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Coustoag the e
implieg, so goes
the marketing of
these properties:
“Special and Unique.”
Fhey are the wpe of prop-

winld shy away from, as far

ds advertising gnes, Much pre--
ferred are the properties you eould
adveriise alongwith any ene of baenty-

tive to fifly others i (he same ad.

The other major problem with

these properties is the “time w sell” |
remember vividly & manager’s eves
getling wider, sorl of rolling baek in
their heads, and the “what do you
mean it will {ake a year or more to
sedl.” rofiing oul of ielr miouths,

That was len years agn. back
before mosi agents were on the 100
cominission spit. Now agents pay for
their own advertising, so the vosts and
deeistons are aurs. (I vou're an agend
still o & conventional splilt program
with your broker, all | can savis, "Good
Luek!™)

Specializing in one wpe of prop-
erfy helps make things simpler. For
exatuple, when [ started. | specialized
inn only hovse farms and 1 stll sell a lot
of them. [ have a list of alf the horse
farme in the state of Marvland. 1 have a
Hist of magazines and chronicdes that
pave W do with horses.

Main Hsis sueh as these should
braneh uk {o sister occupations, in my
case, furriers and veferinarians, The
next Hst sheuld focos on the type of
person who would be your polentiad
buger. For instance, the peeson looking

cunfinid onepage |

By Guridi Sms, ALC

erty mosl office managers

Marketing
Spectal Properties

A REALTOR* PERSPECTIVE

elling &
home i el
Ways an emg-
tional experienee.
Selling « unique oF
special home for one
who has built or restored a
: home, or hus o large parf of
" hinvhersell mvesied in the home, 1x a
sensitive and even wregching experi-
ence for many ewners. If you the
ageni are to have 4 warm and pro-
duetive rolationship and a suecessiul
*transaction, you must place vourself
* i vour chents” shoes and allow youwr-
“sell lo experience theilr love aflair
* with the property. as well as the an ot
of thelr “separation anxiciy”
c Let’s walk twough some of the
- aspects of this process that beplns.
and I some ways reaches an cmo-
tHonal peak in the Bsting of a special
Y orungue properfy:
£. When yvou step onte the prap-
erty, siep nfe the ownors’ shoes. To
der i thovough job, make an initigl ¥isit
o the properiy. not only o speeify the
detaily and features of the home, but
more frportantly, Lo have an opporiv-
nity o Hgten to the “storv of the home
rom $he eves of the cwper”

1 this Is a truly special home, the
awner will have & strone atachment
to it You will wunt to snderstand this
attachment. of eourse, but you must
also educaie the owner Lo overcone
those nearly uecontrollable enotions,
During the eniive process, the ewner
will need your belp through the injtial
pricing of the property io setlemenn,
and the impending parting
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for a million plus horse farm is not going 10
be looking in the Home Buyers Jowrnol or
Aomes magazine. He or she may however,
read the Washingtoidan, Wnashinglon
Post, medical journals, Blood Horse or
HMerryland Horse,

The Internet is another means of adver-
tsing vou shonld try, although the vordict is
siill oud on the qualily of the responses, [f
there is a possibilily of an out-of-stale buver,
other modia, sueh as e magazine and
Wall Street Jowrnal should also be used.

As the fype of property you are mar-
keting changes, so must your fists, They
shoatld be special and unigue to caeh prop-
criv. What brings you greal response last
vear may 161 work this vear and vise versa,
Keep good records of vour responses.

One of Lhe biggest ussets to me now is
time in the business. Over 95% of my busi-
ness is now by referral—people coming back
or sending clients to me, and referrals from
other ageats, from my company as woll as
other companies, Time in the business cre-
ates an unspoken partnership with other
agenis doing the same iype of business.
They'll calt io let vou know of & new property
they hiave Bsted or of & buver's need which
(hey fee) von may have Histed or know of.

