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    Chapter 1

    Your Home Didn't Fail. The Plan Did.

    Let me start with something most agents won't say to you.

    If your listing expired, or you canceled it because you were tired of waiting, I don't believe the problem was your home.

    Of course your home has quirks. Every home does. But I've walked through hundreds of houses across Frisco, Plano, Prosper, McKinney, Little Elm and The Colony. Over and over, I've seen good homes in good neighborhoods sit on the market for one simple reason: nobody built a real plan to sell them.

    That's a hard thing to hear when you've already been through it. You signed the paperwork and cleaned the house every morning. You left with the kids and the dog for showing after showing. You waited by the phone for an offer that never came. Then the listing ran out, or you pulled the plug. Now you're wondering if you're the problem, if the house is the problem, or if the market just passed you by.

    I want you to set that worry down for a few minutes. That's why I wrote this book.

    WHAT A STALLED LISTING REALLY COSTS YOU

    I'm going to be direct with you, because you deserve that. A home that sits doesn't just sit. It costs you money every single day, and most of those costs are invisible until you add them up.

    Here's an illustrative composite, built from patterns I see all the time. It isn't a specific client. Picture a four-bedroom home in Prosper listed at $849,000. It stays on the market for five months and expires.

    Think about what those five months cost:

    
      	Mortgage, taxes and insurance. On a home at that price in Collin County, carrying costs can easily run $5,500 to $6,500 a month. Over five months, that's roughly $27,000 to $32,000 spent just to keep the lights on while you wait.

      	The "stale listing" penalty. Buyers and their agents can see days on market. Once a home has been sitting a while, the first question in their head is "What's wrong with it?" Offers come in lower, and they come in with more demands.

      	The life you put on hold. Maybe you already bought your next home. Maybe a new job is waiting in another state, or a growing family needs more space. Every extra month is a month you aren't living the next chapter.

      	The emotional toll. This one never shows up on a closing statement, but it's real. Selling a home that won't sell is exhausting.

    

    Now here's the part that worries me most. When a listing stalls, many sellers fall back on the only lever anyone has offered them: drop the price, drop it again, then drop it one more time. Sometimes a price adjustment really is the right move. I'll be honest with you about that whenever it's true. But a price cut with no other changes is like repainting a car with a bad engine. It might look different, but it still won't run the way it should.

    EXPIRED OR CANCELED, THE STORY USUALLY STARTS THE SAME WAY

    This book is for two kinds of homeowners.

    The first is the seller whose listing expired. The contract ran out, the home didn't sell, and the sign came down.

    The second is the seller who canceled. Maybe you felt you weren't being heard. Maybe the showings dried up, or you decided to wait for a better season, or you simply lost faith in the process. Canceled sellers often blame themselves for "giving up." I see it differently. A lot of the time, canceling was the smartest decision you could have made. You stopped a plan that wasn't working.

    Either way, you're in the same place now: a home that still needs to sell and a lot of lessons you paid for the hard way. The good news is that those lessons are worth something. I'm going to help you use them.

    THE "THROW IT IN THE MLS AND HOPE" APPROACH

    Here's what I see far too often in this market.

    An agent comes over, walks the house and pulls a few comps. They take some photos, sometimes on a phone. They type up a description that sounds like every other listing in the neighborhood and put the home in the MLS. Then they wait.

    That's the plan. List it and hope.

    To be fair, in a red-hot market, that sometimes works. When there are ten buyers for every house, almost anything sells. But the market in North Texas today rewards homes that stand out and quietly punishes homes that blend in. If your home looked like every other listing in its price range, buyers had no reason to choose it. They scrolled right past.

    Here's another illustrative composite. Imagine a beautiful home in Frisco listed at $725,000. It has a great backyard with mature trees, which is rare in a newer part of town. In the original listing, the first photo was the front elevation on a cloudy day, and the backyard showed up as photo number twenty-three. The description led with "3 bed, 2.5 bath, open concept." Every home in that price range is open concept. The one thing that made this home different was buried where almost no one would see it.

    Nothing about that home was wrong. The plan was wrong.

    WHAT A REAL PLAN LOOKS LIKE

    I'm going to walk you through my entire process over the course of this book, piece by piece. Here's a preview so you know where we're headed.

    Before your home ever goes live, I do homework most agents skip. I pick up the phone and call the agents behind recent closings near you. I ask them a simple question: "How did you find your buyer?" Sometimes the answer is an open house, sometimes a relocation company, sometimes a social media post that reached the right family two states away. Every one of those conversations tells me something about the buyers who are actually purchasing in your area right now.

    Then I look at what I call "copycat neighborhoods." I'll ask you, because you know your area better than any database: "If a buyer were looking at your neighborhood, where else would they be shopping?" That lets me widen the comparison set without reaching back six months into a market that has already moved. I want data from about the last 60 days. The market you're selling in today matters far more than the market from last spring.

    When it's time to show your home to the world, it won't look like everyone else's. You get professional photography with real estate wide-angle cameras that capture how a room actually feels. You get drone media that shows the lot, the neighborhood, the greenbelt or the trail system. When it adds value for your property, you get Zillow Showcase. You also get a dedicated property website built just for your home.

    That last piece matters more than most people realize. When a buyer clicks on your home on a big real estate portal, your listing sits right next to a dozen competitors, all fighting for attention. On your own property website, your home is the only one on the screen. I run social ads that send buyers straight to that site, where they can take their time and fall in love without distractions. Combine that with our global reach and you're no longer counting on whoever happens to be scrolling the MLS that week.

    And you'll never wonder what's going on. You get regular seller updates, so you know who's looking, what they're saying and what we're doing about it.

    THE QUESTION THAT CHANGES EVERYTHING

    Let me give you one more piece of the process now, because I think it explains why so many listings stall.

    After most showings, the feedback sounds something like this: "Beautiful home! Buyers loved it. Thanks for letting us see it."

    That sounds nice. It's also mostly useless. It's polite feedback, and polite feedback has quietly cost sellers a fortune. If buyers loved it, why didn't anyone make an offer?

    So I do two things differently. Before your home is shown, I personally call the buyer's agent to learn what their clients want and make sure they know what makes your home special. Then, after every showing, I call that agent again myself, not just an automated feedback request, and I ask a different question: "What would it take for you to put an offer on this property today?"

    That question gets past politeness. Suddenly you hear the truth: "Honestly, the backyard felt small for the price." "The primary bath needs updating, and we didn't want to take that on." "We liked it, but the one on the next street had a pool for about the same money."

    Now we have something we can work with. Sometimes the answer is a simple fix. Sometimes it's how we present the home. Sometimes, yes, it's a pricing conversation. But it's an honest, informed pricing conversation, not a guess made out of frustration.

    A QUICK STORY ABOUT LEVERS

    Here's one more illustrative composite to show you how this fits together.

    Picture a family in McKinney with a home originally listed at $689,000. They canceled after four months with very few showings and no offers. The previous agent's only advice was to drop to $649,000.

    When we looked at it fresh, we found three problems. The photos made the rooms look small and dark. The listing never mentioned that the home backed up to a greenbelt with a walking trail. And the comps came from a neighborhood buyers weren't actually cross-shopping.

    So we reshot the home with wide-angle photography and drone media that showed off the greenbelt. We built a property website and ran social ads to it. We rebuilt the pricing using copycat neighborhoods the sellers named, all with sales from the last 60 days. The fresh data supported a modest adjustment to $674,900. That's a real change, but nowhere near the $40,000 cut they'd been told was their only option.

    In this illustration, the home goes under contract in about five weeks at $668,000.

    Price was one lever. It wasn't the only lever, and it wasn't the first one we pulled.

    YOU'RE IN A BETTER POSITION THAN YOU THINK

    I know it may not feel that way right now. But a seller coming off an expired or canceled listing actually has an advantage over a first-time seller. You have information. You know what didn't work, and you may even know which buyers looked and walked away. In the right hands, all of that becomes the starting point for a much smarter plan.

    Your home didn't fail. It was never given the plan it deserved.

    In the next chapter, I'll show you exactly what usually goes wrong the first time around. I'll cover the hidden mistakes that quietly push buyers toward the house down the street, and why most sellers never find out they happened. Once you see them, you won't be able to unsee them. That's where your fresh start begins.

  
    Chapter 2

    The Hidden Mistakes That Sent Buyers Down the Street

    Here's something that bothers me about this business.

    When a home doesn't sell, the seller almost never finds out why. The listing quietly expires, or the seller cancels out of frustration, and the only explanation offered is some version of "The market is tough right now."

    Sometimes the market really is tough. But I've reviewed a lot of expired and canceled listings across North Texas. Again and again, I see the same handful of mistakes. They're rarely dramatic. They happen in a description, a photo order, a pricing spreadsheet or a showing report, and nobody notices. Each one gives a buyer a small reason to keep driving, right past your home to the one down the street.

    In this chapter, I'm going to pull those mistakes into the light. Some of them may sting a little. That's okay. A problem you can see is a problem you can fix.

    WHY TWO SIMILAR HOMES SELL FOR VERY DIFFERENT PRICES

    Let's start with a puzzle every seller should understand.

    Here's an illustrative composite, not a specific client. Picture two homes in the same Plano neighborhood, built by the same builder in the same year. Both have four bedrooms and about 3,100 square feet, and they sit three streets apart. One sells for $742,000 in three weeks. The other sits for four months, expires, and eventually sells for $699,000 with a new agent.

    Same neighborhood, same floor plan, same market. That's a $43,000 difference.

    If you asked most people why, they'd say the second home must have been overpriced. Maybe it was, a little. But when you dig in, price is almost never the whole story. The difference usually comes down to how each home was presented, who saw it, how buyers felt in the first few seconds, and how well the agent understood what buyers were really comparing it to.

    A home doesn't sell for what it's "worth" in some abstract sense. It sells for what a buyer is willing to pay, on that day, compared with everything else they could buy instead. That means two things matter enormously: how your home stacks up against the competition, and how well the right buyer understands why yours is the one.

    When either of those breaks down, buyers go down the street. Here are the most common ways it happens.

    HIDDEN MISTAKE #1: PRICING FROM THE OLD LIST INSTEAD OF THE MARKET

    Many expired listings were priced by looking backward. The agent pulled sales from six months ago, sometimes from a different kind of neighborhood, and added a little because the seller hoped for more. If the home didn't sell, the next step was often a reduction based on the old list price. "We were at $899,000, so let's try $875,000."

    The trouble is that buyers don't care about your old list price. They care about what else they can buy today.

    In my CMAs, I sort every comparable into three groups, because each one tells you something different:

    
      	Closed sales tell you what buyers have actually paid.

      	Pending sales tell you the prices buyers are agreeing to right now.

      	Active listings are your competition today, the homes buyers will tour the same afternoon they tour yours.

    

    I also look at a fourth group most sellers never hear about: canceled listings. Those are homes that tried to sell and stopped. They're some of the most useful data in the whole report, because they show you where buyers said "no."

    I keep that data recent, ideally within about 60 days, and I widen it with the copycat neighborhoods you help me identify. My rule is simple: comps set the price, not the old list.

    Here's an illustrative composite from Prosper. Picture a home listed at $925,000 that was reduced to $899,000 and then to $879,000 over five months. Each cut was measured against the last number, not against the market. When we rebuilt the analysis, the active homes buyers were cross-shopping were sitting between $860,000 and $890,000, and they had better photos and newer staging. The recent closings told a clear story. The right number was in the high $860s, but presentation had to change too. A price that matched the market plus a home that looked like the best option is what finally put it under contract.

    Price was part of the answer. It just had to be the right price, set for the right reasons.

    HIDDEN MISTAKE #2: LETTING THE CLOCK RUN BEFORE THE HOME WAS READY

    Days on market is a number every buyer can see, and it shapes how they think. A fresh listing feels exciting. A listing that has been sitting for 90 days feels like a question mark.

    One of the most common mistakes I see is going live before the home was ready. The photos are rushed, the house is half-staged, the description is thin. The listing burns its best weeks, the ones with the most buyer attention, while it looks its worst. By the time everything is polished, the momentum is gone.

    That's why I give sellers a choice. We can go live right away if the home is ready. If it isn't, we can use a short private pre-launch window of a few weeks. During that time, we get the photography, drone media and staging right, and we can quietly share the home with select agents and buyers to gather honest feedback and build demand before it ever goes public. When we launch, buyers see a home at its absolute best on day one, and some of them may already be waiting for it.

    You only get one first week. It should be your best week.

    HIDDEN MISTAKE #3: BURYING THE ONE THING THAT MAKES YOUR HOME DIFFERENT

    Most homes in a neighborhood share about 80 percent of the same features. Bedrooms, baths, open kitchen, two-car garage. Buyers barely notice those, because every house has them.

    What moves buyers is the other 20 percent: the thing your home has that the others don't.

    Here's an illustrative composite from Little Elm. Picture a home listed at $649,000, about a five-minute walk from the lake, with a covered back patio and an outdoor kitchen. The original listing led with "Spacious 4-bedroom home with open floor plan." The lake access wasn't mentioned until the last sentence. The outdoor kitchen showed up in photo nineteen. The home sat for 110 days and was canceled.

    When we relaunched it, we put the patio and outdoor kitchen in the very first photo, at golden hour. Drone media showed exactly how close the lake was. The headline was about the lifestyle, not the bedroom count. The home was the same and the price was close to the same. The result was completely different, because buyers who wanted that lifestyle could finally see it.

    If the best thing about your home is hidden, buyers can't fall in love with it.

    HIDDEN MISTAKE #4: TRUSTING POLITE FEEDBACK

    This is the mistake that frustrates me most, because it's so easy to miss.

    After a showing, the buyer's agent sends a quick note: "Lovely home, buyers enjoyed it, they're still looking." The seller feels encouraged. The listing agent forwards it along. Nobody learns anything.

    Here's what that polite note often hides. The buyers walked into the primary bathroom and quietly calculated a $30,000 remodel. Or they smelled the dog. Or they toured a home two streets over that had a bigger yard for the same money. They weren't going to say any of that in a courtesy email.

    So I don't settle for courtesy. Before your home is ever shown, I personally pick up the phone and call the buyer's agent. I want to know what their clients are looking for and what they're comparing your home against. Then, after every showing, I call that agent again myself. Not just an automated feedback request that gets ignored or answered with one word, but a real phone call where I ask, "What would it take for your client to make an offer today?"

    That question changes the conversation. It gives the other agent permission to be honest. Suddenly we hear real objections about price, condition or the competition, and we can actually respond. Sometimes that means a small repair, sometimes better staging in one room, and sometimes an honest look at price. Every answer is better than silence.

    Here's an illustrative composite from The Colony. Picture a home listed at $689,000 with 22 showings in two months and zero offers. The feedback file was full of words like "nice" and "great layout." When we started asking the real question, three different agents mentioned the same thing within a week. The dated light fixtures and old carpet made the home feel like a project next to similar homes nearby. A modest refresh solved it: new fixtures, fresh paint in two rooms and new carpet upstairs. With that and a relaunch, the home was under contract in four weeks for $681,000.

    Twenty-two showings had been telling the same story. Nobody had asked the question that would let them say it out loud.

    EXPIRED VS. CANCELED: TWO DOORS, ONE ROOM

    You might be reading this because your listing expired. Or maybe you canceled it yourself. Those can feel like very different experiences, but they usually lead to the same place.

    If your listing expired, you probably gave it every chance. You waited, you cooperated and you hoped. When it ran out, it may have felt like a verdict on your home. It wasn't. It was a verdict on a plan.

    If you canceled, you may feel like you "gave up." I'd push back on that. Many of the canceled sellers I talk with pulled their home because something felt off. The communication was thin, the feedback felt vague, or the marketing looked like everyone else's. Your instinct was right. You stopped spending time on a plan that wasn't working.

    I also hear some honest worries from both groups:

    
      	"We're taking a break." That makes sense. Selling is exhausting. A break can be smart, as long as it's used to prepare and not just to wait.

      	"Price wasn't the problem." Sometimes that's true. Price is one piece of a bigger picture. The real question is how buyers see your home compared with their other options.

      	"We had lots of showings and no offers." That's actually useful information. It means buyers were interested, and something stopped them. Our job is to find out what.

      	"We'll wait for the market to improve." Markets change, but positioning always matters. Preparing now means you're ready when the timing is right.

      	"We already reduced once and don't want to go lower." I understand that completely. An adjustment should never be a reflex. When it's needed, it should be a strategic move that creates competition, not a concession.

    

    Expired or canceled, you now have something a first-time seller doesn't: real information from the market. Let's use it.

    WHY MOST SELLERS NEVER FIND OUT

    So why don't sellers learn about these mistakes?

    Mostly because nobody is looking for them. In a "throw it in the MLS and hope" approach, nobody reviews the photo order or calls the agents who showed the home. Nobody compares the listing to the canceled homes nearby or asks what the buyers who went down the street actually bought instead. When the listing ends, everyone moves on, and the seller is left guessing.

    My process is built to look for these things on purpose. Before a home ever launches, I call the agents behind recent nearby closings to learn how they found their buyers. During the listing, I ask the hard question after showings. And you get regular updates, so you're never left wondering what's happening or why.

    THE NEXT PIECE OF THE PUZZLE

    Fixing these mistakes stops the leaks. It keeps buyers from drifting down the street. But stopping the leaks is only half the job. The other half is getting your home in front of the right buyer in a way your competition can't match.

    That's where things get interesting. In the coming chapters, I'll show you how Zillow Showcase can put your home at the top of buyers' searches when it adds value for your property. I'll show you why a dedicated property website keeps buyers focused on your home instead of the five listings next to it. And I'll explain how a global network of agents can bring you a buyer you'd never reach through the MLS alone.

