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You've probably heard
them all, but even the
difficuit objections can be
overcome with special,
learned technigues.

A YOULRE man approached me al a seminar recently
and said, “Fve figured the magic formula for han-
dling all real estate objections. Would you like to
know what it is?”

Obviously, my answer was “ves.”

“Quit the business, and vou'll leave all the tough
ohjoctions behind,” he said,

Well, that’s one approach to handling objections,
but | don't think it’s the best one. 1 must agree, how-
ever, that objections are probably one of the main
reasons why people become discouraged, consuin-
mate fewer sales and eventually leave the business.

Think for a moment. After six weeks of working
with a customorn, youw're sure that you will list the
property tonight. when midway through the presen-
tation vour customer says, “Mike, we think a lot of
you, and we're sure you can do a great job, but we've
promised a friend in the business . . .7

Or vou're showing property, and a contract seems
only moments away because the home, the neighbor-
haod and the financial terms are pretty close to per-
fect. But just as you begin to write the contract, your
buyer says. “Mike, this is probably the right home,
antd we may never find another {ike it, but we're
going to wait a few months until interest rates fall.”

If vow've never encounlered situations such as
these, you're probably not really involved with the
real estate business.

An objection is simply "a yuestion in the mind of
the customer that remains unanswered.” If vou can
answer their questions effectively, yowll answer
their objections, and you'll get a signed contract, The
problem in the marketplace loday is not the ob-
jections {rom the customers or their gueslions. Ne,
the problem is more sevare than that. Most salespeo-
ple are defeated not by the customer’s objections, but
by the objections they create in their own minds as
10 why they can’t get the listing or make the sale.

When vou think about it, most of us start cut
thinking the customer is not going to buy. or the
sellar is not going lo list. Now, 1s0’t that a great ap-
proach to working with a client?

The seminars | conduct on handling objections
are built on two thoughts: (1) all objections are pasy
to landle, and {2) vou do become what vou think
about. [ try to prove that all objechions are easy to
handle, and if vou think they are easy you are right.
Yot. if you think thev are going to beat you, you are
also right. Lef’s not confuse ﬁlis with the posilive
thinking concepts so prevalent today, because you
must not only believe that objections are easy to han-
dic. but you must also lgarn the sales techniques
pecessary for handling the objections as they ocour,

Here are four techniques you can learn and use
today:

Concept #1: All objections are easy to handle
through a strong presentation. Sounds easy, right?
We've proved in working with thousands of sales
people that the strength of vour presentation deter-
mines the number of objections vou will receive. For
example, Salesman Bob bumbles threugh a poor list-
ing presentation, and the customer responds with 1
want to think #t over,” “1 have a {riend in the busi-
ness,” “We're considering going FSBG.” or “We'd

“like vou to cut your commission.” Yet when Sales-

woman Mary makes a listing presentation, the cus-

tomer often signs the contract,

When he shows property, Bob points to the living-
room, diningroom and kitchen, and the prospect re-
sponds with “The price is too high,” “Interest rales
are oo high,” or “We haven't seen enough homes yet.”
Again, Mary takes her buyer around and makes an
smotional, exciting presentation and comes back to
the office with a signed contracl. So you see, therc is
a direct correlation helween the number of objee-
tions vou receive and the strength of your presenta-
tion,

I would like you to check the strength of your
presentation by doing one of these things: (A) racord
the complete prosentation with a cassette player and
then critique it, (8) ask your manager to go along and
critique your presentation, or (C} ask one of the sales-
persons in your office to accompany, you and check
your presentation.

1 believe every salesperson should use a canned
or planned presentation and say approximately the
same thing each time. Many salespeople who dis-
agree will argue for a presentation that is “off the
cuff,” and my response is “that's why yoeur produc-
tion is off the board.” A streng presentation will
gliminate most of your ebjections.

Concept #2: All ebjections are easy to handie
when you learn to close effectively. Closing is de-
fined as helping a customer make a decision. If we
assume that mosl customers are afraid to make a de-
cision, then our ability to close effectively on the ob-
jections will assist the customer greatly. Remember
that closing is a natural ending to any goed presenta-
tion and something that customers expect, so don’l
disappoint them. If we make a weak presentation or
somchow lose the customer during a good presen-
tation, we can always recover with strong closing
techniques.

Ciosing lechniques have been designed for nearly
avery objection that a customer will offer. For exam-
ple, the summary close was designed lo handle the
objection, “I want to think it over” The inflution
close responds to the objection, “The interest rates
are too high.” Do vou know, understand and use
these techniques? If not, and if you make a poor pre-
sentation, what arce vour chances of handling objec-
tions effectively?

Too many salespeople fail to learn closing tech-
niques because they think that too much strength re-
flecis a bad image or suggests high pressure tactics.
First of all, vou and your customer are much betior
off if you’te strong, because everyone wins. The cus-
tomer gets the house, and vou get the commission.
The sooner vou learn and combine appropriate clos-
ing techniques with a strong presentation, the better
chance vou'll stand with objections.

Concept #3: All objections are easy to handle
when you increase your activity level. It is my belief
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that most salespeople do not understand that real es-
tate is a pure numbets game; lhe more people you
see, the better off you are, A dirvect correlation exists
between the number of contacts madé daily and the
transactions yvou will have. How does the numbers’
game concept make handling objections any easier?
It really doesn’t, but since Emu will probably get ob-
jections anyvway because of & poor presentation and
inability to close, you might as well play the num-
hers game in high volume and hope someone will
buy in spite of it}

You see, if vou ask enough buvers to buy and
enough sellers to sell, someone wiil always sign a
contract. To make Concept #3 work, you must deter-
mine your closing percentage as closely as possible.
Simply stated, what is vour ratio of prospects to
sales? How many presentations do you make before
you list a home? Once this is determined (let’s say
one prospect in four lists or sells with you), then it
really doesn't matter how good your presentation or
closing technigues are because a certain percentage
will always sign on the dotted line.

Cencept #4: All objections are easy to handle
because they never change. Onge understood, this is
the most unique concept and the easiest to use. For
example, vou may receive the following objections
on your listing presentation:

® | want to think it over

® ] have a friend in the business

e We'd like {o compare companies

® We're going to try FSBO

8 Spaneone else said they could get more money

® Your office is too small or too big

# We need to buy §rst before we sell

® Your offiee is too far away

# 1'd like you to cuf your comnission

When vou look at objections, you'll discover that
{1) the objections are very conunon, {2) they haven't
changed much over the years, (3} if vou knew all the
answers, you'd probably Hst more property, and (4} it
you didn’t know all the answers, it would probabty
hinder your production. Our big advantage is that
sellers generally don't think of any new objections.
That's because the list of nine objections works so
well against the real estate peopie that thers’s no
sense in changing it -

Think for a minute: exactly how long would it
take you to develop a short answer to each of the
nine objections? How about brainstorming with your
staff at a sales meeting on this? Just think what a
strong salesperson you would become if you had im-
mediate responses to each objection. It would have
multipie benefits. First, you'd have more confidence
which would lead you to prospect. Second, your pre-
sentation would be more effective, and third and
most important, it would give the customers an-
swers, and that’s what they want.

[ think you can see that objections are caused by
the salesperson, and the effects are devastating.
However, with a little bit of patience, understanding
and hard work, vou'll discover that all objections are
easv to handle.
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