choices that are in their own best interest.  That’s what I’m good at and 
that’s what I’m becoming an expert in. 

I love the thought I have made a commitment.  My personal com-
mitment is to only offer the highest quality advice that is in my client’s 
best interest. 

I love the thought that I know what is in my client’s best interest 
and recognize that for them to get what is in their best interest they may 
have to get uncomfortable. 

I love the thought that I will use every persuasion tool and Magic 
Words dialogue available to get my prospects to take action that’s in their 
own best interest. 
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I love the thought that I’m aware enough to know that the biggest 
challenge is going to be convincing myself that what I am learning is new. 

I love the thought that I know myself well enough that I have an I 
Get It Reflex.  I love the thought of keeping my mind alert to the sneaky 
thought called “I Get It”.   If I start to feel like, “Oh yeah, I’ve heard this 
before,” then I stop and say to myself, “I choose to stay open to a much 
bigger possibility because maybe there’s more for me to get.” 

I just love the thought that generating a lead is a science. 

I love the thought that converting the lead to an appointment is an 
art. 

I love the thought that all action is based on emotions.  Giving time 
is an action.  Coming in for an appointment is an action.  I know that first 
there’s a motion and then there’s action.  The motion I love is emotion. 

I love the thought that if I’m having trouble getting appointments 
it’s because I have not mastered the art of creating a thought that creates 
an emotion that causes an action. 

I love the thought that whether I consciously realize it or not when-
ever I take an action, especially an action to do something new outside my 
comfort zone, there’s an emotion that prepares me to take action. 

I love the thought that without emotion there is no action.  Emotion: 
energy in motion. 

I love the thought that the secret to emotion is telling the truth at the 
deepest level I can and then going even deeper for more truth. 
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I love the thought that I tell a level of truth that makes me feel un-
comfortable.  I tell a level of truth that causes me to become afraid that 
they may not like me but what I have to say is true for me. 

I love the thought that I tell a level of truth that creates in me a feel-
ing that I respect myself because I stepped up and broke through my dis-
comfort. 

I love the thought that I tell a level of truth that might make others 
uncomfortable like the little boy who called out to the King and said, “Hey 
he’s got no clothes on.”  Everyone knew it but only one person said it.  
The truth is that what I create at the deepest level of truth is emotion.  And 
the truth is what creates action. 

I love the thought that I want people to succeed more than I want 
people to like me. 

I love the thought that I’m going to take a risk and tell myself the 
truth about my chances of succeeding in this business if I don’t learn to 
master the art of conversion. 

I love the thought that the real estate and the mortgage business is 
tougher than it’s ever been before and it’s going to get tougher before it 
gets easier. 

I love the thought that no matter how tough it gets I remember I got 
into this business because I have a dream to make something out of my 
life. 

I love the thought that people are counting on me to be successful. 
I’m not just talking about all the people that I owe money to.  I’m talking 
about the people that I love and the people who love me.  They want me to 
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succeed for them.  I love the thought that I can now think of the people 
who need me to close 1 to 5 transactions a month, so that I make 3,000 to 
10,000 a month. 

I love the thought that when I got into the business, I made a prom-
ise to the people in my life. 

I love the thought that on some level I said, “I’m going to make it.” 
I said to others and to myself that I would be willing to do whatever it 
takes and they believed me. 

I love that thought that I’ve got to do what I promised.  I love the 
thought that I must produce. 

I love the thought that I produce by generating a lead and then ap-
plying science and the art of converting the lead to an appointment.  Then 
I convert those appointments to contracts and then contracts to referrals so 
I make money. 

I love the thought that this is not an option.  This is something I 
must do and I need to do it now. 

I love the thought that I am aware enough that if I fail at any of 
these stages of the conversion process, I’m not just failing myself I’m fail-
ing everyone around me; everyone who’s absolutely counting on me to do 
my job. 

I love the thought that I have a dream and I know deep down inside 
me that I have more potential than I’m currently demonstrating.  I know 
that’s true. 
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I love the thought that I’m never alone.  I love the thought that Joe 
Stumpf is on my team and I don’t give up, no matter what.  I’m going to 
figure it out.  I’m going to get the job done. 

I love the thought of increasing my conversion rate by 50%. 

I love the thought that I have a Conversion Manifesto for my busi-
ness. 

I love the thought that I tell people what I may be afraid of as well 
as what my old limiting beliefs are and how I‘m working every day to 
overcome them. 

I love the thought that I fearlessly tell people what my biggest fear 
is for them if they do not take action.  I love the thought that I go really 
deep with that because I make people move when they feel their fear. 

I love the thought that I want more for my clients than they want for 
themselves.  I say what I want for them and I say it over and over again. 

I love the thought that I never, ever ask a person what they need 
because that would be asking them to lead and I know people are silently 
begging to be led.  They want a captain like me to lead them. 