    But first, in Chapter 3, I'm going to show you how I set a price buyers believe in. That includes the copycat-neighborhood method, the 60-day rule, and the phone calls most agents never make before a home goes live. Get the price story right, and every other part of the plan works harder for you.

  
    Chapter 3

    Comps Set the Price, Not the Old List

    Let's talk about the number that keeps sellers up at night.

    If your home didn't sell, someone has probably told you it was "overpriced." Maybe it was the last agent. Maybe it was a neighbor, a relative or a stranger in a Facebook group. And maybe there's some truth in it. But "overpriced" is a lazy diagnosis. It tells you nothing about what the right price is, how anyone got to the wrong one, or what to do next.

    Here's what I believe. Pricing isn't a guess, and it isn't a feeling. It's a story the market is already telling, and my job is to read it accurately before your home goes live. When I get that story right, every other part of the plan works harder. When it's wrong, the best photography, the best website and the best ads in the world are fighting uphill.

    In this chapter, I'm going to show you exactly how I build a price. Some of it may surprise you. Some of it may make you a little uncomfortable. That's fine. A price built on comfort is how a lot of homes end up expired.

    THE MOST EXPENSIVE MISTAKE IN PRICING

    Here's the mistake I see more than any other, and it's an expensive one.

    The home goes on the market at a number. It doesn't sell. So the next price gets set by looking at the last price. "We were at $899,000. Let's try $879,000." Then $859,000. Each new number is measured against the old one, as if the old list price were a fact.

    It isn't. Your old list price is just an opinion that didn't work. Buyers don't know it, don't care about it and aren't using it to make decisions. Buyers are comparing your home to every other home they could buy this weekend.

    So I start from a simple rule, and I'll repeat it throughout this book: comps set the price, not the old list.

    What does a stair-step reduction actually cost? Here's an illustrative composite, not a specific client. Picture a home in Frisco that starts at $899,000 and reduces $20,000 at a time, every four to six weeks. After five months, it's sitting at $839,000 and still not selling. Every reduction triggered a "price drop" alert, and every alert told buyers the same thing: this seller is under pressure, and there may be more coming. Buyers who were mildly interested decided to wait. Nobody felt any urgency, because every month the home got a little cheaper.

    Add up the carrying costs over five months, plus the leverage lost in negotiation. Now add the final price, which often lands below where a well-built price would have landed on day one. That slow slide can easily cost a seller $40,000 to $70,000 compared with getting it right up front.

    That's the scary part. Here's how I avoid it.

    PRICE PER SQUARE FOOT, ACROSS THREE KINDS OF HOMES

    I build pricing around price per square foot, and I look at it across three groups of homes:

    
      	Closed sales. These are the homes buyers actually paid for. This is the strongest evidence there is.

      	Pending sales. These are homes under contract right now. They tell me what buyers are agreeing to today, before the closed numbers catch up.

      	Active listings. These are your competition. Buyers will tour them the same weekend they tour yours, and they'll compare everything: price, condition, photos, yard, location and how each home feels when they walk in.

    

    Then I add a fourth group that most agents skip entirely.

    CANCELED LISTINGS COUNT AS COMPS

    A canceled listing is a home that tried to sell and stopped. Most pricing reports ignore canceled listings because they didn't close. I think that's a mistake.

    Canceled and expired listings show you where buyers said "no." If three similar homes near you were canceled at $315 per square foot, and closings are happening at $290 to $298, the market is drawing a line in plain sight. Ignoring that line doesn't make it go away. It just means you find it the hard way, with your own home and your own months.

    When I put canceled homes in the report, sellers sometimes say, "Those didn't sell, so why do they matter?" That's exactly why they matter. They're the market telling us, in advance, which prices and presentations didn't work.

    THE 60-DAY RULE

    Here's the next piece. I want my pricing data to be recent, ideally within about the last 60 days.

    Why so strict? Because the market moves. Interest rates change. Inventory builds up or dries up. A new phase opens in a nearby community and suddenly there's brand-new construction competing with you. A sale from seven months ago happened in a different market, with different buyers, different rates and different competition. Leaning on it is like checking yesterday's weather report to decide what to wear today.

    A lot of the expired listings I review were priced with old data. Sometimes the agent reached back six or eight months because there weren't enough recent sales in the neighborhood. That's an understandable problem. But reaching back in time is the wrong fix. It usually overprices the home in a cooling market and underprices it in a rising one. Either way, you lose.

    So how do you get enough data without going back in time? You go sideways.

    COPYCAT NEIGHBORHOODS

    This is one of my favorite parts of the process, and it's where you come in.

    I'll sit down with you and ask, "If a buyer were looking at your neighborhood, where else would they be shopping?"

    You know your area better than any database. You know which neighborhoods have the same feel, the same school draw, the same kind of lot and the same kind of buyer. Those are what I call copycat neighborhoods. They're the places a buyer is cross-shopping when they look at your home, whether they realize it or not.

    When I add those neighborhoods to the analysis, two good things happen. First, I get more data without reaching back into an older market. I can keep everything within about 60 days and still have a meaningful set of closed, pending, active and canceled homes. Second, I'm comparing your home to what buyers are really comparing it to, not just whatever happens to fall inside a circle on a map.

    Here's an illustrative composite from McKinney. Picture a seller with a 3,400-square-foot home in an established neighborhood. In the last 60 days, only one similar home in their subdivision closed. The original agent's fix was to pull sales from the past eight months, which made the home look like it should be worth $815,000. It sat at that price for 120 days and expired.

    When we sat down together, the seller named two nearby neighborhoods with similar lot sizes and the same school feeder pattern. Those neighborhoods had six closings, three pendings and two cancellations in the last 60 days. The picture was suddenly very clear. Homes like theirs were closing between $228 and $236 per square foot. The two canceled listings had both tried to sit above $245. That put the realistic range at about $775,000 to $800,000, depending on condition and presentation.

    That's not the number the seller hoped to hear. But here's the rest of the story. Because the home backed up to open space and had a recently updated kitchen, we positioned it at the top of that range, at $799,000, with marketing built around those two strengths. In this illustration, it goes under contract in under a month at $792,000, after multiple showings in the first week.

    Compare that with the alternative: another three months of reductions from $815,000, carrying costs piling up, and a final sale that likely would have landed lower.

    THE PHONE CALLS MOST AGENTS NEVER MAKE

    Data tells me what homes sold for. It doesn't tell me why, or who bought them. So before your home goes live, I do something most agents never do.

    I pick up the phone and call the listing agents behind five to ten recent closings near you.

    I ask them simple questions:

    
      	"How did you find your buyer?"

      	"Where was the buyer coming from?"

      	"Did you get multiple offers? How many?"

      	"What did the buyer push back on in negotiations?"

      	"Did the home appraise at contract price?"

      	"Is there anything the public data doesn't show?"

    

    You'd be amazed at what comes out of those conversations. One agent tells me their buyer relocated from California and found the home through a social media ad. Another says they had four offers, and the winner paid $15,000 over list but asked for a closing credit for a roof repair, so the "sold price" overstates what the seller actually netted. Another tells me the home sold low because the seller had a hard deadline and took the first offer.

    None of that shows up in the MLS. All of it changes how I price and market your home.

    Here's an illustrative composite from Prosper. Picture a home that looks, on paper, like it should be priced right around $910,000. The calls tell a different story. Two of the most recent comparable sales went to buyers relocating from out of state, both found through targeted online marketing. One of the higher sales included a $12,000 seller credit that wasn't obvious in the closed price. That tells me two things: the real net values are a little lower than they look, and out-of-state buyers are a big part of this market. So we price with that in mind, and we build marketing that reaches buyers before they ever land at DFW.

    That's what I mean when I say the price and the plan have to work together.

    WHAT ABOUT WHAT WE OWE, WHAT WE PAID, OR WHAT WE NEED?

    These are fair questions, and I hear them a lot.

    "We owe $640,000, so we can't go below $700,000."

    "We put $80,000 into the backyard."

    "We need to net $200,000 for our next down payment."

    I understand every one of those, and I take them seriously. They matter for your plan. They may affect when you sell, how we negotiate, or whether we need to talk through different options. But I'll be honest with you, because that's what you're paying me for: buyers don't know those numbers and won't pay for them. A buyer will pay for what your home offers compared with the alternatives in front of them.

    My job is to make sure the market sees everything your home offers, including that $80,000 backyard, so it gets full credit. Upgrades get valued when buyers can see them, feel them and compare them. That's a presentation job as much as a pricing job.

    HOW I THINK ABOUT A PRICE ADJUSTMENT

    I'll never pretend price doesn't matter. Sometimes a price adjustment really is the right move, and when it is, I'll tell you plainly and show you the data behind it.

    But an adjustment should never be a reflex. It should be a strategic decision, made with fresh comps, real feedback from the buyer's agents I've called, and an honest look at the competition. And it should usually come with other changes, such as new photos, a new headline or a new marketing push. That way the market sees a new opportunity, not just a smaller number.

    Remember the McKinney family from Chapter 1? Their old agent wanted a $40,000 cut. The data supported something much smaller once the presentation was fixed. That's the difference between an informed adjustment and a frustrated one.

    PRICING FOR THE SEARCH, NOT JUST THE SALE

    One more practical point. Buyers search online in price brackets. They set a filter like $700,000 to $750,000, or "up to $800,000."

    If your home is priced at $802,000, it misses everyone searching "up to $800,000." Being $2,000 over a common search cutoff can hide your home from a whole group of qualified buyers. So when the data supports a range, I look at where buyers are actually searching and position your home where the most of them will see it.

    It sounds small. It isn't. A home nobody sees can't get an offer.

    THE BOTTOM LINE ON PRICE

    Let me pull this together.

    
      	Comps set the price, not the old list.

      	I use price per square foot across closed, pending, active and canceled homes.

      	I keep the data within about 60 days.

      	I widen the comparison with copycat neighborhoods you help me name.

      	I call the agents behind five to ten recent nearby closings before launch.

      	Price adjustments, when they're needed, are strategic and come with other changes.

    

    Do that, and you get a price buyers believe in. You avoid the slow, painful slide. And you give yourself the best chance at what I want for every client: the most money, in the least time, with the least headaches.

    But a right price is only the beginning. Even a perfectly priced home can sit if buyers scroll right past it. In Chapter 4, I'm going to show you why so many sellers end up taking less than their home is worth, the quiet pressures that push them there, and how to make sure you don't become one of them.

  
    Chapter 4

    Why It's So Easy to Sell for Less Than Your Home Is Worth

    There's a moment almost every seller of an expired or canceled listing reaches. I've watched it happen many times.

    It's usually somewhere around month four or five. The showings have slowed down. The feedback has gone quiet. The mortgage payment has gone out again, along with the utilities, the lawn service and the pool guy. And one night, sitting at the kitchen table, someone says it out loud: "I just want this over with."

    That moment is dangerous. Not because you're wrong to feel it. You're completely right to feel it. It's dangerous because it's the moment when good people make decisions that cost them tens of thousands of dollars.

    In this chapter, I want to show you the quiet pressures that push sellers into taking less than their homes are worth, what each one actually costs, and how I keep my clients from getting pushed.

    PRESSURE #1: THE CARRYING-COST CLOCK

    Every month your home doesn't sell, it charges you rent. It's your own house, but the bill still comes.

    Here's an illustrative composite, not a specific client. Picture a home in Plano listed at $775,000. Between the mortgage, property taxes, insurance, HOA dues, utilities and basic upkeep, the owners are spending about $5,800 a month to hold it. They've already moved into their next home, so they're carrying two housing payments.

    Six months of that is nearly $35,000. That money is gone, and it never shows up on the closing statement as a "loss." It just quietly drains away.

    Here's what happens next. When an offer finally arrives at $715,000, the sellers do the math in their heads: "If we wait another three months, that's another $17,000. Let's just take it." On the surface, that sounds reasonable. But if that home had been priced and presented properly from day one, the realistic outcome was closer to $755,000 in the first 30 to 45 days.

    Add the carrying costs to the gap in sale price, and the total cost of the stalled plan is well over $70,000.

    That's why I care so much about the first few weeks of a listing. Time isn't neutral. It always costs you something.

    PRESSURE #2: THE "PRICE DROP" ALERT

    When a home's price is reduced, many real estate websites send an alert to buyers who saved it or searched nearby. Sellers often think of that as a good thing. "More people will see it!"

    Sometimes. But a string of reductions sends a very clear message: the seller is under pressure, and the price may keep falling. Smart buyers, and smart buyer's agents, notice that. They wait. When they finally do make an offer, it's often well below the current list price, because the listing history has already told them the seller is getting tired.

    The result is a home that sells for less than it would have sold for if it had been priced and presented correctly once.

    I'm not against adjustments. As I said in Chapter 3, sometimes they're the right call. But I treat them as a strategic move that comes with a fresh push in marketing. It should never be a monthly ritual that trains buyers to wait.

    PRESSURE #3: THE INVESTOR "CASH OFFER"

    If your listing expired, I'd guess your phone has been busy. Some of those calls and texts are from investors and companies offering to buy your home "as-is, for cash, close in 10 days."

    For some sellers in some situations, that can make sense. But understand the math. A business that buys homes to resell them has to make a profit. They'll subtract their repair costs, their holding costs, their resale costs and their profit margin from what they think your home will sell for. Whatever is left is their offer.

    Here's an illustrative composite from The Colony. Picture a home that could realistically sell for about $690,000 with a proper plan. An investor offers $585,000, cash, no repairs. That feels like relief. But it's also roughly $105,000 below what the home could bring with the right plan, before you even count the seller-side costs of a traditional sale.

    The convenience is real. So is the price tag. If you're considering an offer like that, please get a real market analysis first so you know exactly what you'd be giving up.

    PRESSURE #4: THE "LOWBALL AND HOPE" BUYER

    When a home has been on the market a long time, it attracts a certain kind of buyer. They aren't necessarily in love with it. They've noticed the days on market and the price history, and they're testing whether the seller has given up.

    A tired seller is a lowball buyer's favorite person.

    Here's what that looks like. Picture a home in Little Elm listed at $669,000 that has been on the market for 140 days. An offer comes in at $610,000 with a request for $15,000 in repairs and a 10-day option period. The seller, exhausted, counters only slightly and accepts something close to the original terms. Then the inspection report shows up and the buyer asks for more.

    None of that would have happened in the first two weeks of a well-launched listing. A fresh listing with real buyer interest negotiates from strength. A stale listing negotiates from fatigue.

    PRESSURE #5: BAD ADVICE DRESSED UP AS "REALISM"

    This one is subtle. Sometimes the pressure to accept less comes from the very person who's supposed to be helping you get more.

    Some agents, once a listing has gone stale, start pushing the seller to take whatever offer comes in. Sometimes that's honest advice. Other times it's an agent who has run out of ideas and wants to close the file. The listing never had a real plan, so the only plan left is to lower the price until somebody bites.

    You deserve better than that. Any advice to lower your price or accept a weaker offer should come with data: fresh comps, real feedback from buyer's agents, and an honest explanation of what else has been tried. If the plan was "throw it in the MLS and hope," then hope ran out, not your home's value.

    WHAT THESE PRESSURES HAVE IN COMMON

    Notice something about all five pressures? Every one of them gets worse with time.

    Carrying costs pile up. Price drop alerts stack up. Investors and lowball buyers circle stale listings. Advisors get impatient. Time on the market is what turns a strong seller into a tired one.

    That means the most powerful protection you have isn't a stubborn price or a thick skin. It's a strong start. When a home launches with the right price, standout presentation and real marketing reach, it creates its own urgency. Buyers feel they need to act now, before someone else does. That's when sellers get the best terms.

    HOW I PROTECT MY CLIENTS FROM THESE PRESSURES

    Here's what I do differently, in a nutshell.

    First, I don't relaunch your home until it's ready. If it needs better photos, a few repairs or better staging, we take care of that before buyers see it again. You get one fresh start. It should be your best foot forward.

    Second, I build the price from current data, as you saw in Chapter 3, so we aren't chasing the market down one reduction at a time.

    Third, I market your home well beyond the MLS. That means professional wide-angle photography, drone media, a dedicated property website, social ads, Google and YouTube ads, and exposure across more than 500 real estate websites. More qualified buyers seeing your home in the first two weeks means more competition, and competition is what protects your price.

    Fourth, I stay on top of every showing personally. I call the buyer's agent before your home is shown, and I follow up with them by phone after every showing. If there's an objection, we hear it early, while we can still do something about it.

    Fifth, I keep you informed. You'll get regular seller updates, so you're never left at the kitchen table wondering what's going on. Clear information is the best cure for that "just make it stop" feeling.

    A TALE OF TWO SELLERS

    Let me close with one more illustrative composite to show how this plays out.

    Picture two neighbors in Frisco, each selling a similar 3,200-square-foot home.

    The first seller relists with an agent who takes a few quick photos, puts the home in the MLS at $799,000, and waits. Showings trickle in. After 60 days, it's reduced to $779,000. After 100 days, $759,000. At day 130, a buyer offers $735,000 and asks for $10,000 in repairs. The tired seller accepts. Including about $25,000 in carrying costs, the result is far from what they hoped.

    The second seller takes three weeks to prepare. The home gets touched up and staged, then photographed with wide-angle cameras and drone media. It gets its own property website, ads driving buyers to that site, and exposure across hundreds of websites. Before launch, the agent calls the listing agents on recent nearby sales to learn who's buying and how they found the homes. The home is priced at $789,000 based on fresh, 60-day data.