Last and maybe most imporiant is mar-
keting sessions. 1 belong 1o REALUTORS*
Land Institute and fthe Mid-\lantic Heal
Esiafe Markeling Assoelation. 1t doesn't
maiter if you're dealing with a condo in
Hawail or & [ar in Marvland, you can and
shonld market it at & markeiing session.
There are loeal, national and international
ones, depending on vour needs. There are
ggents uud counselors who draw out your
olients needs, help vou W establish market
strategies vou may not have thought of, ink-
tate exchanges, recommend revocable
Hedng trusts or suctioning of the property
You may have a sefler who has & farm valied
al 515 million who may take a eondo in
Hawaii and the ineome [rom 51,000,000
worth of notes held by the purchaser. Your
selter's needs may pot abvays be a sale!!

Gierrie Sims, JALC 88 v her 230d giear in
real estote anl started speclalizing afler
Fr second pecn, ST was voled the farmn
cend laned agend of the year for 199 Ty
REALTORS® Lol Instiftute chopter 32,
MDD, DE & D She has etrned the Eitle of
Morylnl Lomd  Speciulist and  the
deereditod Land Consullont (ALC) desiy-

won,
A i
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2. Use your understanding of the
properly’s amblance {0 design yoor mar
keting. Remoember thal the prospect reading
your advertisement will only pick up the
phone and dial your nunber if he or she has
heen inspired. and if there are guestions the
ad doesn't answer

Adwertise how the preperty “feels,” not
BRs and BAs. Making vour phone ting takes
vou and the owner thal much doser to the
uliimate  goal,  selling  the property
Purtienkarly with onique or special proper-
ties, gl agents info the home o culighien

them to its spectal appoal.

3. Aunlyze the trigger points of the
property. ldentily the target marke!, and
desipn the advertisement or marketing ool
{0 inspire Lhat potential prospect.

4. Desensitize the owner to prepare
him for sepuation anxicty A good analogy
35 the old saying, “.vouwre not losing a
daughter, but gaining a son.” Focus the seller
on the transition to the new home—selling
this howme is a means to that end.

Just as these proporties ave unique, the
barver may also he as unigue, or the prover-
hint needle In the haystack. Consider placing
vour advertising in those onusual places to

tweak the interest of the wnusual buyer
(Often that special buyer will ignore the
problem aveas that all of the other prospects
have identified as ebjectionable. Rathen, he
will be so focused on the primary lealure he
finds appealing that all else is exirancous,

Adthough you have a license o sell real
propopty, that is not entircly what veu do.
Think about ii: do people actuaily buy some-
thing they can feel and {euch. or do they wti-
nwitely buy the property that satisfies
something deep ipside, the property that
they love, (he one that makes the "emotional
eonneelion”? .

Cusiomers, more often thas nol, will
look past thelr exhaustive list of “must
haves” {0 buy the property thal trigeers their
hearts and souls fo do “flip Jops.” I you are
t0 be suceessiul in this process, set aside the
surgical technignes, and focus on “Matiors of
the Heart” Although vour customers may
focus entirely on the details, you must find out
whal makes them feef good, if you want the
ending o be happy for evervone. Home is
where (he heart is.

How i il thut we are talking sbout
huyers when this is supposed to be about
Marketing Unique or Speeial Homes? The
magie to marketing and selling special or
uligue properties requires that von st
develop a sensitivity io those raw emotions,
heing sepsitive enough Lo grasp that inani-
mate ambiance of the properfy that will
appesd fo the heart and scll the properiy.

If vou do nol definc and porteay those
emotions in vour marketing, the compuler
fisting, the brochure, and in the showing of
the property, there is ttle chance of linding
the prospects and selling thal property: This
process beging before vou ever walk In the
sedler's front deor and continues through to
tha sefticment table, Good Luck!

Priseilln D, Bewner of Long & Foster
BEALTORS® (Kenttund office) is a ctondi-
date for Certified nternutiona Property
Specialist, She hay speciatized i wdgue
el equestriten properties over e post
12 mears. The most updque properties i
Frer martfolio arve tslands in the Baliamas,
Priseille eon be roached @l 300-540-0552.
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