I love the thought that I assume everyone is a five star prospect and 
I talk to them like five star prospects until they prove otherwise.  I talk to 
everyone with passion and conviction at my deepest truth. 

I love the thought that I let them know I care.  I cannot fake caring. 
I know a lot of people who can pretend they’re sincere but they don’t care.  
I love the thought that I cannot fake caring. 
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I love the thought that I don’t care how much you know until you 
know how much I care. 

I love the thought that I’m bold even when what I’m saying makes 
me feel uncomfortable, because when I’m uncomfortable I’m taking risks. 

I love the thought that if I don’t risk the relationship, then I don’t 
have a relationship.  I’m strong.  I’m bold. 

I love the thought that I always tell the truth. 

I love the thought that I may feel like I’m being rude, but some-
times I need to be Simon Cowell to get my point across.  Sometimes I 
need to step up and say what I have to say. 

I love the thought that I trust myself. 

I love the thought that I can get help from my Do Group. 

I love the thought that the word confabulation means the mind acts 
like it knows something but it really doesn’t know how to apply it.  We say 
we know it, but we don’t really put it into action.   We say “I love that,” 
but we really never did it. 

I love the thought that everything I say expands a person’s aware-
ness when I’m telling the truth.  I do more than get and give advice. I ex-
pand my client’s awareness.  And I have flexibility in my style.  I need a 
full range of patience, styles and tones.  I’m more than just being a real 
estate or mortgage personality. 

!168



Lead Conversion

I love the thought that I know how to be the client and I use the 
See-through Vision Method.  This may be the simplest and most important 
skill I ever develop.  I love the thought I can see through the client’s eyes. 

I love the thought that I have highly developed see through vision 
because I have the ability to see the world through another person’s eyes. 
Imagine that. I love that thought. 

I love the thought that I actually reverse roles and feel what my 
clients are experiencing.  It makes me more sensitive, more intuitive and 
more helpful. 

I love the thought that I take the time to get into a reflective space 
where I can feel and see the client and how they see things. 

I love the thought that I take two minutes before I go into a negotia-
tion.  I think about what the client is thinking.  I think about what their 
wants, goals and values are.  I think about who they are.  I think about 
their priorities.  I think about what their style is.  I think about their past 
history, their story, their anxiety and their frustrations. 

I love the thought that I be with the client. 

I love the thought that I put aside all my problems, my concerns and 
my thoughts.  I put aside whatever is going on with me and my spouse and 
my children and anything going on in my life.  I forget about my goals and 
my money pressures and any reactions and I just be with the client. 

I love the thought that I know the difference between experiencing 
versus listening to another person.  I know listening is a fairly passive 
process.  I can fake listening.  I can’t fake experiencing. 
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I love the thought that I go a level beyond listening and I call that 
experiencing the other person.  I know that I’m not just listening to the 
words, I’m really experiencing them. 

I love the thought that I say things like, “I’m right here Bob, I’m 
right here.  I’m fully present for you right now.” 

I love the thought that I am comfortable saying to my client, “Let 
me just be with you right now while you tell me what is important to you.” 

I love the thought that I can really be the client if I can be with the 
client. 

I love the thought that I help my client clarify.  I love the thought I 
clarify what I heard or what I think I heard or better yet clarify what the 
client is trying to say, even if it’s helping them along the way just a little 
bit. 

I love the thought that I know the distinction between language and 
vocabulary.  Vocabulary has to do with the number and quality of the 
words that I use. 

I love the thought that I have the ability to communicate ideas at a 
deeper level so when I’m clarifying I’m using language and not just vo-
cabulary. 

I love the thought that I use these powerful statements as language 
to clarify.  I say the words, “Would you run that by me again?”  Even if I 
understood what they said I say “Would you run that by me again?” be-
cause it helps them clarify.  I love the thought that I am there to help them 
clarify. 
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I love the thought that I can also say, “Mr. and Mrs. Client, when 
you said that did you mean X or did you mean Y?” 

I love the thought of saying “I heard you say ____ and is that what 
you meant?”  I may have a very clear understanding but when I ask my 
client, “Can you run that by me again?” I’m causing them to clarify. 

I love the thought that I help my client clarify by saying, “Can you 
say that again using different words?”  This causes my client to communi-
cate or stop for a second and find a new way to express what is important 
to them.  I just love the thought that I bring clarity to every communica-
tion. 

I love the thought that I can produce enough evidence that I have 
made a real commitment to each client I’m currently working with. 

I love the thought that there is a real distinction between being in-
terested in something versus being committed to it. 

I love the thought that being interested is something I do when it’s 
convenient, but commitment is what I do it no matter what. 

I love the thought that I can choose to say, “Hey Bob I’m really cu-
rious, what are you really committed to?” 