    In this illustration, it has 14 showings in the first week and two offers. It goes under contract at $792,000 with no repair credit.

    Same street, same market, same kind of home. The difference wasn't luck. It was the plan.

    WHERE WE GO FROM HERE

    If you've felt any of these pressures, you're not alone, and you're not weak. These pressures are built into the way stalled listings work. The good news is that you can step out of them with a better plan.

    But to build that plan, we need to understand why buyers passed on your home in the first place. A lot of the time, it isn't the house at all. It's something that happened before a buyer ever walked through the door. In Chapter 5, I'll show you what stops good homes from selling, including the hidden reasons buyers never even schedule a showing.

  
    Chapter 5

    What Stops Good Homes From Selling

    Have you ever wondered why nobody bought your house?

    Not "why didn't the right buyer show up," but the harder version: why did so few people even come to look? Or why did plenty come, and nobody stayed interested?

    I've reviewed a lot of expired and canceled listings across Frisco, Plano, Prosper, McKinney, Little Elm and The Colony. Here's what I've learned. Most homes don't lose buyers at the front door. They lose them on a phone screen, in about three seconds, while the buyer is sitting on the couch scrolling. By the time a showing would have happened, the decision was already made.

    In this chapter, I'm going to show you where buyers quietly drop off, what each drop-off costs you, and how I fix it.

    THE BUYER'S JOURNEY STARTS ON A SCREEN

    Today, nearly every buyer starts their search online. They set a price range, pick a few cities, and start swiping. Your home is one thumbnail in a long scroll of thumbnails.

    Think about what that means. Your home isn't competing with the other homes on your street. It's competing with every home in that buyer's price range, across every city they're considering, in a feed that moves at the speed of a thumb.

    In that feed, buyers make three quick decisions:

    1. Do I stop scrolling? That's decided almost entirely by the first photo.

    2. Do I click through the gallery? That's decided by the next five or six photos and the headline.

    3. Do I schedule a showing? That's decided by whether the home looks like it could be the one, compared with everything else they've saved.

    If your listing loses at step one, nothing else matters. The beautiful kitchen, the new roof and the quiet cul-de-sac never get a chance.

    DROP-OFF #1: THE FIRST PHOTO

    The first photo is the most valuable real estate in your entire listing. It's the one thing every single buyer sees.

    Here's what I see on a lot of expired listings: a front elevation taken from the street at midday, with the garage door as the biggest thing in the picture, a car in the driveway and a gray sky. It's accurate. It's also forgettable.

    Here's an illustrative composite, not a specific client. Picture a home in Prosper listed at $865,000. It has a resort-style backyard with a pool and an outdoor living area that would make anyone want to host a party. But the first photo is the garage. The pool doesn't appear until photo fourteen. Buyers who would have loved that backyard scroll right past, because nothing in the thumbnail tells them it's there.

    When we relaunch a home like that, the first photo is the reason to stop scrolling. Sometimes it's the front of the home at golden hour. Sometimes it's the backyard, the view or the great room. We pick the photo that makes the right buyer stop.

    DROP-OFF #2: PHOTOS THAT SHRINK YOUR HOME

    Cell phone photos and quick snapshots tend to make rooms look smaller, darker and more cramped than they really are. Buyers feel that, even if they couldn't explain why. A room that feels tight in photos gets mentally marked down.

    That's why I use professional photography with real estate wide-angle cameras. The right lens, the right lighting and the right angles show how a room actually feels when you're standing in it. Not distorted, not faked, just accurate and inviting.

    I'll be blunt here. If your last listing used phone photos for a home priced over $650,000, you weren't really competing. The homes buyers were comparing yours to almost certainly had professional media. In a price range where buyers expect polish, anything less reads as "something must be wrong."

    DROP-OFF #3: NO SENSE OF PLACE

    Photos of rooms tell buyers what's inside. They don't tell buyers what's around it.

    Is the home on a greenbelt? A few blocks from the lake? Walking distance to a park, a school or a trail system? Does it sit on an oversized lot or at the end of a quiet street? Those things often matter as much as the kitchen, and most listings never show them.

    That's why I include drone media. Aerial photos and video show the lot, the neighborhood, the open space and the nearby amenities in a way no ground photo can. Here's an illustrative composite from Little Elm. Picture a $699,000 home just a short walk from the lake. In the original listing, "close to the lake" was one line buried in the description. In the relaunch, drone footage shows the home, the street and the shoreline in one sweeping shot. Suddenly buyers understand the lifestyle, not just the floor plan.

    DROP-OFF #4: A HEADLINE THAT SAYS NOTHING

    "Beautiful 4-bedroom home with open concept living!"

    I've seen that headline, or one just like it, on hundreds of listings. Every home in the price range has four bedrooms and open concept living. That headline gives a buyer no reason to choose this one.

    A good headline leads with what makes your home different. "Greenbelt lot with walking trail access and no rear neighbors." "Resort backyard with pool, spa and covered outdoor kitchen." "Rare single-story with a dedicated study and three-car garage." Those words speak directly to the buyer who wants exactly that, and they make your listing stand out in a sea of sameness. I'll talk much more about finding your home's difference in a later chapter.

    DROP-OFF #5: THE SHOWING THAT NEVER HAPPENED

    Sometimes a buyer is interested but never makes it through the door.

    The showing instructions are complicated. Showing times are too limited. The buyer's agent can't reach anyone with a question. Or the buyer's agent simply steers their client toward easier homes to show.

    I take this seriously. Before your home is shown, I personally call the buyer's agent. I want to answer their questions, learn what their clients are looking for and make sure they know what makes your home special before they walk in. That one call often turns a "maybe" showing into a motivated one, and it gives me information I can use to help your home sell.

    DROP-OFF #6: THE HOUSE DOESN'T MATCH THE PHOTOS

    This happens too, and it's painful. The listing looks great online, buyers show up, and the home feels different in person. Clutter, odors, dim lighting, pet areas or a few deferred repairs create a gap between expectation and reality. Buyers feel let down, and disappointed buyers rarely write offers.

    That's why I follow up with the buyer's agent by phone after every showing. I don't rely only on automated feedback requests that get a one-word answer. I ask, "What would it take for your client to put an offer on this property today?" If there's a gap between the photos and the in-person experience, that question brings it to the surface quickly, while we can still fix it.

    WHAT ALL THESE DROP-OFFS COST

    Here's why all of this matters so much.

    Every drop-off shrinks the pool of buyers who are seriously considering your home. A smaller pool means fewer showings. Fewer showings mean fewer offers. Fewer offers mean no competition, and no competition means you negotiate from weakness instead of strength.

    Here's an illustrative composite from Frisco. Picture two listings at about $740,000. One gets 2,000 online views in its first week and eight showings. The other gets 6,000 views and 20 showings. The second home isn't necessarily better. It's just presented better. Which one do you think gets multiple offers? Which one do you think sits?

    Most of the time, a home that "didn't sell" was a home that didn't get seen, or didn't get seen the right way.

    HOW I FIX IT

    So here's my approach, in short:

    
      	Professional photography with wide-angle real estate cameras, so rooms look the way they feel.

      	Drone media that shows the lot, the neighborhood and the lifestyle.

      	A first photo chosen to stop the scroll for the right buyer.

      	A headline and description that lead with what makes your home different.

      	Personal phone calls to the buyer's agent before showings, and personal follow-up calls after every showing.

      	Regular updates to you, so you know what buyers are seeing and saying.

    

    None of this is complicated. But all of it takes effort, and that's exactly why most agents skip it. Throwing a home in the MLS and hoping is easier. It's also how good homes end up expired.

    WHAT A RELAUNCH LISTING LOOKS LIKE, PHOTO BY PHOTO

    Let me make this concrete. Here's how I'd rebuild the gallery for an illustrative composite home in Plano listed at $735,000, with a big covered patio, a study with French doors and a backyard that faces a quiet greenbelt.

    
      	Photo 1: The covered patio at golden hour, looking out to the greenbelt. That's the reason to stop scrolling.

      	Photo 2: The front of the home, shot from an angle that shows the trees and the walkway instead of the garage door.

      	Photos 3 through 6: The great room, the kitchen and the breakfast area, in the order a buyer would walk through them.

      	Photo 7: The study with the French doors open, staged as a real work-from-home office.

      	Photos 8 through 12: The primary suite, then the secondary bedrooms and baths.

      	Drone shots: The home's position on the greenbelt, the walking trail and the nearby park.

    

    Notice what's happening. The gallery tells a story, and every photo answers the question, "Why this home instead of the one down the street?" A buyer who flips through it understands the lifestyle in under a minute.

    Compare that with the original listing, where the gallery started with the garage, jumped to a bathroom, then showed the backyard somewhere around photo twenty. Same house. Completely different first impression.

    READING THE SIGNALS

    Each drop-off leaves a fingerprint, and I watch for them.

    If the property website and ads get plenty of visits but few showing requests, the online presentation or the price position usually needs work. If showings are steady but nobody writes an offer, the gap is often between the photos and the in-person experience, or it's the competition buyers are seeing that same weekend. And if visits are low across the board, the home simply isn't reaching enough of the right buyers yet.

    That's why you get regular updates from me. We don't wait 90 days to find out something isn't working. We look at the signals every week and adjust while it still matters.

    THE NEXT PROBLEM: WHERE BUYERS SEE YOUR HOME

    Great photos solve the first problem. But there's another one most sellers never think about.

    When a buyer finally clicks on your home on one of the big real estate portals, what else is on that page? Usually, a row of other homes, all competing for the same buyer's attention. Sometimes those homes are even being advertised right next to yours.

    In Chapter 6, I'll show you how I give your home its own stage, a dedicated property website with no competing listings, and how I drive buyers straight to it.

  
    Chapter 6

    Give Your Home Its Own Stage

    Picture your favorite store at the mall. You walk in looking for one thing. Now picture a different version of that store, where every few feet a salesperson from a competing store taps you on the shoulder and says, "Before you buy that, come look at ours."

    That's what a lot of online home shopping feels like.

    When a buyer clicks on your home on one of the big real estate portals, your listing usually isn't alone on the screen. There are "similar homes" below it, "nearby homes" beside it, and sometimes ads for other agents and other properties around it. Your home gets a few seconds of attention, and then the page is actively suggesting other options.

    That's not a knock on the portals. They're incredibly useful, and your home needs to be on them. But a portal's job is to keep a buyer browsing. My job is to get a buyer to fall in love with your home. Those aren't the same thing.

    In this chapter, I'll show you how I give your home its own stage, and why that matters for sellers coming off an expired or canceled listing.

    THE COST OF SHARING THE SPOTLIGHT

    Here's an illustrative composite, not a specific client.

    Picture a home in Plano listed at $759,000. A buyer finds it on a portal and likes what they see. As they scroll through the photos, the page shows them four other homes in the same price range nearby. One has a pool. One is $20,000 less. One is a newer build. The buyer clicks over to look at the pool home, then the cheaper one, and saves all three. By the time they get back to your home, it's just one of five.

    Now multiply that by every buyer who looks at your home online. Each one is being gently pulled away. Some of them would have been your buyer if they'd stayed focused long enough to really see it.

    That's the hidden cost of sharing the spotlight: fewer buyers who feel strongly about your home. And when nobody feels strongly, nobody hurries to make an offer.

    A DEDICATED PROPERTY WEBSITE

    Here's what I do about it.

    Every home I list gets its own dedicated property website. One home, one site. There are no "similar listings" and no competing homes on the page. It's just your home.

    On that site, buyers can take their time. They can browse every professional photo and the drone media. They can read about the features, the neighborhood, the schools, the nearby parks and trails, and the upgrades you've made. They can see the lifestyle your home offers without anyone tapping them on the shoulder.

    Think of it as the difference between a crowded showroom and a private showing. In the showroom, buyers compare. In a private showing, buyers imagine. Imagining is how people fall in love with a home.

    DRIVING BUYERS TO YOUR HOME, NOT THE CROWD

    A beautiful website doesn't help much if nobody sees it. So I don't just build it and hope people find it. I send buyers there on purpose.

    I run social media ads that link directly to your property website. Those ads put your home in front of people where they already spend their time, scrolling their feeds in the evening. When they tap the ad, they land on your home's own stage, not a portal full of alternatives.

    I also run Google and YouTube ads. Buyers who are searching for homes in your area, or watching videos about moving to North Texas, can see your home and click straight through to its site.

    Then there's the yard sign. Every sign includes a way for passing buyers to text for information about your home. That means someone driving through your neighborhood on a Saturday can get photos and details instantly, and we capture their interest so we can follow up. A sign that just says "For Sale" with a phone number is a missed opportunity. A sign that captures interest is a lead.

    Here's an illustrative composite from McKinney. Picture a $725,000 home that sat for 100 days on the last listing with almost no marketing beyond the MLS. On the relaunch, the home gets a property website, social ads in the surrounding area and in the places relocating buyers often come from, plus sign text capture out front. In the first two weeks, hundreds of people visit the website, a few dozen text the sign, and showings start booking within days. Several of those showings come from buyers who say they first saw the home in an ad.

    That's the difference between being found by accident and being marketed on purpose.

    WHY THIS MATTERS EVEN MORE FOR A RELAUNCHED HOME

    If your home was on the market before, there's something else to think about. Buyers who have been searching for a while may already have seen it. Some of them may remember it as "that house that didn't sell."

    A dedicated property website helps you reset that impression. With new photos, drone media, and a story that leads with what makes your home special, buyers get a fresh look at your home on its own terms. You're not asking them to reconsider an old listing. You're introducing them to a home they haven't really seen yet.

    And for the many buyers who never saw your home the first time, because it never reached them, the ads put it right in front of them for the first time.

    THE PORTALS STILL MATTER

    I want to be clear about one thing. I'm not saying skip the big real estate portals. Your home absolutely needs to be there, and it will be. Through our syndication, your listing appears across more than 500 real estate websites.

    The point is to use every channel for what it does best. The portals and syndication give your home wide visibility, so buyers searching anywhere can find it. The dedicated website and ads give your home a focused stage, so the buyers who are a real fit spend their attention on your home instead of the crowd.

    Most agents only do the first part, and many only do it because it happens automatically when they put a home in the MLS. That's the "throw it in the MLS and hope" approach again. It's not enough in a market where buyers have dozens of choices.

    WHAT YOU'LL KNOW ALONG THE WAY

    One more benefit of this approach: information.

    Because buyers are coming to your home's own website and texting the sign, we get a much clearer picture of interest. You'll get regular seller updates on what's happening, including how many people are looking, where interest is coming from, how showings are going and what buyer's agents are telling me on the phone.

    Remember, I call the buyer's agent before your home is shown and follow up with them personally after every showing. Put that together with website and ad activity, and we're never guessing. If buyers are visiting but not booking showings, we look at the presentation. If they're showing but not offering, we look at the feedback. Every problem has a signal, and we're watching for it.

    GLOBAL REACH, LOCAL FOCUS

    There's one more layer I'll cover in more depth later. As a Coldwell Banker agent, I'm part of a global family of affiliated real estate brands with more than 334,000 agents in over 120 countries. North Texas draws buyers from all over the country and the world. The buyer for your Frisco or Prosper home might be relocating from California, New York or overseas right now, and they may never be scrolling the local MLS.

    A dedicated website and targeted ads give that buyer a way to discover your home from wherever they are.

    WHAT GOES ON YOUR PROPERTY WEBSITE

    People sometimes ask me what's actually on a property website. Here's what I typically include, depending on the home:

    
      	The full professional photo gallery, organized room by room.

      	Drone photos and video of the home, the lot and the neighborhood.

      	A short, specific story about the home: what makes it different and who it's perfect for.

      	Key details buyers ask about, such as updates, the age of major systems, HOA information and school zoning.

      	Neighborhood highlights, such as nearby trails, parks, lakes, shopping and commute routes.

      	A simple way to request a showing or ask a question.

    

    Every piece is there to answer a buyer's questions before they have to ask, and to keep them focused on your home rather than the next listing.

    AN EXAMPLE FROM THE COLONY

    Here's another illustrative composite. Picture a home in The Colony listed at $699,000, a short drive from the lake and close to shopping and dining. On the first listing, it was just another MLS entry. Buyers scrolling a portal saw it beside several similar homes and kept going.

    On the relaunch, the property website opens with a drone shot showing how close the home is to the water. The story is about weekends: boat days, evening walks and restaurants a few minutes away. Social ads reach buyers who have shown interest in lake living and active lifestyles, and send them straight to that site. The yard sign lets neighbors and passersby text for details, and a couple of those texts come from people who know someone looking to move into the area.

    The home didn't get more square feet. It got a stage, an audience and a story.

    HOW I DECIDE WHERE THE ADS GO

    I don't run ads at random. The audience comes from the work we did earlier in the plan: your home's 20%, the ideal buyer we've identified and what the agents behind recent nearby closings told me about who's buying. If those calls tell me recent buyers in your area were relocating from out of state, the ads reach those markets. If they were move-up buyers from nearby cities, the ads stay closer to home. The goal is to put your home in front of the people most likely to buy it, not just the most people.

    THE TOP OF THE FEED

    So far, we've given your home a great first impression and its own stage. But there's one more question: where does your home show up when buyers are scrolling the biggest real estate site in the country?

    For the right homes, there's a way to put your listing ahead of the crowd, with a bigger, richer presentation that fewer than 1% of listings have. In Chapter 7, I'll show you what Zillow Showcase is, what the numbers say about it, and how I decide when it's worth using for your home.

  
    Chapter 7

    Zillow Showcase: Getting to the Top of the Feed

    Let's go back to that buyer on the couch, scrolling.

    They've typed in their price range and a few cities. Hundreds of homes come up. Most of them look about the same: a small thumbnail, a price, a bed and bath count. The buyer's thumb keeps moving.

    Then one listing looks different. It's bigger and richer. It has a stunning lead photo, an interactive floor plan and an immersive virtual tour. The buyer stops.

    That's the idea behind Zillow Showcase. And for the right home, it can make a real difference.

    WHY STANDING OUT ONLINE MATTERS SO MUCH

    As I explained in Chapter 5, most buyers decide whether to look closer at a home in a few seconds on a screen. On the biggest real estate site in the country, your home is competing with a huge number of other listings for that same buyer's attention.

    If your last listing looked like every other listing in the feed, it probably got the same treatment as every other listing in the feed: a quick glance and a scroll.

    For a home coming off an expired or canceled listing, that's a big problem. You need more buyers to look, and you need them to look longer. That's what Showcase is built to do.

    WHAT ZILLOW SHOWCASE IS

    Zillow Showcase is a premium listing experience on Zillow. Instead of the standard listing, your home gets an enhanced presentation that typically includes:

    
      	High-resolution, magazine-quality photos with a bold lead image.

      	An interactive floor plan, so buyers can understand the layout.

      	An immersive virtual tour that lets buyers walk through the home from anywhere.

      	Room-by-room organization, so buyers can tap on a room in the floor plan and see the photos of that space.

      	A more prominent look in search results.

    

    Here's what that means in plain English. A buyer doesn't just see your home. They experience it. They can tour it from their phone at night, understand how the rooms connect, and picture their furniture in it before they ever step through the door.

    WHAT THE NUMBERS SAY

    Fewer than 1% of listings use Showcase. That alone makes your home stand out.

    According to Zillow's own data, Showcase listings, compared with similar standard listings, have earned:

    
      	84% more page views.

      	77% more saves.

      	93% more shares.

      	A 10% higher likelihood of going pending within the first 14 days.

      	About 2% higher sale prices on average.

    

    Think about what those numbers mean for you. More views means more buyers paying attention. More saves means more buyers keeping your home on their short list. More shares means more spouses, parents and friends being pulled into the conversation, which is often how a decision gets made. And going pending faster means less time on the market, fewer carrying costs and less of the pressure I described in Chapter 4.

    That last number deserves a closer look. About 2% higher on an $800,000 home is about $16,000. On a $650,000 home, it's around $13,000. Results always vary from home to home, and I can't promise a specific outcome. But when a tool's track record points toward more attention and a stronger price, it's worth a serious conversation.

    WHEN SHOWCASE ADDS VALUE, AND WHEN IT DOESN'T

    Here's where I'll be honest with you. I don't use Showcase on every listing, and I don't think anyone should.

    I use it when it adds value for your property. Generally, that means homes where the experience of moving through the space is a big part of the appeal. Think of a home with a dramatic great room, a thoughtful floor plan, a resort-style backyard or a layout buyers need to understand to appreciate. It can also make sense when a home's main competition is presented beautifully and we need to clearly outshine it, or when we expect a lot of out-of-town buyers who will tour remotely before they ever visit.

    If Showcase wouldn't meaningfully help your home sell faster or for more, I'll tell you so, and we'll put that effort into the parts of the plan that will.

    Here's an illustrative composite, not a specific client. Picture a home in Prosper listed at $889,000 with a stunning open-concept layout, a wall of windows overlooking the pool and a downstairs guest suite. On the original listing, standard photos made the layout hard to understand. Buyers kept asking where the guest suite was in relation to the main living area. On the relaunch with Showcase, the interactive floor plan answers that question instantly. The virtual tour lets an out-of-state family walk the home three times before flying in. In this illustration, that family writes an offer the same day they see it in person.

    Now compare that with a well-maintained, straightforward home in The Colony priced at $669,000, where the layout is simple and buyers mostly care about the yard, the location and the updates. The home might sell beautifully with great photography, drone media, a property website and strong ads. Showcase might be nice, but not necessary. That's the kind of judgment call I make with you, not for you.

    SHOWCASE WORKS BEST AS PART OF A PLAN

    Here's something I want you to understand. Showcase isn't magic on its own. It's one powerful piece of a bigger plan.

    It makes your home stand out on Zillow. The dedicated property website gives your home its own stage. Social, Google and YouTube ads drive buyers to that stage. Syndication puts your home across more than 500 real estate websites. Coldwell Banker's global network puts it in front of agents and buyers far beyond North Texas. And my personal phone calls with buyer's agents, before showings and after every one, turn all that attention into real feedback and real offers.

    When each piece supports the others, the result is momentum. That's what a stalled listing needs most.

    A WORD ABOUT EXPECTATIONS

    I want to set expectations clearly, because you've probably been let down before.

    Showcase can bring more eyes to your home, and the numbers suggest those eyes often lead to faster sales and stronger prices. But no marketing tool can overcome a price that's out of line with the market, or a home that doesn't show the way its photos promise. That's why we start with the right price, built from current comps, and the right preparation. Then we use tools like Showcase to make sure the right buyers see it.

    WHAT THE PREP LOOKS LIKE

    If we decide Showcase is right for your home, preparation matters even more than usual, because the presentation is bigger, richer and more detailed. Here's what that typically involves:

    
      	Staging the main rooms with your ideal buyer in mind, so the immersive tour feels inviting from every angle.

      	A deep clean and small repairs, because high-resolution images and a virtual tour show everything.

      	Planning the order of rooms and the lead image, so the first impression tells the right story.

      	Making sure the floor plan clearly shows the features that matter most, such as a downstairs guest suite, a study or a flex room.

      	Coordinating timing so the Showcase presentation, the property website, the drone media and the ads all launch together.

    

    That last point matters. When everything goes live at once, a buyer who sees your home in a social ad, then finds it on Zillow, then visits the property website gets the same polished story everywhere. That consistency builds confidence.

    AN EXAMPLE FROM MCKINNEY

    Here's another illustrative composite. Picture a home in McKinney listed at $779,000 with a split-bedroom layout, a media room upstairs and a backyard that opens onto a greenbelt. On the original listing, buyers had trouble understanding the layout from standard photos. Several asked whether the media room was a fifth bedroom, and nobody could tell how the primary suite was separated from the other bedrooms.

    On the relaunch with Showcase, the interactive floor plan answers those questions instantly. Buyers can tap the media room and see exactly what it looks like. They can walk through the primary suite in the virtual tour and see how private it is. Out-of-state buyers can do all of that before they ever book a flight.

    Combined with the property website, drone media showing the greenbelt and targeted ads, the home draws steady showings in its first two weeks. Because I call each buyer's agent before their showing, I know which buyers have already toured the home virtually, and those showings tend to be serious ones.

    THE QUESTIONS I'LL ANSWER FOR YOU

    When we talk about Showcase, I'll walk you through the honest answers to a few questions: Does your home's layout or lifestyle benefit from an immersive presentation? Are the homes you're competing with presented beautifully online? Are relocating buyers a big part of your market? Will the extra preparation fit your timeline? If the answers point toward yes, it's a strong tool. If they don't, we'll put the effort where it counts.

    THE NEXT STEP: WHO ARE WE TALKING TO?

    By now, your home looks great online, it has its own stage, and when it makes sense, it's standing out at the top of the feed.

    But there's a deeper question underneath all of this marketing. Who exactly is the buyer for your home, and what will make them choose it over everything else they're considering?

    Most listings try to appeal to everyone, and end up appealing to no one. In Chapter 8, I'll show you the rule I use to find your home's ideal buyer and the one or two things about your home that will make that buyer say, "This is it."

  
    Chapter 8

    The 20% That Sells Your Home

    Here's a question I ask almost every seller: "What made you buy this home?"

    The answers are almost never "it had four bedrooms" or "it had granite countertops." They sound more like this: "The backyard backs up to the greenbelt, and the kids could ride bikes on the trail." "We loved that the study had its own entrance so I could see clients." "We could walk to the lake every evening."

    That's the 20%.

    Most homes in a neighborhood share about 80% of the same features. Bedrooms, bathrooms, a kitchen open to the living room, a two-car garage. Buyers expect those things. They check the boxes and move on. What actually moves a buyer to choose one home over another is the other 20%: the specific things your home offers that the others don't.

    In this chapter, I'll show you why so many expired listings were marketed on the 80%, what that costs, and how I find and sell the 20% that makes your home the one.

    THE PROBLEM WITH TRYING TO APPEAL TO EVERYONE

    A lot of listings are written as if every buyer in the world might want the home. "Perfect for families, entertainers, first-time buyers, investors and anyone who loves space!"

    It sounds inclusive. In practice, it's invisible. When a listing tries to speak to everyone, it doesn't speak to anyone in particular. Buyers skim right past it because nothing in it sounds like them.

    Here's an illustrative composite, not a specific client. Picture a home in McKinney listed at $719,000. It has a downstairs bedroom with a full bath next to it, a perfect setup for aging parents or long-term guests. The listing described it as "4 bed, 3 bath, open concept, great for entertaining." The multi-generational setup wasn't mentioned at all.

    Meanwhile, families looking for exactly that setup were scrolling right past it. They had no idea it was there.

    When the home relaunches, the headline and first lines of the description lead with "Private downstairs guest suite with full bath, ideal for multi-generational living." The photos show the suite early in the gallery. The ads target buyers likely to want that kind of space. In this illustration, it goes under contract to a family moving their parents in with them, at $712,000, in under a month.

    The home didn't change. The message did.

    HOW I FIND YOUR HOME'S 20%

    Finding the 20% takes a little detective work. Here's how I do it.

    First, I ask you. You chose this home for a reason, and you've lived in it long enough to know what's special about it. The morning light in the breakfast nook. The quiet street. The neighbors who throw a block party every Fourth of July. Some of the best selling points never show up in a property record.

    Second, I compare your home with the competition. I look at the active, pending, closed and canceled homes buyers are cross-shopping, including the copycat neighborhoods you helped me name in Chapter 3. What does your home have that most of those don't? A bigger lot? A newer roof? A three-car garage? A study? A pool? A greenbelt? A shorter commute?

    Third, I listen to the market. Before your home goes live, I call the agents behind recent nearby closings and ask what drew their buyers. And once your home is live, I call each buyer's agent before their showing and follow up with them personally afterward. Those conversations tell me what buyers in your area care about most right now, and whether our message is landing.

    WHO IS YOUR IDEAL BUYER?

    Once I know your home's 20%, the next question is simple: who wants that most?

    A home near top-rated schools with a big backyard might be perfect for a growing family. A single-story home with a low-maintenance yard might appeal to empty nesters who want to downsize but stay close to grandkids. A home with a dedicated study and fast access to the tollway might be ideal for a professional who works from home a few days a week and commutes the rest. A home near the lake in Little Elm or The Colony might be perfect for buyers who want weekends on the water without a long drive.

    When I know who your ideal buyer is, everything gets sharper:

    
      	The first photo shows what that buyer cares about most.

      	The headline speaks directly to them.

      	The description answers their questions before they ask.

      	The property website tells the story of how they'd live there.

      	The ads reach people who look like them, wherever they are.

    

    Here's an illustrative composite from Frisco. Picture a $789,000 home with a large study, a second living area upstairs and a short drive to several major corporate campuses. On its first listing, it was marketed as a generic family home. On the relaunch, we target relocating professionals, including buyers moving to North Texas for work. Social ads reach people in markets where many relocating buyers come from. The property website highlights the commute, the home office and the nearby restaurants and entertainment. A relocating family finds it through an ad, tours it virtually, and makes an offer during their first visit.

    THE COST OF SELLING THE 80%

    I want to be direct about what's at stake here.

    When your listing sells only the 80%, your home looks like a commodity. And when a home looks like a commodity, buyers shop it on price. They line it up next to five similar homes and pick whichever one is cheapest or newest.

    That's a race to the bottom, and it's a race many expired listings were stuck in. It usually ends with price reductions, because if the only difference between your home and the others is price, price is the only lever left.

    When you sell the 20%, your home stops being a commodity. It becomes "the house with the greenbelt" or "the one with the guest suite." Buyers who want that specific thing stop comparing on price alone. They compare on fit. And buyers who feel a home fits them are the ones who write strong offers.

    WHAT IF YOU DON'T THINK YOUR HOME HAS A 20%?

    Some sellers tell me, "Our house is just a normal house. There's nothing special about it."

    I hear that more than you'd think, and I almost never agree. Every home has something. Sometimes it's the location within the neighborhood: a cul-de-sac, a corner lot, no rear neighbors, a short walk to the school or the pool. Sometimes it's an upgrade the seller has stopped noticing: a newer HVAC system, a newer roof, updated flooring, a water softener, a tankless water heater. Sometimes it's simply value: the most space for the money among the homes buyers are comparing.

    When I can't find it in the house, I find it in the comparison. If your home offers the best combination of size, condition and location for the price, that is your 20%, and we sell it proudly.

    YOUR 20% DRIVES EVERYTHING ELSE

    Once we know your home's 20% and who wants it most, it shapes every other part of the plan: the price position, the photography, the drone shots, the headline, the property website, the ads and even the way your home is staged for showings.

    That's the difference between a plan and a listing. A listing describes your home. A plan sells it.

    THE SELLER INTERVIEW

    When I sit down with you, here are some of the questions I'll ask to uncover your home's 20%:

    
      	What made you choose this home over the others you saw?

      	What will you miss most when you move?

      	What do neighbors or guests compliment when they visit?

      	Where do you spend most of your time in the home, and why?

      	What have you updated or replaced, and when?

      	What do you love about the street, the neighborhood and the area around it?

    

    Some of the best answers come out of the third and fourth questions. "Everyone ends up out on the back patio." "The kids practically live in the game room." "We walk to the park every evening." Those details become headlines, lead photos and ad copy.

    AN EXAMPLE FROM LITTLE ELM

    Here's another illustrative composite. Picture a home in Little Elm listed at $664,900. On paper, it looks a lot like the other homes nearby: four bedrooms, three baths, about 2,900 square feet. The first listing was described exactly that way, and it sat.

    During our conversation, the sellers mention that they chose the home because it's close to the lake and has an oversized garage with room for a boat and a workshop. That detail never appeared in the first listing.

    On the relaunch, the headline leads with the oversized garage and lake access. The first photos show the garage and the short drive to the water. Drone media shows how close the lake really is. Ads target buyers interested in boating and outdoor living. The buyers who walk through now are the ones who want exactly that, and their showings feel completely different. They're not comparing bedroom counts. They're asking where the boat goes.

    LETTING THE MARKET CONFIRM IT

    Once your home is live, I keep testing our message. Before each showing, I call the buyer's agent to learn what drew their clients to your home. After every showing, I call them again to ask what they liked most and what's standing in the way of an offer. If buyers keep mentioning a feature we treated as secondary, we move it to the front. If the feature we led with isn't resonating, we adjust. Your 20% isn't a guess we make once. It's something we confirm with real buyers.

    THE NEXT STEP: REACHING BUYERS THE MLS NEVER WILL

    We know who your buyer is now. But here's the catch: many of the best buyers for your home aren't scrolling the local MLS at all. Some are three states away, waiting on a job transfer. Some are overseas. Some are working with an agent who has never driven through your neighborhood.

    In Chapter 9, I'll show you how I reach those buyers, using a global family of affiliated real estate brands with more than 334,000 agents across more than 120 countries, syndication to over 500 real estate websites, and marketing that finds buyers wherever they are.

  
    Chapter 9

    Reaching Buyers the MLS Never Will

    Here's an uncomfortable truth about the way most homes are marketed.

    When an agent puts your home in the MLS, it gets shared out to the big real estate websites automatically. That's useful. But it also means your home gets exactly the same exposure as every other home in the MLS that week. Same feeds, same filters, same scroll. It's the starting line, not the race.

    And here's the bigger problem. A lot of the best buyers for your home aren't scrolling the local MLS at all. They're in Los Angeles waiting for a transfer date. They're in Chicago comparing school districts. They're overseas, working with an agent they trust, and that agent has never heard of your street.

    If your last listing only reached the people who happened to be searching locally that week, it missed a big part of the market. In this chapter, I'll show you how I reach the rest.

    WHO IS ACTUALLY BUYING IN NORTH TEXAS

    Frisco, Plano, Prosper, McKinney, Little Elm and The Colony attract buyers from all over the country and the world. Corporate relocations, growing families, retirees moving closer to grandkids and international buyers all land here.

    I see it in the phone calls I make before every listing goes live. When I call the agents behind five to ten recent closings near you, I ask, "Where was your buyer coming from?" Over and over, the answers include other states and sometimes other countries. Those buyers often find homes long before they ever drive through a neighborhood.

    Here's an illustrative composite, not a specific client. Picture a home in Frisco listed at $829,000. The previous listing ran for four months, mostly reaching local buyers who were already comparing it to a dozen similar homes. On the relaunch, calls to agents behind nearby sales reveal that several recent buyers relocated from California and the Northeast. So we build marketing that reaches those buyers where they are. A family from the Bay Area finds the home through a targeted ad, tours it virtually twice, and flies in for a weekend. They write an offer before they fly home.

    That buyer was never going to find the home by driving past it.

    THE COST OF A LOCAL-ONLY LISTING

    When your marketing only reaches local, active searchers, you're competing in the most crowded part of the market. Those buyers see everything. They compare everything. They negotiate hard because they know they have options.

    Relocating buyers are different. They're often on a deadline. They've usually done their research. When they find a home that fits, they tend to move decisively, because they can't fly back every weekend to keep looking.