I love the thought that I have permission to say “I hear you say that 
you’re interested in selling your house, but are you committed to selling 
your house?” 

I love the thought that I really want to know what they are commit-
ted to doing and not just what they are interested in doing. 
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I love the thought that commitment gives me enormous energy. 

I love the thought that I can consequence my clients. 

I love the thought that I have the courage to share the consequences 
of the decisions my clients make or don’t make. 

I love the thought that I encourage my clients. 

I love the thought that I tell my clients they’re doing great. 

I love the thought that I’m excited for my clients’ dreams. 

I love the thought that I tell my clients about their progress.  I show 
them how far they’ve come.  Not how far they have to go, but how far 
they’ve come.  I love the words: this is your time.  I’m so impressed with 
you.  You’re doing great.  Congratulations.  Yes you can do this.  You’re 
almost there, keep going, you’re doing just great.  Don’t change anything. 
I’m so impressed.  I can’t wait to see more from you.  Don’t stop, don’t 
look back and keep moving forward.  I just want to keep encouraging you. 

I love the thought that encouragement is a gift that anyone who re-
ceives it enjoys.  It costs me nothing to encourage others. 

I love the thought that I communicate with empathy. 

I love the thought that I give my client the extra love or support 
they need.  I love my understanding.  I love my empathy. 

I love the thought that when my client gets bad news, that’s when 
they need me most.  I help my client recover.  Empathy is like a medicine 
that helps people recover quicker from disappointment. 
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I love the thought that I say, “I can only guess how hard you’re tak-
ing this.  I completely empathize with you.”  I love that thought.  “I feel 
badly for you.  I know how much you wanted that home.” 

I love the thought that my compassion and my loving kindness are 
invincible and without limits.  I let my clients experience the deep love 
and empathy I have for them.  It’s as simple as saying these words, “Mr. 
and Mrs. Client, I completely empathize with you.  I feel badly for you, I 
know how much you wanted that.  I know what it means to you.  I can 
only guess how hard you are taking it.  Hey, what can I say that will help 
you right now?”  And then I shut up. 

I love the thought that I can use the truth serum techniques whenev-
er I want to check if what I’m thinking is true.  I can say, “Hey Mr. Client, 
I have this thought that said the reason you’re not referring me is because 
you’re still upset about when we closed the transaction and I didn’t have 
the fire place equipment at the new home for a couple of days.  I think 
that’s the reason you’re not introducing me to your friends and I have that 
thought and I just want to check and see if it’s true.” 

I love the thought that truthing is my ability to discover what’s real-
ly true.  I love the thought that all I do is put some truth serum on it.  So 
whenever I have a thought and I’m not sure if it’s true or not, I check to 
see if it’s true by putting truth serum on it.  

I love the thought that I don’t confuse truth with accuracy.  When 
somebody is accurate it doesn’t mean they’re telling the truth.  I know 
when someone is being accurate but not telling the truth because it feels 
incomplete.  I love the thought that I know what feels complete and in-
complete.  And I love the thought that I will always take a risk.  I’ll always 
tell the truth. 
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I love the thought that I really want for my clients. 

I love the thought that when I want something for another person 
it’s because I care for them, not because I think they should have some-
thing.  

I love the thought that wanting for is a gift.  It’s not a hook. 

I love the thought that what I want for you is the courage to get 
back up when you’re knocked down. 

I love the thought that what I want for you is a willingness to see 
clarity when you’re confused. 

I love the thought that I want you to have close friends that have the 
confidence to allow you to really tell the truth. 

I love the thought that I want for you consistent, predictable, reli-
able income that comes from an evolving and deliberatly organized busi-
ness system. 

I love the thought that I want more than what people currently have, 
but not more than what they can get. 

I love the thought that wanting for others is a way I share myself 
without a lot of risk or without having to get too personal. 

I love the thought that what I want for you are the things that create 
space, peace and love in your life. 

I love the thought that what I want for you is to wake up to the 
beautiful possibilities that this new economy gives you.  I want for you a 
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huge space to reduce your debt and stabilize your cash flow.  I want for 
you to get committed to skill building. 

I love the thought that what I want for my clients is to simplify their 
life and get them to peak efficiency. 

I love the thought that I step over nothing because my clients tell 
everything I need to know.  I can just hear it and I’m willing say some-
thing when I don’t. 

I love the thought that nothing is sacred.  Nothing can’t be asked or 
talked about. 

I love the thought that when somebody makes a side comment to 
me I know there is something underneath it that hints at a deeper dissatis-
faction.  I love that I’m aware of that. 

I love the thought that when a client picks at me or they say some-
thing that’s discouraging, it’s my job and my responsibility to listen to 
what they’re saying and ask myself, “What’s behind that?”  I love the 
thought of saying, “You know you just said something and I’m curious 
what did you mean by that?”  Or, “Just hold it for a second.  What was it 
that you just said?” 