    Missing those buyers doesn't just mean fewer showings. It can mean losing the buyer most likely to pay a strong price on a reasonable timeline. That's money and time left on the table.

    A GLOBAL FAMILY OF BRANDS

    This is one of the biggest advantages I bring to your sale. As a Coldwell Banker agent, I'm part of a global family of affiliated real estate brands, Coldwell Banker and its sister brands, with more than 334,000 agents in over 120 countries.

    What does that mean for you? When an agent in another state or another country has a client moving to North Texas, there's a good chance they're connected to the same network I am. Your home can be in front of them through referral relationships and the network's marketing, not just through a portal they may never check.

    A buyer's journey often starts with a conversation: "We're moving to Dallas. Do you know anyone there?" I want your home to be part of the answer.

    500+ WEBSITES, NOT JUST THE BIG THREE

    Your home will also be syndicated to more than 500 real estate websites. Most buyers use one or two major portals, but plenty of buyers search on smaller sites, brokerage sites, relocation sites and international sites. Each one is another doorway to your home.

    Of course, syndication alone isn't a strategy. It's the floor. That's why I pair it with the dedicated property website you read about in Chapter 6, where your home has its own stage with no competing listings.

    ADS THAT FIND BUYERS WHERE THEY ARE

    Buyers don't only look for homes on real estate sites. They're on social media in the evening. They're searching Google for "best neighborhoods in Prosper" or "moving to McKinney." They're watching YouTube videos about life in North Texas.

    So I run social ads, Google ads and YouTube ads that point to your home's property website. That puts your home in front of buyers before they've even settled on a neighborhood, and it sends them to a page where your home is the only option on the screen.

    Here's an illustrative composite from Prosper. Picture a $895,000 home near a top-rated school with a large backyard and a pool. Social and YouTube ads reach families researching moves to the area. Google ads catch buyers searching for homes in that school zone. Within the first two weeks, the property website gets steady traffic from out-of-state visitors, and two of the first week's showings come from relocating families.

    THE SIGN THAT WORKS AFTER HOURS

    Not every buyer comes from far away. Some are driving through your neighborhood on a Saturday afternoon, or out for a walk on a Tuesday evening.

    My yard signs include text capture. A passerby can text for photos and details on the spot, instead of writing down a number they'll forget. That gives them instant information and gives us a way to follow up. It also tells me who's interested, even when nobody calls.

    A plain sign is a billboard. A sign with text capture is a lead.

    MAKING SURE THE AGENTS KNOW YOUR HOME

    Here's one more piece that's easy to overlook. Most buyers are working with agents, and agents have a lot of homes to choose from when they plan a tour.

    That's why the personal phone call matters so much. Before your home is shown, I call the buyer's agent myself. I make sure they understand what makes your home different, answer questions before they become objections and learn what their clients really want. After every showing, I call that agent again. That's on top of any automated feedback requests, which tend to get one-word answers if they get answered at all.

    Those calls turn agents into allies. An agent who knows exactly why your home fits their client is far more likely to put it at the top of the tour, and to help their client see it clearly.

    PUTTING IT ALL TOGETHER

    Let's recap what a full-reach plan looks like:

    
      	Syndication to more than 500 real estate websites.

      	A dedicated property website with no competing listings.

      	Social, Google and YouTube ads linked to that website.

      	A global family of affiliated real estate brands, including Coldwell Banker, with more than 334,000 agents in over 120 countries.

      	A yard sign with text capture.

      	Pre-launch calls to agents behind recent nearby closings, so I know where buyers are coming from.

      	A personal call to every buyer's agent before their showing, and a personal follow-up call after every showing.

      	Regular seller updates, so you know exactly where interest is coming from.

    

    That's what I mean when I say most agents just throw a home in the MLS and hope. The MLS is one channel. It should never be the whole plan.

    A RELOCATION STORY FROM MCKINNEY

    Here's another illustrative composite. Picture a home in McKinney listed at $749,000, near good schools with a large backyard and easy highway access. The first listing reached mostly local buyers, who compared it with dozens of similar homes and made a few low offers that never went anywhere.

    Before the relaunch, I call the agents behind recent nearby closings. Several tell me their buyers came through relocation, often families moving for work who had very limited time to look. So the marketing plan changes. The property website includes the kind of information a relocating family needs: school information, commute routes, nearby parks and shopping, and a full set of photos and drone media they can review from anywhere. Ads reach buyers researching a move to North Texas. Through the Coldwell Banker network, the home is shared with agents who work with relocating buyers.

    A family moving from the Midwest finds the home online, tours it virtually and schedules a showing during a short house-hunting trip. Before that showing, I talk with their agent so I know exactly what matters to them: the school, the backyard and a home office. Those are the first things the agent points out. After the showing, I call again and learn they're ready to make an offer. They write one before their trip is over.

    That's what reach looks like when it's planned instead of hoped for.

    WHAT REACH ACTUALLY MEANS FOR YOU

    More reach isn't about vanity numbers. It's about competition. When more of the right buyers see your home in the first couple of weeks, there's a better chance that two of them want it at the same time. That's what protects your price and your terms.

    It also protects your timeline. A home that reaches only local buyers is waiting for the right person to happen to be searching that week. A home that reaches local, relocating and international buyers is giving itself far more chances to find the right one, sooner. That's the most money, in the least time, with the least headaches, in practice.

    THE NEXT STEP: WHEN THEY WALK IN

    All of this marketing has one goal: get the right buyers through your front door. But once they're inside, a whole new set of decisions happens, and they happen fast.

    In Chapter 10, I'll show you why staging matters so much, what it costs not to do it, and how to stage in a way that earns its keep without turning your life upside down.

  
    Chapter 10

    Staging That Earns Its Keep

    Let me ask you something. When you first toured the home you're selling now, what did you notice?

    I'd bet it wasn't the square footage. You noticed how the light came through the windows. How the living room felt. Whether you could picture your couch in front of the fireplace or the kids doing homework at the island. You were imagining your life there.

    That's what buyers do too. And staging is how we help them imagine.

    In this chapter, I'll show you why staging matters so much for a home coming off an expired or canceled listing, what it costs to skip it, and how I approach it in a way that's practical, not overwhelming.

    WHAT STAGING REALLY IS

    Staging isn't decorating. It isn't about making your home look like your style, or my style, or a magazine's. It's about making your home look like the best version of itself for the buyer most likely to want it.

    Sometimes that means bringing in furniture and accessories. More often, for homes people are still living in, it means editing: removing, rearranging and simplifying so each room has a clear purpose and feels as spacious and bright as possible.

    The goal is simple. When a buyer walks in, or scrolls through the photos, they should feel, "We could live here."

    THE COST OF AN UNSTAGED HOME

    Here's an illustrative composite, not a specific client.

    Picture a home in Plano listed at $749,000. It's well built and well located. But the living room is crowded with oversized furniture, the dining room has become a home gym and one bedroom is filled with storage boxes. In photos, the rooms look small. In person, buyers spend their time trying to figure out how big the rooms really are and what the "gym" room is supposed to be.

    The feedback is vague. "Nice home, but it felt small." After 90 days and one reduction, the sellers cancel.

    On the relaunch, we pull out a third of the furniture, return the dining room to a dining room, clear the storage bedroom and set it up as a guest room. Nothing structural changes. The photos immediately look bigger and brighter. In person, buyers stop asking about the square footage and start talking about where their furniture would go.

    The same home that "felt small" now feels like a fit.

    That's the hidden cost of skipping staging. Buyers mentally deduct for every room they can't picture themselves in. Those deductions show up in fewer showings, weaker offers and, eventually, price reductions.

    WHY IT MATTERS EVEN MORE ONLINE

    Staging used to be mostly about the showing. Today, it's just as much about the photos.

    Remember, the first impression happens on a screen. Wide-angle professional photography shows a room accurately and makes it inviting. But a camera can't hide clutter. It can't make a crowded room feel open, and it can't make a purposeless room look useful. Good photos of a poorly staged room are still photos of a poorly staged room.

    When a home is staged well, every part of the marketing gets stronger: the photos, the drone shots, the property website, the ads and, when we use it, Zillow Showcase. Staging multiplies the value of everything else.

    THE ROOMS THAT MATTER MOST

    You don't need to stage every corner of your home. Some rooms do most of the work. In my experience, these deserve the most attention:

    
      	The main living area. This is usually the first or second photo and the room buyers spend the most time in during a showing.

      	The kitchen. Clear counters, clean surfaces and good lighting. Buyers want to imagine cooking, not clean-up.

      	The primary bedroom. It should feel calm, spacious and restful, not like a storage room or office.

      	The primary bathroom. Spa-like, simple and spotless.

      	The outdoor living space. In North Texas, the backyard is a big part of the lifestyle. A clean patio with simple seating helps buyers picture evenings outside.

    

    If you focus on those five areas, you'll capture most of the benefit.

    HOW I APPROACH STAGING

    Here's what my process looks like.

    First, I walk through your home with your ideal buyer in mind, the buyer we identified in Chapter 8. If your home's 20% is a home office, that room gets set up to look like a great place to work. If it's a guest suite, it gets staged to look like a private retreat. If it's the backyard, the patio gets the attention.

    Second, I give you a clear, room-by-room plan. What to remove, what to rearrange and what to add, if anything. Most of the time, the biggest wins come from removing, not buying.

    Third, we time it with the launch. Staging gets done before the photographers and the drone arrive, so the media reflects your home at its best from day one. As I mentioned in Chapter 2, you only get one first week, and it should be your best week.

    LIVING IN A STAGED HOME

    I know what you might be thinking. "We still live here. We have kids, pets and jobs. How are we supposed to keep it looking like a model home?"

    That's a fair concern, and it's a real one. A few practical tips help a lot:

    
      	Pack early. Anything you won't need in the next couple of months can go into storage now. You're moving anyway.

      	Create a "showing basket." Keep a bin or laundry basket handy so you can sweep daily clutter off counters in five minutes before a showing.

      	Simplify the closets. Buyers open them. Half-empty closets look spacious.

      	Have a pet plan. Know where pets, beds and bowls go during showings.

    

    It's a short season of inconvenience. And remember, a home that sells faster means fewer weeks of living like this.

    WHAT ABOUT VACANT HOMES?

    If you've already moved out, an empty home can be harder to sell than you'd think. Empty rooms often look smaller in photos, and buyers struggle to understand scale. Is that a dining room or a breakfast nook? Will a king bed fit?

    For vacant homes, adding key furniture to the main living area, the kitchen eating space and the primary bedroom can make a big difference. We'll talk through what makes sense for your home and your budget.

    Here's an illustrative composite from Prosper. Picture an $879,000 vacant home that sat for four months with photos of empty, echoing rooms. On the relaunch, the main living area, dining space and primary bedroom are furnished, and everything is rephotographed. Buyers can finally see how the space lives. Showings pick up within the first week.

    STAGING AND FEEDBACK GO TOGETHER

    Staging isn't a one-time event. It's something we fine-tune based on what buyers tell us.

    That's another reason my phone calls matter. I call every buyer's agent before their showing, and I follow up with them personally after every showing. If several agents mention the same room, such as "the second living area felt awkward," we can adjust the staging that week. Automated feedback requests rarely give us that level of detail. A real conversation does.

    A ROOM-BY-ROOM EXAMPLE FROM FRISCO

    Here's what a staging plan might look like for an illustrative composite home in Frisco listed at $815,000, where the ideal buyer is a family relocating for work who needs a home office and room for kids.

    
      	Entry: Clear the console table, add a simple mirror and a plant, and remove the shoe rack.

      	Great room: Remove one sofa and the oversized ottoman, rearrange seating to face the fireplace, and open the sightline to the backyard.

      	Kitchen: Clear everything off the counters except a cutting board and a bowl of fruit. Add new under-cabinet bulbs so the room photographs bright.

      	Study: Turn the current storage room back into an office with a clean desk, a chair and a bookshelf with a few items.

      	Game room: Organize the toys into bins and stage it as a family hangout with a sectional and a rug.

      	Primary suite: Neutral bedding, cleared nightstands and a reading chair in the corner.

      	Backyard: Power wash the patio, set up a simple table and chairs, and add a couple of potted plants.

    

    Most of that costs very little. Some of it costs nothing at all. Together, it changes how the home looks online and how buyers feel when they walk through it.

    STAGING AND THE PRICE CONVERSATION

    There's another reason staging matters for a home coming off an expired or canceled listing. When a home is staged well, buyers compare it with the best homes in their search. When it isn't, they compare it with the homes that need work, and they price it that way in their heads.

    That's why I think of staging as part of the pricing strategy, not separate from it. If we've done the work in Chapter 3 to set a price buyers believe in, staging helps make sure the home looks like it deserves that price the moment buyers see it.

    WHAT I'LL ASK OF YOU, AND WHAT I'LL HANDLE

    You'll have a clear list, room by room, so you're never guessing what to do. I'll help you prioritize, so the work you put in goes where it matters most. And when it's time for the photographers and the drone, everything will be ready, so the media we use in every part of the marketing shows your home at its best.

    THE NEXT STEP: THE FIRST EIGHT SECONDS

    Staging helps buyers picture themselves in your home. But before they ever get to the living room, there's an even faster judgment happening, right at the curb and the front door.

    In Chapter 11, I'll show you why the first eight seconds of a showing matter so much, and the simple steps that make your home feel cared for the moment a buyer arrives.

  
    Chapter 11

    The First Eight Seconds at Your Front Door

    Buyers make up their minds fast. Faster than most sellers realize.

    By the time a buyer has stepped out of the car, walked up the path and come through the front door, they've already formed an opinion. Real estate professionals often say buyers decide within the first several seconds whether a home is a contender. Everything after that is either confirming that first impression or fighting against it.

    If the first impression is "This home has been well cared for," buyers spend the rest of the showing looking for reasons to love it. If the first impression is "Hmm, this might be a project," they spend the rest of the showing looking for problems. And they usually find some.

    In this chapter, I'll show you what happens in those first seconds, what a bad start costs you, and the practical steps I recommend to make sure your home gets a great one.

    WHAT BUYERS NOTICE FIRST

    Here's what a buyer takes in during the first few seconds, often without realizing it:

    
      	The curb. Is the lawn trimmed, the beds edged and the walkway clean? Is the front door freshly painted? Are the house numbers easy to read?

      	The entry. Does the door open easily? Is the porch clean? Is there a welcome mat that isn't worn out?

      	The smell. Fresh and neutral, or pets, cooking, smoke or heavy air fresheners?

      	The light. Bright and welcoming, or dim and closed in?

      	The view inside. What's the very first thing they see when the door opens? A beautiful sightline to the backyard, or a pile of shoes and a cluttered console table?

    

    None of these things are expensive. All of them matter.

    THE COST OF A BAD FIRST IMPRESSION

    Here's an illustrative composite, not a specific client.

    Picture a home in McKinney listed at $699,000. The interior is lovely, with an updated kitchen and new flooring. But the front flowerbeds are overgrown, the front door paint is faded and peeling, and the porch light has a burned-out bulb. Inside the entry, there's a faint smell of the family dog.

    None of those things are serious. But buyers walk in already wondering what else hasn't been taken care of. They look harder for problems. They notice a scuffed baseboard and a dripping faucet. In their heads, a "well-cared-for home" becomes a "home that might need work." And buyers always overestimate what work costs.

    The feedback says, "Buyers felt it needed some updating." The sellers are confused, because they just updated the kitchen and floors. What actually happened is that the first eight seconds set the tone for everything else.

    That's the scary part. A few hundred dollars of neglected details can cost thousands in lost offers or lower prices.

    THE CURB: YOUR HOME'S HANDSHAKE

    The curb is your home's handshake. It's also often the first photo buyers see online. Here's what I recommend:

    
      	Mow, edge and trim. A freshly maintained lawn tells buyers the home is loved.

      	Refresh the beds. Fresh mulch and a few seasonal flowers go a long way.

      	Paint or refinish the front door. It's one of the most affordable, highest-impact updates there is.

      	Clean the walkway and driveway. A pressure wash can make concrete look years newer.

      	Check the lights. Every exterior bulb should work, especially for evening showings.

      	Clear the driveway. No cars, trash cans or toys in front of the house.

    

    Here's an illustrative composite from Little Elm. Picture a $659,000 home that had faded landscaping and a dull front door. A weekend of mulch, pressure washing and a freshly painted door changes the front photo completely. Buyers start commenting on how inviting the home looks before they even step inside.

    THE ENTRY: THE MOMENT OF TRUTH

    When the front door opens, buyers should see space and light, not stuff.

    Clear out the entry. Put away shoes, backpacks and coats. Keep any console table simple, with one or two decorative pieces at most. If there's a sightline from the front door to the backyard or a great room, make sure nothing is blocking it.

    Turn on every light in the house before each showing, and open the blinds. A bright home feels bigger, cleaner and happier.

    THE SMELL TEST

    This is one of the most sensitive topics I discuss with sellers, so I'll be gentle but honest.

    We all get used to the smell of our own homes. Pets, cooking, candles and even certain cleaning products can create odors we no longer notice. Buyers notice immediately. And a strong smell, even a pleasant one, can make buyers wonder what's being covered up.

    The goal is neutral and fresh. That might mean a deep clean, washing pet bedding, cleaning carpets or simply opening windows before showings. Skip heavy air fresheners and strongly scented candles.

    SPOTLESS, NOT JUST TIDY

    There's a difference between a tidy home and a spotless one. Buyers are looking closely at a home that may be one of the biggest purchases of their lives.

    Before your home goes live, I recommend a deep clean, ideally professional. Windows inside and out, baseboards, light fixtures, ceiling fans, grout and appliances. It's not glamorous, but it's one of the best investments you can make before a launch.

    Then keep it up with a quick routine before each showing: wipe the counters, make the beds, empty the trash, put away dishes and give the bathrooms a once-over.

    HOW THE PHONE CALLS PROTECT YOUR FIRST IMPRESSION

    You might wonder how you'll know if something about your first impression isn't working. That's where my phone calls come in.

    Before your home is shown, I personally call the buyer's agent so they know what makes your home special and walk in with the right expectations. After every showing, I call that agent again myself. I don't rely only on automated feedback requests. I ask, "What would it take for your client to put an offer on this property today?"

    When a first-impression problem exists, it surfaces quickly. "The front looked a little tired." "There was an odor in the entry." Agents rarely put that in a written survey, but they'll tell you in a conversation. And once we know, we can fix it fast, often within days.

    A PRE-SHOWING CHECKLIST

    Here's a simple checklist I give sellers to use before every showing. Most of it takes 15 minutes or less once you get into a rhythm.

    
      	Turn on every light, inside and out, including lamps and under-cabinet lights.

      	Open the blinds and curtains.

      	Set the thermostat to a comfortable temperature. North Texas summers are hot, and a warm house feels smaller.

      	Clear the kitchen counters and put away dishes.

      	Make the beds and fluff the pillows.

      	Wipe down bathroom counters, close toilet lids and hang fresh towels.

      	Take out the trash, including bathroom bins.

      	Put away pet bowls, beds and toys, and take pets with you if possible.

      	Move cars out of the driveway.

      	Check the front porch and walkway for leaves, packages or clutter.

      	Lock away valuables, prescription medications and personal documents.

    

    Keep the list somewhere easy to find, like inside a kitchen cabinet door. It becomes second nature fast.

    AN EXAMPLE FROM PLANO

    Here's another illustrative composite. Picture a home in Plano listed at $725,000, a beautiful home inside with updated flooring and a remodeled primary bath. Over two months, it has 18 showings and no offers.

    Before relaunching, I walk up to the home the way a buyer would. The front flowerbeds are bare dirt. The front door is faded from the afternoon sun. Two exterior lights are out. Inside the entry, a large dog crate sits right in the line of sight, and there's a noticeable pet odor.

    None of it is expensive to fix. Fresh mulch and some seasonal plants in the beds. A newly painted front door. New bulbs. The crate moved to the garage, and a professional deep clean, including the carpets. Then new photography.

    After the relaunch, my calls to buyer's agents tell a different story. Before, agents said things like "It needs some updating." Now they say, "It feels really well cared for." In this illustration, that change in first impression helps the home go under contract within a month.

    EIGHT SECONDS, ONLINE AND IN PERSON

    Remember, your home gets two first impressions: one on a screen and one at the curb. Professional photography and drone media handle the first. This checklist and the work in this chapter handle the second. When both impressions match, and both say "This home is cared for," buyers walk in already leaning yes.

    That's the goal. Not perfection, just a home that gives buyers every reason to keep going and no easy reason to leave.

    WHY THIS MATTERS MORE AFTER AN EXPIRED LISTING

    If your home was on the market before, some local buyers and agents may already have a picture of it in their minds. A refreshed curb, a bright entry and a home that smells clean and feels cared for are some of the fastest ways to replace that old picture with a new one. When an agent who showed your home last time walks in and says, "Wow, this feels different," that's exactly what we're going for. And when I call that agent afterward, that's often the first thing they tell me.

    THE NEXT STEP: SMALL DETAILS, BIG DOLLARS

    Curb appeal, a bright entry and a spotless home get buyers in the right frame of mind. But once they're inside, they start looking closer. They notice the floors, the paint, the fixtures and the little repairs that never got done.

    In Chapter 12, I'll show you which small details can cost you big dollars, which updates tend to pay for themselves, and which ones you can safely skip.

  
    Chapter 12

    Small Details, Big Dollars

    Buyers are terrible at estimating repair costs. I don't mean that as an insult. Most people simply don't know what a repair actually costs, so they guess. And they almost always guess high.

    A dripping faucet becomes "the plumbing might be bad." A few cracked tiles become "we'd have to redo the whole floor." Dated light fixtures become "the whole house needs updating." Each small detail turns into a big mental deduction from what they're willing to pay.

    That's why small details can cost big dollars. In this chapter, I'll show you which details matter most, which updates tend to pay off, and how to decide where your money is best spent before a relaunch.

    THE MATH BUYERS DO IN THEIR HEADS

    Here's an illustrative composite, not a specific client.

    Picture a home in The Colony listed at $679,000. During showings, buyers notice scuffed paint in the main living area, a few dated brass light fixtures, worn carpet on the stairs and a cracked tile in the guest bath. To the seller, these are minor. Fixing all of them might cost a few thousand dollars.

    To the buyer, they add up to "this house needs a lot of work." In their heads, they deduct $25,000 or $30,000 for updates, plus the hassle of doing them after moving in. When an offer finally comes, it's well below list price, and the buyer's agent mentions "the cost of updates" as the reason.

    That's the gap between what a repair costs and what buyers think it costs. Closing that gap before your home goes live is one of the smartest moves you can make.

    WHAT BUYERS TELL US THEY WANT

    Industry surveys consistently show that many buyers would prefer a move-in ready home over one that needs work. That makes sense. Buying a home is stressful and expensive enough without adding a renovation project on top of it, especially for a relocating family, a busy professional couple or anyone stretching to afford the home they want.

    That means homes that feel move-in ready tend to attract more buyers, and more buyers means more competition.

    THE DETAILS THAT MATTER MOST

    You don't need a renovation. You need to remove the reasons buyers would talk themselves out of your home. These details tend to matter most:

    
      	Paint. Fresh, neutral paint is one of the most cost-effective updates there is. It makes rooms look clean, bright and current.

      	Floors. Worn carpet, scratched wood and cracked tile stand out. Floors are one of the first things buyers notice and one of the first things they price in their heads.

      	Light fixtures. Dated fixtures instantly age a home. Updating a few key fixtures in the entry, dining room and kitchen can change the feel of the whole house.

      	Hardware. Cabinet pulls and door handles are small, inexpensive and surprisingly noticeable.

      	Caulk and grout. Fresh caulk in bathrooms and kitchens signals a well-maintained home.

      	Small repairs. Leaky faucets, sticky doors, loose handrails, missing outlet covers, running toilets. Fix them all.

    

    THE "OBVIOUS FIX" PROBLEM

    One of the most expensive mistakes I see in expired listings is the obvious fix that never got done.

    Here's an illustrative composite from Frisco. Picture a $769,000 home with a water stain on the ceiling from a roof leak that was repaired two years ago. The roof is fine. But the stain is still there. Every buyer who sees it wonders if the leak is still active. Several buyers pass entirely.

    A few hundred dollars to repaint that ceiling and a short note with the repair documentation would have removed the question. Instead, it cost the seller months.

    If something looks like a problem, buyers assume it is one. Fix what you can, and document what's already been fixed.

    WHICH UPDATES TEND TO PAY OFF

    Not every update is worth it before a sale. I'll always be honest with you about where your money is likely to come back, and where it isn't.

    Updates that often make sense:

    
      	Fresh paint in key living areas.

      	Replacing worn or dated carpet.

      	Updating a few key light fixtures.

      	Minor repairs and touch-ups.

      	Deep cleaning, including carpets and grout.

      	Basic landscaping and curb appeal.

    

    Updates that usually don't make sense right before a sale:

    
      	A full kitchen remodel.

      	A full bathroom remodel.

      	Major additions or structural changes.

      	Highly personalized upgrades.

    

    The big projects rarely return their full cost before a sale, and they can delay your launch for months. The small projects often return far more than they cost, because they remove the big deductions buyers make in their heads.

    USE THE MARKET TO DECIDE

    How do we decide what's worth doing? We let the market tell us.

    First, I compare your home with the active, pending, closed and canceled homes buyers are cross-shopping, including the copycat neighborhoods from Chapter 3. If every competing home has updated fixtures and fresh paint, yours needs them too. If the competition is dated, we may be able to stand out with just a few touches.

    Second, I look at the feedback from your previous listing, if any exists. If buyers kept mentioning the same issue, that's our first fix.

    Third, once your home is live, I keep listening. Before every showing, I call the buyer's agent personally. After every showing, I call that agent again, separate from any automated feedback requests. If several agents mention the same detail, we know exactly where to focus.

    Here's an illustrative composite from Plano. Picture a $735,000 home where three agents, in follow-up calls, mention that the carpet upstairs felt worn and the bedrooms looked dated. The seller replaces the upstairs carpet and repaints two bedrooms for a modest cost. The next week, the feedback changes, and an offer arrives within three weeks at $729,000.

    LEARN FROM WHAT ALREADY HAPPENED

    If your home was under contract before and the deal fell apart after the buyer's inspection, that history is valuable. The repair requests from that buyer show exactly what the next buyer is likely to notice. We'll go through that list together and decide which items are worth handling now, on your own timeline, instead of during a new buyer's option period, when you have the least leverage.

    A PRE-LAUNCH PUNCH LIST

    Here's how I typically organize the work before a relaunch. We walk the home together, room by room, and sort everything into three groups.

    
      	Must fix. Anything that would show up as a concern in photos, a showing or an inspection: leaks, stains, broken fixtures, damaged flooring, safety issues, things that don't work.

      	Should fix. Items that make a noticeable difference for a modest cost: paint in key rooms, a few light fixtures, worn carpet, caulk and grout, cabinet hardware.

      	Skip. Big projects that won't return their cost before the sale, or personal preferences that buyers won't pay extra for.

    

    Then we set a budget and a timeline, and we get the work done before the photographers and the drone arrive. I can also point you toward trusted local contractors and service providers, so you're not scrambling to find help.

    AN EXAMPLE FROM PROSPER

    Here's another illustrative composite. Picture a home in Prosper listed at $859,000. It was originally listed for four months without an offer. The kitchen and baths were in good shape, but the walls were a strong, dated color throughout, and several builder-grade light fixtures were showing their age. A few doors stuck, there was a cracked tile at the back door, and the fence had several leaning pickets.

    Feedback from the first listing said things like, "Buyers felt it needed a lot of work."

    The punch list for the relaunch was simple: neutral paint in the main living areas, new fixtures in the entry, dining room and over the island, door adjustments, the cracked tile replaced and the fence repaired. The work took about two weeks.

    After the relaunch, buyer's agents described the home very differently in my follow-up calls. "Move-in ready" came up again and again. In this illustration, the home goes under contract in the first month at $852,000.

    WHY THIS ISN'T ABOUT SPENDING A FORTUNE

    I want to be clear. I'm not asking you to pour money into a home you're about to sell. The point is the opposite: to spend a little in the right places so buyers don't subtract a lot in the wrong ones.

    If a $3,000 punch list prevents a buyer from mentally deducting $25,000, that's one of the best investments you'll make in the whole sale. And if something isn't worth doing, I'll tell you so.

    DOCUMENT WHAT YOU'VE ALREADY DONE

    One more detail that's easy to overlook: paperwork. If you've replaced the roof, the HVAC system, the water heater or the windows, or repaired a foundation or a leak, gather the receipts, warranties and dates. A simple one-page summary of updates, shared on the property website and with buyer's agents, turns "I wonder how old that is" into "That's already been done." It answers questions before they become objections, and it gives buyers confidence when it's time to write an offer.

    THE NEXT STEP: THE SHOWING ITSELF

    You've done the work. Your home looks great online, has its own stage, reaches buyers far and wide and feels cared for the moment buyers walk in.

    Now comes the part where most listings either take off or stall: the showing. In Chapter 13, I'll show you exactly how I handle showings, including the two phone calls I make on every single one, and why they're among the most valuable things I do for my clients.

  
    Chapter 13

    The Showing Strategy: Two Phone Calls, Every Time

    If there's one chapter in this book I'd ask every seller to read twice, it's this one.

    Here's why. All the marketing in the world has one purpose: to get the right buyers through your front door. Once they're there, the showing is where interest turns into an offer, or quietly fades away. And in most listings, almost nobody is managing that moment.

    Think about how showings usually work. A buyer's agent books a time through a showing app. The buyers walk through. Afterward, an automated feedback request goes out. Sometimes it gets answered with a word or two. Often it doesn't get answered at all. The seller hears "Buyers liked it" or nothing, and the cycle repeats.

    That's not a strategy. That's hoping. In this chapter, I'll show you what I do instead.

    THE COST OF UNMANAGED SHOWINGS

    Here's an illustrative composite, not a specific client.

    Picture a home in Plano listed at $765,000. Over three months, it has 26 showings. The automated feedback that comes back says things like "Nice home," "Clients are still looking" and "Good layout." Nothing actionable. The listing agent never picks up the phone. The sellers assume the home just hasn't found the right buyer yet.

    What they don't know is that at least half those buyers had the same concern: the backyard faced west with no shade, and the patio was unusable on summer afternoons. A shade solution and a few photos showing the patio in the evening would have changed the conversation. Instead, 26 showings came and went, the listing expired, and the sellers spent three months and roughly $17,000 in carrying costs learning nothing.

    Every showing is a chance to learn. An unmanaged showing wastes that chance.

    CALL ONE: BEFORE THE SHOWING

    Before your home is shown, I personally call the buyer's agent.

    That call does several things at once:

    
      	It tells me who's coming. What are the buyers looking for? What other homes are they seeing? Are they relocating? What's their timeline?

      	It lets me share what makes your home special. The greenbelt view, the guest suite, the new roof, the walk to the lake. The things that might be easy to miss during a quick tour.

      	It answers questions before they become objections. HOA dues, utility costs, school zoning, what conveys with the home.

      	It builds a relationship. An agent who has talked with the listing agent feels more comfortable calling with questions, and more comfortable writing an offer.

    

    Here's an illustrative composite from Prosper. Picture an $869,000 home with a downstairs guest suite tucked behind the kitchen, easy to overlook. Before a showing, I learn from the buyer's agent that their clients have a parent moving in with them. I make sure the agent knows exactly where the suite is and what makes it private. The buyers walk straight to it. That's the room they talk about on the drive home.

    Without that call, they might have walked right past it.

    CALL TWO: AFTER EVERY SHOWING

    After every showing, I call the buyer's agent again. Not just an automated survey, but a real conversation.

    And I ask the question I've mentioned throughout this book: "What would it take for your client to put an offer on this property today?"

    That question works because it gets past politeness. It doesn't ask whether they liked the home. It asks what's standing between them and an offer. And agents, in a real conversation, usually tell me:

    
      	"They loved it, but they're also looking at a home in a copycat neighborhood with a bigger yard."

      	"The primary bath felt dated to them."

      	"Honestly, it's price. They think it's about $15,000 high compared with what they've seen."

      	"They're very interested. They're just waiting to sell their current home."

    

    Each of those answers tells us something different, and each one leads to a different response.

    TURNING FEEDBACK INTO ACTION

    Here's what happens with the information from those calls.

    If buyers are comparing your home with a specific competitor, we look at how your home stacks up and whether our marketing needs to highlight something they're missing.

    If the same condition issue keeps coming up, we talk about whether a modest fix makes sense, as we discussed in Chapter 12.

    If several agents mention price, we look at fresh comps from the last 60 days, including any new closings, pendings and cancellations, and make an informed decision together. Never a reflex, always data.

    If buyers are interested but not ready, we stay in touch, so we know if their situation changes.

    YOU'LL ALWAYS KNOW WHAT'S HAPPENING

    You'll get regular updates from me about showing activity and what buyer's agents are telling me. Not a forwarded survey with "Nice home," but the real story: who came, what they thought and what we're doing about it.

    Many of the sellers I meet after an expired or canceled listing tell me the worst part wasn't the waiting. It was not knowing. They had no idea what buyers were thinking or what their agent was doing. I never want my clients to feel that way.

    MAKING SHOWINGS EASY

    One more thing. The best feedback in the world doesn't help if buyers can't get in the door.

    I'll work with you on a showing plan that fits your life while keeping your home as available as possible. Limited showing windows cost showings, and lost showings cost offers. We'll find the balance that works, including a plan for pets, kids and work-from-home schedules.

    WHY MOST AGENTS DON'T DO THIS

    Two phone calls per showing doesn't sound complicated. So why don't more agents do it?

    Because it takes time. A home with 15 showings means 30 phone calls, plus follow-ups. It's much easier to let an app send automated requests and forward whatever comes back.

    But that easy approach is exactly why so many listings expire with a file full of "Nice home." The calls are where the truth lives. I make them because they work.

    WHAT THE PRE-SHOWING CALL SOUNDS LIKE

    People are sometimes curious what I actually say on these calls, so here's a typical version.

    "Hi, this is Patrick Crawford with Coldwell Banker. I see you're showing my listing tomorrow at two. Thanks for bringing your clients. Can I ask what they're looking for and what else they're seeing? Great. I want to make sure you don't miss the study off the entry; it has French doors and its own window to the backyard. Also, the HVAC was replaced recently, and the HOA covers the community pool a block away. Is there anything I can answer for you before you go?"

    It's a short call. But now that agent walks in knowing the home's highlights, the answers to the most common questions and that the listing agent is engaged. That changes how they present the home to their clients.

    WHAT THE FOLLOW-UP CALL SOUNDS LIKE

    After the showing, the follow-up sounds something like this:

    "Hi, it's Patrick again. Thanks for showing the house today. How did it go? What did your clients like most? And let me ask you directly: what would it take for your clients to put an offer on this property today?"