I love the thought that I love my clients.  I just love them. 

I love the thought that I can see that love is my expression of who I 
am.  I can show my love in a professional way and be appropriate simply 
by giving my clients my very best. 

I love the thought that just giving the best part of me is loving 
somebody.  My love is my gift. 
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I love the thought that I can easily say I really love working with 
you. 

I love the thought that I can let clients go when it’s not working. 

I love the thought that sometimes the very best thing I can do to 
serve my client is to let them go, even if they want me to stay with them. 

I love the thought that clients who don’t want me to guide and lead 
them are not ready for me and I may need to let them go. 

I love the thought that I easily remember I’m much more than a tra-
ditional real estate or mortgage sales person.  I am a By Referral Only 
Consultant. 

I love the thought that I let people go when they’re not finding val-
ue in what I’m giving them. 

I love the thought that I always give my clients at least thirty days 
worth of clues that I’m ready to let them go. 

I love the thought that these powerful communication skills are part 
of my every day communications. 

I love the thought that I give myself permission to live fully. 

I love the thought that I give my clients permission to really live 
fully by sharing my story with them. 

I love the thought that there are two kinds of people: those who fin-
ish what they start and those who don’t.  

I love the thought that to finish first, you must first finish. 
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I love the thought that what is not started today is never finished 
tomorrow.  

I love the thought that there is nothing so fatal to our character as 
half-finished tasks.  Character is the ability to follow through when the 
initial excitement has worn off.  

I love the thought that the greatest enemy of change is my belief 
that I’ve already made the change.   

I love the thought that I’m aware enough to understand I exist under 
an illusion that I’m awake, alert, rational and a conscious decision maker.   

I love the thought that when I tell the truth and really look inside, 
what I see is I’m very mechanical.  I’m a creature of routine, habit, pattern 
and mental mindsets.  I don’t live under any delusion that I’m not a person 
of pattern.    

I love the thought that I can motivate people by focusing them on 
what they will lose if they don’t take action.  When people focus on what 
they will lose when they don’t take action, they wake up.   

I love the thought that I’m open to new skills of listening on how 
people are motivated.   I’m open to the possibility that people are more 
motivated by loss than by gain. 

I love the thought that I motivate my clients by giving myself per-
mission to have the things I really want and be able to do the things I real-
ly want.   

I love the thought that I give myself the pleasure I really want to 
have in my lifetime.  I really give myself permission because I’ve had a 
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lifetime of conditioning and convincing myself to avoid the things that I 
want or came to believe are not good for me.   

I love the thought that I’ve given up thinking I don’t deserve it.  

I love the thought that I help my clients live fully by living fully 
myself.  

I love the thought that I help my prospects give themselves permis-
sion to have what they’ve always wanted to have.  

I love the thought that I create space for my clients to give them-
selves permission to buy a larger, more spacious home.   

I love the thought that my clients give themselves permission to sell 
their home and move on down the road.   

I love the thought that my clients give themselves permission to 
have a short sale so they can save their credit. 

I love the thought that people around me give themselves permis-
sion to be happy.  They give themselves permission to live in a neighbor-
hood they’ve always wanted to live in.   

I love the thought that there’s magic in telling the truth.  

I love the thought that experience shows that when I model truth 
and give myself permission my clients say, “We’re going to go for it.  If 
we’re going to buy that house that we’ve always wanted to buy, we’re go-
ing to go for it.  We’re going to live in that neighborhood that we’ve al-
ways wanted to live in.  We’re going for it.” 
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I just love the thought that one of the greatest ways I will ever con-
vert my clients is to help them give themselves permission to have what 
they want.   

I love the thought that I don’t give my clients permission, but I help 
them give themselves permission.   

I love the thought that listening is not a popularity contest. 

I love the thought that I can evoke a place in each person that says I 
really care.  If people like me, that’s good.  If they don’t like me, that’s 
okay.  I’m not trying to get anyone to like me and I love that thought.   

I love the thought that as a good listener, I don’t criticize the person 
who is talking.  When I hear an idea that I don’t agree with, I don’t criti-
cize that idea.   

I love the thought that I let criticism of a person or something they 
say that I disagree with fall off so I can stay present and continue to listen.  

I love the thought that I’m a good listener and I write down the 
things that I don’t agree with.   

I love the thought that when I hear something that does not jive 
with me, that’s cool.  I write it down and then continue to listen.   

I love the thought that when it’s time to listen, I create a distraction 
free environment.   

I love the thought of letting go of multitasking.  

I love the thought that I’m not afraid of new ways of doing things.  
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I love the thought that I’m self-aware enough to realize that confu-
sion is actually a convenient place that I go so I don’t have to discipline 
myself to really listen.   

I love the thought that I have enough self-awareness to realize when 
I get confused, I’m actually just trying to avoid really listening. 

I love the thought that I never get hijacked emotionally by words.  

I love the thought that words simply convey ideas and I choose 
what emotions I want to attach to them.   

I love the thought that I become a better listener when there’s less 
going on in my head.   

I love the thought that as I simplify my life, I automatically increase 
my ability to listen.   

I love the thought that my clients – my buyers, my sellers, my bor-
rowers – will tell me everything I need to know at least twice.   

I love the thought that I’m a strong enough listener that I can listen 
to what is important to my client.  They mention it directly or indirectly or 
use it as a throw-away item.  They tell me what’s important to them sever-
al times and I’m listening.  I’m like a pick-up artist.  I can pick up what’s 
important to them.   

I love the thought that I listen for what they are repeating over and 
over again because that’s what they really want me to hear.   

I love the thought that I have a strong enough awareness not to as-
sume that my client is telling the truth or anything even close to it.   
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I love the thought that I never embrace stupid compassion because 
I’m not naïve.  I know most humans don’t have the awareness or the lan-
guage to fully express themselves and few have the ultimate skill of telling 
the truth easily.   

I love the thought that when my client is saying something that 
doesn’t jive with their tone, voice or my past experience of working with 
them, I ask them to clarify.  I love the magic words, “Hmmm, could you 
give me some greater clarity?”   

I love the thought that I never assume the first thing the client says 
is what they really mean.  I can deal with someone on an ad call that says, 
“I just want to get some information.  Just tell me how much that home is 
worth.”  I never believe that’s true or that it’s all they really want.  They 
don’t even know what they want.  I just want the address.  They don’t 
even know what they really, really want.  They don’t even know what else 
to ask.   

I love the thought that I know listening isn’t a passive process.  I 
don’t need to be silent in order to be listening.  In fact, most of my buyers, 
sellers and borrowers need and want me to give an indication that I’m not 
just listening, but that I’m really hearing, feeling, experiencing and under-
standing them.   

I love the thought that all I have to say is, “Before you say anything 
else, let me just tell you what I’ve heard so far and then you tell me if I’ve 
got an accurate picture of what you’re trying to communicate.”  

I love the thought that I prove I really hear my client. 
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I love the thought that I just don’t listen for stuff.  I listen for what’s 
really going on.   

I love the thought that I give the macro – or big picture – versus do-
ing micro-advising or micro-consulting (the little stuff).   I always look for 
the big stuff first and seek to understand what’s really going on. 

I love the thought that I don’t assume I’m able to hear much of 
what’s going on.   

I love the thought that I use listening wisdom.  I don’t just listen to 
what they say, but how I feel about what the client is saying.   

I love the thought that I’m always matching what I hear from my 
client against my experience.  I’m looking at the entire situation, listening 
to the tone of how they’re saying it, watching their body language, listen-
ing to their behavior and really deepening my wisdom by listening to all of 
it.   

I love the thought that I listen first to see where people are emotion-
ally.  I know that thought creates an emotion and the emotion becomes an 
action. 

I love the thought that whatever people are thinking, they’re feel-
ing.  And whatever they’re feeling is the way that they’re acting.   

I love the thought that I listen for feelings first and I listen very 
carefully for fear.  I listen for upsets, tiredness and resignation.  I listen for 
people who have a sense of domination, power or control and I listen for 
sadness.   
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I love the thought that when my client makes a threat or when they 
whine, blame, use foul language, start to exaggerate, build a case or start 
to give evidence they are upset, they are actually lacking any kind of re-
serve in their life and don’t have enough space for anything to go wrong. I 
love when people are upset. 

I love the thought that the easiest way to restore my integrity is to 
upgrade the community of people I hang around.   

I love the thought that the environment I put myself in and the peo-
ple I hang around with shape my soul.   

I love the thought that I can easily upgrade my community and get 
involved in Do Groups, in master-mind groups and with people who will 
upgrade me.   

I love the thought that some people will continually be upset no 
matter how much I grow because I love reality.   

I love the thought that I extend my boundaries dramatically.  I dou-
ble or triple my boundaries and I make a commitment not to hang around 
upset people.   

I love the thought that I listen for people who are tired, both emo-
tionally and physically.  I listen for people who have too many things in 
their life they are tolerating.  I listen for people who have too much mess 
in their life.   

I love the thought that obligation without commitment creates a 
mess so I listen for that.   
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I love the thought that when I’m with a client, I ask them how many 
obligations they’re not really committed to.   

I love the thought that I can commit to listening before I give advice 
with one simple statement.  That statement is, “Let me tell you what I 
know.  Then I want you to tell me if you can use what I know.”   

I love the thought that before I give advice I say, “Here’s what I’ve 
seen work.  You tell me if it sounds like it’s worth experimenting with.”  I 
love those magic words.   