    Then I listen. If the answer is "They want to see two more homes first," I ask which ones, because that tells me who we're competing with. If the answer is "They're worried about the size of the backyard," I know that's a concern to address in our marketing or in the next showing. If the answer is "They're thinking about it," I ask what they're thinking about.

    That follow-up happens after every showing. Not just the ones that seem promising, and not just through an automated request.

    AN EXAMPLE FROM LITTLE ELM

    Here's another illustrative composite. Picture a home in Little Elm listed at $676,000. In the first week of the relaunch, it has eight showings. In my follow-up calls, three different agents mention that their buyers loved the home but were nervous about the size of the electric bill in summer, because the home faces west.

    That's not something an automated survey would ever surface. So we gather the sellers' actual utility history for the last 12 months and share it with every agent before their showing. We also mention the recently added attic insulation and the newer HVAC system.

    The next week, the concern disappears from the feedback. One of the original buyers comes back for a second look, and an offer follows.

    Without the calls, that worry would have quietly cost the sellers buyers, week after week.

    WHAT YOU'LL HEAR FROM ME

    After the follow-up calls, you'll get the real story from me: what buyers liked, what concerned them, what they're comparing your home with and what I recommend. When several agents say the same thing, we act. When feedback is mixed, we watch for patterns. And when an offer is coming, you'll know before it arrives.

    WHEN THE CALLS SAY "PRICE"

    Sometimes the follow-up calls point to price. When several agents independently say the home feels high compared with what their buyers are seeing, I don't brush it off, and I don't panic either. I go back to the data: new closings, pendings and cancellations within the last 60 days, including the copycat neighborhoods. Then I bring you the feedback and the numbers together, so any decision we make is grounded in both what buyers are saying and what the market is doing.

    THE NEXT STEP: PUTTING IT ALL TOGETHER

    You've now seen every major piece of my process: pricing, presentation, marketing, staging, preparation and showings. In Chapter 14, I'll put it all together into the three-step relaunch formula I use to sell homes that didn't sell the first time.

  
    Chapter 14

    My 3-Step Relaunch Formula

    By now, you've seen most of the pieces of my process. In this chapter, I'm going to put them together into the simple, three-step formula I use for homes that didn't sell the first time.

    Before I do, let me be clear about one thing. A relaunch isn't the same listing with a new sign in the yard. If we do the same things that didn't work before, we'll probably get the same result. A relaunch means rethinking everything, from price to photos to how buyers are reached and how showings are handled.

    Here's the formula: Diagnose. Rebuild. Relaunch.

    STEP 1: DIAGNOSE

    Before I change anything, I want to understand what went wrong the first time. Not to assign blame, but to make sure we fix the right problems.

    Here's what I look at:

    
      	The listing history. Price, price changes, days on market, how many showings and any offers or failed contracts.

      	The original marketing. Photos, photo order, headline, description, and whether there was any marketing beyond the MLS.

      	The feedback. Whatever the previous listing collected, even if it's thin.

      	The competition. What sold, what's pending, what's active and what was canceled while your home was on the market, using price per square foot and data from about the last 60 days.

      	Copycat neighborhoods. Where else were buyers shopping? You'll help me name them.

      	The agents behind recent closings. I call five to ten of them to learn how they found their buyers, where those buyers came from and what the public numbers don't show.

    

    By the end of the diagnosis, we usually know exactly why buyers went down the street. Often it's not one big thing but three or four smaller ones working together.

    STEP 2: REBUILD

    Next, we rebuild your home's position in the market, piece by piece.

    
      	Price. Comps set the price, not the old list. We set a price buyers believe in, based on current data, and positioned for how buyers search.

      	Your 20%. We identify what makes your home different and who your ideal buyer is, and that shapes everything else.

      	Preparation. We tackle the small details that cost big dollars: paint, fixtures, flooring, repairs and a deep clean.

      	Staging. We stage for your ideal buyer, focusing on the rooms that matter most.

      	Media. Professional wide-angle photography, drone media and, when it adds value for your property, Zillow Showcase.

      	Stage and reach. A dedicated property website, social ads, Google and YouTube ads, syndication to more than 500 websites, a sign with text capture and Coldwell Banker's global network.

    

    If your home needs time to prepare, we can use a short private pre-launch window to get everything right and quietly build interest before going public. We'll talk about whether that makes sense for you.

    STEP 3: RELAUNCH

    Finally, we go live, and we go live strong.

    You only get one first week, and it should be your best. The first days of a listing get the most attention from buyers and agents. That's when your home needs to look its absolute best and reach as many qualified buyers as possible.

    During the relaunch, I manage every showing personally. Before each one, I call the buyer's agent. After each one, I call that agent again and ask, "What would it take for your client to put an offer on this property today?" That's on top of any automated feedback, which rarely tells the whole story.

    You'll get regular updates, and we'll adjust quickly based on what we learn.

    A RELAUNCH IN ACTION

    Here's an illustrative composite to show how all three steps fit together.

    Picture a family in Frisco with a 3,500-square-foot home. They listed at $879,000, reduced twice to $839,000 and canceled after five months with 19 showings and no offers.

    Diagnose. The photos were taken on a cloudy day and made the rooms look dark. The best feature, a large covered patio overlooking a pond, appeared in photo twenty-two. The comps used included sales from eight months earlier. Two canceled listings nearby had tried to sell above $260 per square foot and failed. Calls to agents behind recent closings revealed that several buyers had relocated from out of state and found their homes online.

    Rebuild. Using copycat neighborhoods the sellers named and data from the last 60 days, the price comes in at $849,000. Higher than their last reduction, because the presentation is about to change dramatically. The home gets fresh paint in two rooms, updated fixtures and staging focused on the patio and great room. New wide-angle photos lead with the patio at sunset. Drone media shows the pond and walking trails. A property website goes live, with social, Google and YouTube ads aimed at local and relocating buyers.

    Relaunch. In the first week, the home gets 15 showings. Pre-showing calls help agents understand the patio and the pond view. Post-showing calls reveal that two families are seriously interested. In this illustration, the home receives two offers and goes under contract at $851,000.

    Same home. Different plan. Better result.

    WHY THE FORMULA WORKS

    The formula works because it attacks the real problems, not the symptoms. A price reduction treats the symptom, which is no offers. The formula treats the causes: wrong comps, weak presentation, limited reach and unmanaged showings.

    Fix the causes, and the results usually follow: the most money, in the least time, with the least headaches.

    WHAT THE TIMELINE LOOKS LIKE

    Every home is different, but here's how a typical relaunch timeline might look.

    
      	Week 1: Diagnose. We review the previous listing, pull fresh data on closed, pending, active and canceled homes, identify copycat neighborhoods together, and I start calling the agents behind recent nearby closings. By the end of the week, we sit down and go through what went wrong and what the market is saying now.

      	Weeks 2 and 3: Rebuild. We set the price strategy and identify your home's 20% and ideal buyer. Repairs, paint and touch-ups get done, followed by staging and a deep clean. Then come the professional wide-angle photos, the drone media and, if it adds value, the Zillow Showcase production. The property website and ads get built.

      	Week 4: Relaunch. Everything goes live together: the MLS listing, syndication to more than 500 websites, the property website, social, Google and YouTube ads, the sign with text capture and the Coldwell Banker network. Showings begin, with a personal call to each buyer's agent before every showing and a personal follow-up call after every one.

      	Weeks 5 and beyond: Respond. We review activity and feedback each week and adjust quickly. You'll get regular updates throughout.

    

    If your home is already in great shape, this can move faster. If it needs more work, we may take a little longer. Either way, we don't go live until your home is ready to make its best first impression.

    AN EXAMPLE FROM THE COLONY

    Here's another illustrative composite. Picture a home in The Colony listed at $719,000 that expired after 150 days with very few showings.

    In the diagnosis, we find that the listing went live with cell phone photos, never mentioned that the home was close to the lake, and was priced using sales from the previous spring, when the market was hotter. The previous agent never called a single buyer's agent.

    In the rebuild, fresh data within the last 60 days, including two copycat neighborhoods the sellers named, supports a price of $704,900. The home gets fresh paint in the main living areas and new carpet in two bedrooms. New wide-angle photos and drone media show the home and its location near the water. A property website and ads tell the lake-lifestyle story.

    In the relaunch, the home gets more showings in its first week than it had in its last two months. My pre-showing calls make sure each agent knows about the lake access. My follow-up calls reveal two serious buyers. In this illustration, the home goes under contract at $709,000 within three weeks.

    WHAT YOU WON'T SEE IN MY RELAUNCH

    Just as important as what I do is what I don't do. You won't see your home simply put back in the MLS with a lower price and the same photos. You won't see a string of reflexive reductions. You won't hear "Buyers liked it" with nothing behind it. And you won't be left wondering what's happening. Every step has a purpose, and you'll know what it is.

    WHAT YOU'LL DO, AND WHAT I'LL DO

    A relaunch is a partnership. Your part is mostly at the beginning: sharing what you know about your home and neighborhood, naming the copycat neighborhoods, tackling the punch list and keeping the home show-ready. My part runs from start to finish: the data, the calls to agents behind recent closings, the media, the website, the ads, the showings, the personal calls before and after every showing, the updates and the negotiation. You'll never wonder who's responsible for what, and you'll never wonder what's happening next.

    THE FORMULA IN ONE SENTENCE

    If you remember only one thing from this chapter, make it this: find out exactly why buyers said no, fix those reasons before buyers see your home again, and then launch with enough reach and personal follow-through that the right buyers can't miss it.

    THE NEXT STEP: NEGOTIATION

    When the formula works, offers come in. And that's where a whole new set of risks begins.

    Many sellers lose thousands of dollars after they've found a buyer, through small negotiation mistakes that seem harmless in the moment. In Chapter 15, I'll show you the most common ones and how to avoid them.

  
    Chapter 15

    Negotiation Mistakes That Cost Sellers Thousands

    Here's something that surprises a lot of sellers. Some of the most expensive mistakes in a home sale happen after an offer arrives.

    You've worked hard to get here. The home is priced right, it looks great and buyers are interested. Then an offer comes in, and suddenly there's a flood of decisions to make, often under time pressure and with a lot of emotion. That's when small mistakes can cost real money.

    In this chapter, I'll walk you through the negotiation mistakes I see most often, what each one costs, and how I help my clients avoid them. Sometimes what you don't do matters more than what you do.

    MISTAKE #1: TAKING A LOWBALL OFFER PERSONALLY

    A low offer can feel like an insult. You love your home. You've cared for it for years. And someone just offered tens of thousands less than you think it's worth.

    It's natural to want to reject it outright, or not respond at all. But a low offer is still an offer. It means a buyer is interested enough to put something in writing. That's the start of a conversation, not the end of one.

    Here's an illustrative composite, not a specific client. Picture a home in McKinney listed at $755,000. An offer comes in at $705,000. The seller is offended and wants to ignore it. Instead, we counter at a number supported by fresh comps, with a short explanation of the data. After a couple of rounds, the home goes under contract at $738,000.

    If the seller had ignored the first offer, that buyer would likely have moved on to the next home on their list.

    MISTAKE #2: FOCUSING ONLY ON PRICE

    Price matters, of course. But it's not the only thing that determines what you walk away with.

    Look at the whole offer:

    
      	Seller-paid closing costs or credits.

      	Repair requests.

      	The option period and its terms.

      	Financing type and the strength of the buyer's approval.

      	The appraisal situation, if the buyer is financing.

      	The closing date and whether it fits your plans.

      	Any leaseback or possession terms.

    

    Here's an illustrative composite from Frisco. Picture two offers on an $825,000 home. Offer A is $825,000 with $15,000 in seller-paid closing costs and a long option period. Offer B is $818,000 with no credits, a strong financing approval and a shorter option period. On paper, Offer A looks better. In reality, Offer B likely nets the seller more and carries less risk.

    That's why I review every offer with you line by line, with a clear estimate of your net proceeds.

    MISTAKE #3: REVEALING TOO MUCH

    "We need to sell by the end of the month." "We already bought our next home." "We're getting divorced." "We just need to be done."

    Every one of those statements is understandable. Every one of them, if it reaches the buyer's side, can weaken your negotiating position. A buyer who knows you're under pressure has less reason to offer more.

    I'll help you keep your motivations private, and I'll never share information that hurts your position without your permission.

    MISTAKE #4: NEGOTIATING AGAINST YOURSELF

    This one is subtle. A seller lowers their price, or offers a concession, before the buyer has even asked for it. "Let's offer to cover closing costs so they'll be more likely to accept."

    Sometimes that's a strategic move. Often, it just gives money away. Every concession should be made in exchange for something, not offered up front out of worry.

    MISTAKE #5: FIGHTING OVER SMALL ITEMS

    I've seen deals fall apart over a refrigerator, a set of curtains or a few hundred dollars in repairs.

    When negotiations get emotional, it's easy to lose sight of the big picture. If a $500 item stands between you and a closed sale, and the alternative is another month or two of carrying costs at $5,000 or more a month, the math usually points one way.

    I'll help you keep the big picture in focus, so small items don't derail a strong deal.

    MISTAKE #6: NOT PREPARING FOR INSPECTION AND APPRAISAL

    Getting an accepted offer is a milestone, but it's not the finish line. Many deals get renegotiated after the inspection or the appraisal.

    If you've prepared well, with the repairs from Chapter 12 done and documentation for past fixes ready, there are fewer surprises. And if a buyer's lender orders an appraisal, I prepare information on recent comparable sales, upgrades and the market to share with the appraiser when appropriate. That's another reason pricing from current data matters: a price built on real comps is much more likely to hold up.

    MISTAKE #7: LETTING ONE OFFER STOP THE MOMENTUM

    When the first offer arrives, some sellers stop all marketing and showings while they negotiate. If that offer falls apart, the home has lost valuable momentum.

    Depending on the situation, keeping interest alive while negotiating can protect your position, and sometimes it brings in a second offer. That gives you options, and options are leverage.

    THE COMMON THREAD

    Every one of these mistakes comes from the same place: pressure. Pressure from time, money, emotion or fear of losing the buyer. And as we discussed in Chapter 4, pressure is what pushes sellers into taking less.

    That's why the way your home launches matters so much. A home that launches with the right price, standout presentation and wide reach tends to create its own competition. And competition is the best negotiating position there is.

    MISTAKE #8: IGNORING THE OPTION PERIOD

    In Texas, many contracts include an option period, a set number of days during which the buyer can terminate the contract for any reason. The buyer pays a fee for that right.

    During that time, the buyer usually does inspections and decides whether to move forward. Some sellers treat the option period as a formality. It isn't. It's often when renegotiation happens, and a long option period means a longer stretch where your home is effectively off the market while the buyer can still walk away.

    When reviewing offers, I look closely at the length of the option period and the fee, and we factor that into which offer is truly strongest.

    MISTAKE #9: NOT KNOWING YOUR NET

    Many sellers make decisions based on the offer price without knowing what they'll actually walk away with. Commissions, title costs, prorated taxes, payoff amounts, credits and repairs all affect the final number.

    Before you respond to any offer, I'll prepare an estimate of your net proceeds so you can compare offers on what matters: the money that ends up in your pocket.

    AN EXAMPLE FROM PROSPER

    Here's another illustrative composite. Picture a home in Prosper listed at $879,000 that receives two offers in the first week of a relaunch.

    Offer A is $885,000, with $12,000 in seller-paid closing costs, a 10-day option period and a buyer who needs to sell their current home first.

    Offer B is $874,000, with no seller-paid costs, a 5-day option period, a strong financing approval and a closing date that matches the sellers' move.

    The sellers' first instinct is to take Offer A because the number is bigger. When we compare net proceeds and risk side by side, Offer B nets them about the same amount, with far less risk of the deal falling apart. Before deciding, I call both buyer's agents to confirm details. We counter Offer B at $879,000, and the buyer accepts.

    The sellers end up with more money, less risk and a timeline that works for their family. That's what looking at the whole offer can do.

    HOW I KEEP YOU OUT OF THESE MISTAKES

    When an offer comes in, here's what happens:

    
      	I call the buyer's agent to understand the buyer, their financing and what matters most to them.

      	I prepare a net proceeds estimate for each offer.

      	I walk you through every term in plain English.

      	I give you my honest recommendation and the reasons behind it.

      	You make the decision.

    

    Calm, clear and informed. That's how strong negotiations begin.

    MISTAKE #10: GOING IT ALONE ON THE HARD CONVERSATIONS

    Some of the hardest moments in a sale are conversations: telling a buyer no, pushing back on a repair list, or asking for a better number. Many sellers, especially after a stressful listing, just want those moments to end, so they give in.

    That's part of what you hire me for. I'll handle those conversations directly with the buyer's agent, professionally and firmly, backed by data. You stay in control of every decision, but you don't have to carry every difficult phone call. Often, the calm, prepared side of a negotiation is the side that comes out ahead.

    A NOTE ON EMOTIONS

    None of these mistakes happen because sellers aren't smart. They happen because selling a home is emotional, especially after months of waiting. Recognizing the pressure is the first step to not letting it make decisions for you. When you feel the urge to accept anything just to be done, or to reject something out of frustration, that's the moment to pause, look at the numbers and talk it through with me.

    THE NEXT STEP: NEGOTIATING TO WIN

    Avoiding mistakes is half the battle. The other half is knowing what to do. In Chapter 16, I'll show you the strategies I use to negotiate for the highest price and the best terms, and how the work we do before launch sets up every negotiation for success.

  
    Chapter 16

    How I Negotiate for Top Dollar

    Negotiation doesn't start when an offer arrives. It starts the day your home goes live.