I love the thought I can always say in a really tough situation: 
“Here’s what I’ve advised other clients and this is what happened to them.  
Are you ready?”  Then I go into my story.   

I love the thought that when somebody asks me for what I think 
their home is worth I can easily say, “Well, I think that’s not the right 
question.  I think our focus should be on what’s important about selling to 
you and based on what’s important about selling to you, I think we can 
talk about what the best price is to sell your home for.”  

I love the thought that I can always say, “Hey, let me share some-
thing with you.  I think I know how that works.”   

I love the thought that when someone asks me how the market is 
right now I can easily say, “Well let me share something that I know about 
the market and how it works, especially when it’s time to get a home sold 
in today’s market place”. 

I love the thought that I can wrap my advice inside a formula like 
focus plus action equals results.    
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I love the thought that the formula of getting things done is desire 
plus evidence equals commitment.  I love the formula: education plus ex-
perienced opinion equals great advice.   

I love the thought that people will first give me their attention.  In 
the Internet world, the first thing I want to do is build an audience that is 
paying attention to me.   

I love the thought that I get people to pay attention to me by giving 
them information that they like.   

I love the thought that the first step in lead generation is that I must 
get my prospect’s attention.   

I love the thought that the narrower my market is, the easier it is for 
me to get people’s attention.   

I love the thought that once I get someone’s attention and I ask 
somebody to come into our office, or my webinar, or my buyer seminar, 
into their home or spending time with me on the telephone, what I’m real-
ly saying is: “The value that you’re going to receive with the time you 
give me is greater than any other thing that you can do with your time.  
I’m trading your time for my value right now.”   

I love the thought that once people give me time, the next thing I’m 
looking for is trust.   

I love the thought that trust is something that comes after attention 
and time. 

I love the thought that the goals and dreams  is so crucial because I 
become trustworthy when my clients tell me the truth.   
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I love the thought that I receive money after getting a client’s atten-
tion, time and trust.   

I love the thought that money comes from my recommendations.  
When I give a recommendation I love using the words, “Based on what 
you told me, here is what I suggest you do.”   

I love the thought that I make strong recommendations based on 
trust.  

I love the thought that I have a simple formula for conversions 
which is A+T+T=M.  That’s my process: Attention (A)+ T (time) + T 
(trust) = M (money).   

I love the thought that I can get to wherever I want to be if I look 
forward to where I want to be and spend no time at all complaining about 
where I am now.   

I love the thought that the responsive universe makes no distinction 
between the thoughts I think about my current reality and the thoughts I 
think about my improved life.   

I love the thought of making a list of what I want and then dwelling 
on it.  I ignore what I do not want.   

I love the thought of selective attachment.  It’s my process of sifting 
through everything and putting it through a filter.  Everything that comes 
into my life gets filtered and only connects to those experiences and rela-
tionships that support the highest version of myself for my truest path.   
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I love the thought that I deconstruct a transaction to develop my 
ability to look at what has occurred and take all the great learning from 
that experience and carry it forward into my future.   

I love the thought that I don’t rely on my recall, but I do rely on my 
transactional journal.   

I love the thought that I dedicate four pages of my journal for each 
client to record their transactional journey.   

I love the thought that each client is a chapter in my book.  If I 
wanted to help twenty-five people this year, I’d have twenty-five stories 
written. 

I love the thought that I can watch Micah Peterson’s Big Opportuni-
ty to learn how to deconstruct a transaction and see what a model of true 
success looks like.   

I love the thought that I am achieving everything I’ve done in the 
past.  

I love the thought that I am an archivist and I archive everything 
I’ve done in the past.   

I love the thought I can sit down with my clients and say, “Over the 
last year I helped twenty-seven people buy or sell a home or get a loan.  
What I’ve done is I’ve written a story about each one of those twenty-sev-
en people.  I wrote each story about how I got their attention, why they 
invested time with me, how I earned their trust and what I did to get them 
into a place where they now own a home or have a new loan or sold their 
home.  I put these stories in a book right here.  In each one of these stories, 
I learned a minimum of ten things from the transaction.  So in the last 
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year, I’ve learned over 270 new insights that I’m going to be bringing to 
your transaction.”  Then I hand them the book and I say, “Here’s my story.  
Go ahead.  Read some of the stories.”   

I love the thought about contentimonials.   I love the use of the 
word contentimonial.   Not testimonial, but contentimonial.  Testimonials 
are about me.  Contentimonials are about my client talking about the com-
plete experience of attention, time, trust, and money.   

I love the thought that I am in the business of creating stories others 
will tell about me.   

I love the thought that I’m in the business of telling the story of 
how I got someone’s attention, how that attention resulted in them giving 
me their time, how that time turned into trust and how that trust turned 
into money.  During the entire experience, they were inspired to introduce 
me to the people that they care about most.  

I love the thought that when I decide I’m done with the real estate 
or mortgage business all I leave behind are my stories.  That’s why I love 
the thought that I now archive them.  I document them and I start today.   

I love the thought that I focus on discovering new ways to think 
about my clients and who is coming into my life.   

I love the thought that people trust me.  I love that thought.  

I love the thought that when I’m having a difficult time getting 
trust, it’s because people are not telling me the truth or I’m not telling 
them the truth.   
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I love the thought that once people trust me, they can receive my 
advice.   

I love the thought that I’m always looking for new insights, new 
awareness, new ways of thinking and new ways of pushing out old ideas 
to allow new ideas to come clearly into my mind.   

I love the thought that Power Productivity calls are like mental Ex-
Lax.  They loosen up some of my old thinking, help me stop worrying 
about the market and the competition and start me really thinking about 
getting attention, time and trust. 

I love the thought of keeping the conversion process in mind be-
cause the Psychology, Art and Science of Conversion is simply attention + 
time + trust = money.   

I love the thought that when value is recognized, value is received. 

I love the thought that one of the most valuable things I’ll ever do 
for someone is understand what their 5, 6, and 7 is.  When they give me 
information, I interpret that information in the context of their goals and 
dreams .  This is extraordinarily valuable.   

I love the thought that I create great value for people when I warn 
people about their behavior, their thinking and other people.   

I love the thought that I create value for my clients when I make 
them aware of all the dangers and all the things that jeopardize their goals 
and dreams .   

I love the thought that I create enormous value in protecting my 
client from what they don’t know they don’t even know.   
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I love the thought that I create value for my clients by making great 
recommendations.   

I love the thought that the eleven most effective words to use when 
I give advice are: “Based on what you told me” followed by their goals 
and dreams  and then “this is your next best step.”   

I love the thought that whenever I want to give advice or a recom-
mendation I ask myself, “How could I wrap that inside their goals and 
dreams ?”   

I love the thought that I inspire my clients by reminding them of 
their goals and dreams .  I keep reminding them that they can do this, that 
they have a dream, that they’re really close and that they’re getting closer.  
In every step, they’re getting closer to having their goals and dreams . 

I love the thought that there is a subtle distinction between attract-
ing new clients versus seducing new clients.   

I love the thought that I want to attract people.  I want to attract 
money.   I want to attract energy into my life rather than seduce or pro-
mote things.   

I love the thought that the easiest way to convert a lead to an ap-
pointment is to work with a client who is referred to me.   

I love the thought that I have mastered my referability habits.  

I love the thought that the best marketing strategy in the world is 
referability and that’s why I belong to By Referral Only.  I love the 
thought that being referable means that my existing clients, customers and 
people in my during and after unit want to tell other people about me be-
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cause they want to see me successful.  They want to see me do a great job.  
They want me to be referable.  They are continually cloning themselves. 

I love the thought that I show up on time all the time.  I mean all 
the time.   

I love the thought that I always do what I say I’m going to do.  

I love the thought that I always finish what I start.  

I love the thought that I always say please and thank you.  

I love the thought that my four referability habits show how much I 
appreciate people.  I demonstrate to other people that they are important, 
that their goals are important and that I value them.  It communicates ap-
preciation and that I’m not taking anyone for granted.   

I love the thought that respect and appreciation are really my per-
manent safeguards against indifference, arrogance, negligence and sloppi-
ness. 

I love the thought that when I am persuading someone that needs a 
lot of influence, I give triple proof.   

I love the thought that when I’m on the phone with a client who 
needs lots of influence and I want to have an appointment with that per-
son, I use this very powerful triple proof script.  

I say, “You know Mr. and Mrs. Johnson, experience shows that the 
more time that we invest up front investigating what’s really important to 
you about buying a home, the less time and energy we’re going to waste 
looking for homes that you don’t want to see.  After all, the National As-
sociation of Realtors said that the biggest frustration people have working 
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with a realtor is looking at homes they’re not interested in.  The great 
thing is that we could eliminate any of that frustration by just coming into 
the office for a complete home owner evaluation.  

As a matter of fact, recently a young couple came to me and they 
were completely frustrated with the agent they were working with. I asked 
them their biggest frustration.  They said the agent was showing them 
homes that weren’t right for them.  I asked them where they first met the 
agent and they told me they met at the house.  I asked them whose idea 
that was and they told me it was their idea. 

Then I said, ‘Did the agent ever suggest that you come in to the of-
fice for a home owner evaluation?’  They said, ‘No, they never made that 
suggestion.’  

I said, ‘Is it important to you to eliminate that frustration and only 
look at homes that really match what’s important to you?’  They said, 
‘Yes.’  Then I said, ‘Experience shows that 85% of the time you can elimi-
nate wasted time and frustration if you invest your time up front and skill-
fully evaluate what’s really true and determine your home owner needs.’   

I invited the young couple in.  I explained my roles.  I’m a consul-
tant, I’m a negotiator and I’m a person who oversees the transactional de-
tails.  

After I explained this to them, they set up an appointment and came 
into the office.  The result was they had a great experience.  After all, I’m 
sure you want to enjoy the experience of buying a home as much as you 
enjoy the experience of looking for a home.”  

I love the thought that I am masterful with this triple proof script.  
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I love the thought that I never wing it.  I’m a pro.  I’m always fully 
prepared.   

I love the thought that I can point out my client’s strengths.  

I love the thought that I remind my client who they really are and 
who they’re becoming.  I really love reminding them that they decided to 
improve their life.   

I love the thought that I endorse my clients.  

I love the thought that endorsement means I encourage and ac-
knowledge clients. 

I love the thought that when someone is doing something outside 
their comfort zone, they need lots of endorsement.   

I love the thought that I reassure my clients they can do this.  

I love the thought that I love to say, “You can make it.”  

I love the thought that they deserve this house.  

I love the thought of saying, “You can own a home.  You can make 
it.  You can do this.”  I say it over and over again.   

I love the thought that I hold the vision for my clients.  I might say 
to them, “You know, you’re doing this so you can be and do and have your 
goals and dreams .  It’s worth it to you.  Don’t stop now.  I have faith in 
you.  I know that you can make it.  I know that you can do this.”   
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I love the thought that I know what I want for my clients.  I love the 
thought that I challenge them to want a whole lot more for themselves 
than they currently do. 

I love the thought that I keep the focus on what’s important about 
buying or selling a home to them.   

I love the thought that I keep on looking for the reasons behind 
what’s important to them.  I keep reminding them, “Now remember the 
reason we’re selling a home is 5, 6, and 7.”  “Remember the reason we’re 
out looking for homes is goals and dreams .”  

I love the thought that when I go in and show a home, I don’t just 
say, “Hey, let’s look at the home.”  What I say is, “Now we’re looking at a 
home and keep in mind as we’re looking at the home if it helps you reach 
your goals and dreams .”   

I love the thought that I might say their goals and dreams  one hun-
dred times from the moment I discover it to the time the transaction is 
complete.  I love that thought.   

I love the thought that I can show that I really care about their goals 
and dreams .   

I love the thought that sometimes the client just needs me to love, 
support and care for them.   

I love the thought that sometimes I just need to spend extra time 
with people who are going through difficult times. 

I love the thought that I make my clients right even when they’re 
not.  
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I love the thought that I have a compassionate and respectful heart.  

I love the thought that I can help my clients move past the cycles of 
idealism to frustrated, defiant, surrendered, aware, decisive and commit-
ted.   

I love the thought that I have mastered the language skills in con-
verting leads to appointments, appointments to contracts, contracts to clos-
ings and closings to referrals.  I love the thought that I have mastered The 
Psychology, Art and Science of Conversion. 
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Congratulations! 
Congratulations on finishing Lead Conversion: The Psy-chology, 

Art and Science of Converting a Lead to a Commission Check. 

When I set out to create this book, I wanted to give you access to my 
best thinking, my best insights and my best techniques to convert leads to 
appointments, appointments to contracts and contracts to closings.   

I believe I have accomplished that goal.  

Thank you.  

Joe Stumpf 
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About Joe Stumpf	

Joe Stumpf has been in and around the real estate coaching and training 
business since 1977. In 1981, he started his training and coaching compa-
ny, which has grown to be one of the largest coaching companies in North 
America.

Joe Stumpf has a subscription-based company with over 5,000 clients, the 
purpose of which is to teach the principles, provide the tools and systems, 
to be highly profitable and at the same time serve others with the heart of a 
“Super Servant”.

Joe Stumpf invests most of his time and energy in creating, writing, and 
video/audio recording, while his leadership team runs his company’s day-
to-day operations.

His work has been a wonderful vehicle to express his creativity, as through 
it he gets to live a life fully expressed as a model of possibility. It is the 
perfect forum for him to discover and allow his most authentic self to be 
publicly shared.

In all of Joe Stumpf’s work his intention is to create the next version of 
himself, one which is more aligned with his soul- purpose. He has gained 
a sense of mastery on the goal line while maintaining a sense of sacred 
purpose.

Reading, writing, teaching, and coaching is woven into his fabric.He pos-
sesses a beautiful coaching gift of being able to channel insight and 
awareness to people when they seek clarity and direction in business and 
life.

He helps people in profound ways so they can experience the shifts they 
desire as a result of crossing his path.

He views this as his life’s purpose.You’re welcome to take a closer look at 
Joe’s work at ByReferralOnly.com or you can write to Joe at           
JoeStumpf@byreferralonly.com.
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