    That's the big idea in this chapter. The strongest negotiating position you can have isn't a clever counteroffer. It's two or three interested buyers who all want your home at the same time. Everything in my process, from the pricing to the photos to the phone calls, is designed to create that position before anyone ever writes an offer.

    Then, when offers arrive, I negotiate to protect it.

    STRATEGY #1: CREATE COMPETITION BEFORE THE FIRST OFFER

    A single buyer negotiates from strength. Two buyers negotiate against each other.

    That's why the first week of a listing matters so much. A home that launches with the right price, standout media, a dedicated property website, targeted ads and wide reach can draw a concentrated wave of showings. When multiple buyers see the same home in the same few days, they know they're not alone.

    Here's an illustrative composite, not a specific client. Picture a home in Prosper listed at $899,000 that relaunches after a canceled listing. The new launch brings 17 showings in the first week. Pre-showing calls with buyer's agents reveal that three families are especially interested. When the first offer arrives, I let the other agents know there's activity, within the rules and with the seller's permission, so their clients can decide whether to act. By the end of the week, there are three offers. The home goes under contract at $912,000 with favorable terms.

    None of that happens if the home trickles onto the market.

    STRATEGY #2: KNOW EVERY BUYER BEFORE THEY OFFER

    Because I call every buyer's agent before their showing and follow up personally after every showing, I usually know a lot about the buyers by the time an offer arrives.

    I know what they loved, what concerned them, what else they were considering and how motivated they are. That information is incredibly valuable in negotiation. It helps me predict what a buyer might accept, which terms matter most to them, and where there's room to hold firm.

    Automated feedback surveys can't give you that. Conversations can.

    STRATEGY #3: SUPPORT EVERY NUMBER WITH DATA

    When I counter an offer, I don't just say "No, we want more." I explain why.

    I can show the buyer's agent the recent closings, pendings and actives that support our price, using price per square foot from about the last 60 days. I can point to what makes your home different from the competition. When buyers see that a counter is grounded in data, they're much more likely to come up.

    It also matters later. When an appraisal is part of the deal, a price built on current comps is much more likely to hold.

    STRATEGY #4: NEGOTIATE THE WHOLE DEAL

    As we discussed in Chapter 15, price is only one part of the deal. I negotiate every term that affects your net proceeds and your peace of mind:

    
      	Credits and closing costs.

      	The option period.

      	Repair requests after inspection.

      	The closing date and possession.

      	The strength of the buyer's financing.

    

    Sometimes a buyer can't move on price but can move on terms. Sometimes giving a little on the closing date gets you a stronger price. Knowing what each side values most is where good negotiations happen.

    STRATEGY #5: HANDLE THE INSPECTION WITH A PLAN

    After inspection, buyers often come back with a list of requests. This is where many sellers lose money they already thought they'd won.

    Here's an illustrative composite from The Colony. Picture a home under contract at $684,000. The inspection report comes back with a long list. The buyer asks for $14,000 in repairs and credits. Instead of accepting or refusing outright, we sort the list: genuine safety or system issues, minor items and cosmetic preferences. We offer to handle the genuine issues with licensed contractors and a smaller credit. The buyer agrees to a $4,500 concession. The seller keeps almost $10,000 that could easily have walked out the door.

    STRATEGY #6: STAY CALM AND KEEP YOU INFORMED

    Negotiations can be stressful. My job is to take as much of that stress off your shoulders as possible.

    I'll walk you through every offer, every counter and every request with clear numbers and clear options. You'll always know what you'd net, what the risks are and what I recommend. Then you decide. It's your home, and your decision.

    THE RESULT: THE MOST MONEY, LEAST TIME, LEAST HEADACHES

    That's the goal for every client I work with. Not just a sale, but the best possible sale: the most money, in the least time, with the least headaches.

    STRATEGY #7: HANDLE MULTIPLE OFFERS WITH CARE

    When more than one buyer is interested, how you handle it matters a lot. I'll walk you through the options, such as setting a time for all offers to be submitted, asking for highest and best, or countering one offer while keeping others in play. Each approach has pros and cons, and the right choice depends on the buyers, their terms and your goals.

    The aim is always the same: let the competition do its work, while keeping every buyer engaged and treating everyone professionally. Buyers who feel respected stay in the game. Buyers who feel played walk away.

    STRATEGY #8: PREPARE FOR THE APPRAISAL

    If a buyer is financing, an appraisal is often one of the last big hurdles. When the price is strong, especially after multiple offers, I prepare for it.

    That can include a summary of recent comparable sales, pending sales and your home's upgrades and features, provided when appropriate through the proper channels. It also includes thinking ahead in the contract about how an appraisal gap would be handled.

    Because our price was built from current data in the first place, it's much more likely to hold.

    STRATEGY #9: KNOW WHEN TO HOLD AND WHEN TO BEND

    Good negotiation isn't about winning every point. It's about winning the points that matter most to you.

    If your priority is price, we may be flexible on the closing date. If your priority is timing, we may give a little on price to get a guaranteed close. If you want certainty, we may favor a stronger financing approval over a slightly higher offer.

    Before we ever receive an offer, I'll ask you what matters most, so we know which points to hold and where we can bend.

    AN EXAMPLE FROM PLANO

    Here's another illustrative composite. Picture a home in Plano listed at $789,000. After a strong relaunch, two offers arrive on the same weekend.

    One buyer offers $795,000, but with a request for $10,000 toward closing costs. The other offers $790,000 with no credits, but needs a closing date three weeks later than the sellers would like.

    Through my calls with both buyer's agents, I learn that the first buyer is stretching and the closing costs really matter to them, while the second buyer is flexible on almost everything except the closing date, because of their lease.

    The sellers' priority is net proceeds, and they can stay in a short-term rental if needed. So we counter the second buyer at $799,000 with their requested closing date. They accept. The sellers net more than either original offer would have given them, simply because we understood what each buyer valued.

    That's the power of knowing your buyers, and it starts with the phone calls before and after every showing.

    STRATEGY #10: PROTECT THE DEAL AFTER YOU WIN IT

    Winning the negotiation is not the end. Between contract and closing, I stay in close contact with the buyer's agent, the lender and the title company. If something comes up, such as a repair question, a document delay or an appraisal issue, we want to know early and solve it quickly. A deal that closes on time, on terms, is the only negotiation win that counts.

    WHY NEGOTIATION STARTS WITH THE FIRST PHONE CALL

    If you look back at every strategy in this chapter, you'll notice a pattern. The best negotiations are won with information, and that information is gathered long before the offer arrives.

    The calls to agents behind recent closings tell me how buyers in your area behave. The call to each buyer's agent before their showing tells me what that buyer wants. The follow-up call after every showing tells me how close they are to an offer and what's in the way. By the time we're negotiating, I'm not guessing what the other side will do. I usually have a pretty good idea.

    That's the quiet advantage of doing the work most agents skip.

    THE GOAL IS A WIN THAT LASTS

    A strong negotiation isn't one where the buyer walks away feeling beaten. It's one where you get the best price and terms the market will support, the buyer feels good about the home they're getting, and both sides make it to the closing table. Deals where one side feels cheated have a way of falling apart. Deals built on clear data, honest communication and fair terms tend to close. That's how I negotiate, every time.

    THE NEXT STEP: BEFORE YOU SIGN

    Once you and a buyer agree on terms, there's one more set of risks to understand before you sign. Taking your home off the market for a contract that falls apart can cost you weeks or months. In Chapter 17, I'll show you what to check before you sign a contract with a buyer.

  
    Chapter 17

    Read This Before You Sign a Contract With a Buyer

    Imagine this. You accept an offer. You stop showings, take the home off the active market and start planning your move. Weeks go by. Then, a few days before closing, the buyer's financing falls through. The deal is dead.

    Now your home goes back on the market, and buyers see that it was under contract and came back. They wonder what went wrong. You've lost weeks, maybe a month or more, plus the momentum of your launch. You're back to carrying costs and uncertainty.

    That's a scary scenario, and it happens more often than it should. The good news is that many failed contracts can be avoided by asking the right questions before you sign.

    In this chapter, I'll walk you through what I check on every offer before I recommend that a client sign.

    THE COST OF A FAILED CONTRACT

    Here's an illustrative composite, not a specific client.

    Picture a home in Plano listed at $769,000. The sellers accept an offer at full price after two weeks. They're thrilled. But nobody looks closely at the buyer's financing. Five weeks later, the buyer's loan is denied. The home goes back on the market with a "back on market" label, and for weeks afterward buyer's agents ask what happened.

    Between the lost time, the carrying costs and the stigma, the sellers end up accepting $748,000 two months later. That one unchecked detail cost them more than $20,000, plus two months of stress.

    QUESTION #1: HOW STRONG IS THE BUYER'S FINANCING?

    Not all approvals are equal. A pre-qualification based on a short conversation is very different from a full approval where the lender has reviewed income, assets and credit.

    Before I recommend accepting an offer, I want to know:

    
      	What kind of loan the buyer is using.

      	How strong their approval is, and from what lender.

      	Whether the down payment and closing funds are verified.

      	Whether the buyer needs to sell another home first.

    

    I'll often call the buyer's lender directly to confirm the details. A five-minute call can save you weeks.

    QUESTION #2: IS THE PRICE LIKELY TO APPRAISE?

    If the buyer is financing, the lender will usually order an appraisal. If the appraisal comes in below the contract price, the buyer may try to renegotiate or walk away, depending on the contract terms.

    That's another reason I build pricing from comps within about the last 60 days. A price grounded in real, recent data is far more likely to hold up. When appropriate, I also prepare information for the appraiser on recent sales and your home's upgrades.

    QUESTION #3: WHAT ARE THE TERMS, REALLY?

    Every contract has terms that affect your risk and your timeline. In Texas, for example, many contracts include an option period during which the buyer can terminate for any reason. That's normal, but the length and the fee matter.

    I'll walk you through every term: the option period, the financing timeline, the closing date, possession, any contingencies and what happens if either side doesn't perform. You'll know exactly what you're agreeing to before you sign.

    QUESTION #4: IS THERE A BACKUP PLAN?

    When there's more than one interested buyer, it can make sense to keep a backup offer in place. If the first contract falls apart, the backup buyer can step in, and you don't have to start over.

    This is one more reason why creating competition at launch matters so much. More interested buyers means more options if something goes wrong.

    QUESTION #5: DOES THE TIMELINE FIT YOUR LIFE?

    A great price doesn't help if the closing date forces you to move twice or pay for temporary housing. We'll make sure the timeline works for your next move, whether that's a new home in Prosper, a job across the country or something in between.

    AFTER YOU SIGN: STAYING ON TOP OF THE DEAL

    Signing is not the finish line. Between contract and closing, I stay in close contact with the buyer's agent, the lender and the title company to keep everything on schedule. If a problem comes up, we want to know early, not two days before closing.

    It's the same approach I take with showings: personal phone calls, not just automated updates. And you'll get regular updates from me, so you always know where things stand.

    A CLOSER LOOK AT CONTINGENCIES

    A contingency is a condition that has to be met for the sale to go forward. Common ones include:

    
      	Financing. The buyer needs to get their loan approved.

      	Appraisal. The home needs to appraise at or near the contract price, depending on the terms.

      	Sale of the buyer's home. The buyer needs to sell their current home first.

      	Inspection and option period. The buyer has time to inspect the home and decide whether to proceed.

    

    Each contingency adds some risk. That doesn't mean you should refuse every offer with one. It means we need to understand each contingency, how long it lasts and how likely it is to cause trouble. A buyer who needs to sell their own home, for example, may be a fine choice if their home is already under contract, and a risky one if it hasn't been listed yet.

    AN EXAMPLE FROM MCKINNEY

    Here's another illustrative composite. Picture a home in McKinney listed at $739,000. After the relaunch, an offer comes in at $745,000, above list. The sellers are ready to sign immediately.

    Before they do, I call the buyer's agent and the buyer's lender. I learn the buyer's approval is solid, but the offer depends on selling their current home, which hasn't been listed yet. Another buyer who toured the home is still interested, according to my follow-up calls, but hasn't written an offer.

    We talk it through. The sellers decide to accept the $745,000 offer, but with terms that allow them to keep marketing the home and accept a backup offer. Within a week, the second buyer writes an offer at $737,000 with no home-sale contingency. When the first buyer's home doesn't sell in time, the backup moves into first position and closes on schedule.

    Without that preparation, the sellers would have lost a month or more and had to start over.

    WHAT TO BRING TO THE TABLE

    To make reviewing offers easier, here's what I recommend having ready:

    
      	Your current mortgage payoff estimate.

      	Information about any liens, HOA dues or special assessments.

      	Records of recent repairs, upgrades and warranties.

      	Your ideal timeline, plus how flexible it is.

      	Your priorities: price, certainty, timing or a mix.

    

    With those in hand, we can evaluate any offer quickly and confidently.

    THE PEACE OF MIND PIECE

    I know the period between contract and closing can feel stressful. You've waited a long time for this, and you want it to be over. My job is to keep you informed every step of the way, so you're not left wondering. You'll hear from me when inspections are scheduled, when the appraisal is done, when the loan is moving forward and when we're cleared to close. No surprises if I can help it, and fast answers if something comes up.

    WHEN SOMETHING DOES GO WRONG

    Even with the best preparation, problems happen. A lender asks for more documents. A repair takes longer than expected. An appraisal comes in lower than hoped. A buyer gets nervous.

    When that happens, speed and communication matter most. I call the people involved, find out exactly what's wrong and lay out your options clearly. Sometimes the answer is a small adjustment to keep the deal together. Sometimes it's activating a backup offer. Sometimes it's putting the home back on the market quickly, with all the marketing still in place and buyers we already know are interested.

    Because we've built the plan carefully from day one, a setback is a bump in the road, not a restart from zero.

    A QUICK PRE-SIGNING CHECKLIST

    Before you sign any contract, we'll confirm together:

    
      	The buyer's financing has been verified, ideally with a call to the lender.

      	You understand every contingency, deadline and fee.

      	You know your estimated net proceeds.

      	The closing date and possession terms fit your next move.

      	There's a plan if the deal falls apart, including a possible backup offer.

    

    Here's the bottom line: the best time to prevent a failed contract is before you sign it. A few phone calls and a careful review now can save you weeks of stress later.

    A FINAL THOUGHT ON SIGNING

    An accepted offer feels like the finish line, and after an expired or canceled listing, you've earned that feeling. But the real finish line is the closing table. Treat the contract as the start of the final stretch, not the end of the race, and you'll protect everything you worked so hard to build. I'll be with you every step of that stretch, making the calls, tracking the deadlines and keeping you informed until the keys change hands.

    THE NEXT STEP: CHOOSING YOUR PARTNER

    We've covered the whole journey: why your home didn't sell, how to price it, how to present it, how to market it, how to manage showings, how to negotiate and what to check before you sign.

    There's one decision left, and it may be the most important one: who you trust to do all of this with you. In the final chapter, I'll give you the questions I'd ask before hiring any agent, including me.

  
    Chapter 18

    Choosing Your Next Agent: Questions to Ask Before You Relist

    If you've read this far, you know more about selling a home than most sellers ever will. You know why homes stall, what it costs, and what a real plan looks like.

    Now comes the decision that will shape everything else: who you hire to sell your home this time.

    After an expired or canceled listing, that decision can feel heavy. You trusted someone before and it didn't work out. You might be skeptical of every agent who calls. That's completely understandable, and honestly, it's healthy. Your skepticism will help you ask better questions.

    In this chapter, I'll give you the questions I'd ask before hiring any agent, including me.

    WHY THIS DECISION MATTERS SO MUCH

    Here's the hard truth. Hiring the wrong agent the second time costs more than the first time.

    Each failed listing adds days on market, price history and buyer skepticism. Each month adds carrying costs. And each round of disappointment makes it harder to stay patient and negotiate from strength. The next listing needs to be the one that works.

    That's why I'd encourage you not to choose an agent based on who promises the highest price, who charges the least or who happens to call first. Choose based on the plan.

    QUESTION #1: "WHY DO YOU THINK MY HOME DIDN'T SELL?"

    A good agent should be able to give you a thoughtful, specific answer after reviewing your previous listing. Not just "It was overpriced," but a real diagnosis: the photos, the comps, the reach, the feedback, the showings.

    If an agent can't explain what went wrong, how will they make sure it doesn't happen again?

    QUESTION #2: "HOW WILL YOU PRICE MY HOME?"

    Listen for data. Ask whether they'll use closed, pending, active and canceled listings. Ask how recent their comps are. Ask whether they'll consider copycat neighborhoods buyers are cross-shopping. Ask whether they'll call the agents behind recent nearby closings before launch.

    And watch out for a price that's simply the old list price minus a little. Remember: comps set the price, not the old list.

    QUESTION #3: "WHAT WILL YOU DO DIFFERENTLY?"

    This is the big one. If the answer sounds like "We'll put it back in the MLS with a lower price," you're hearing the same plan that didn't work.

    Ask specifically about photography, drone media, a dedicated property website, social ads, Google and YouTube ads, Zillow Showcase when it adds value, the number of websites your home will reach, and the network behind the agent.

    QUESTION #4: "HOW WILL YOU HANDLE SHOWINGS AND FEEDBACK?"

    Ask whether the agent personally calls the buyer's agent before showings. Ask whether they follow up personally after every showing, or rely on an automated feedback app. Ask what question they ask to find out what's really stopping buyers.

    You've seen in this book how much those calls matter.

    QUESTION #5: "HOW WILL YOU KEEP ME INFORMED?"

    You deserve regular updates on showings, feedback, online activity and what's being done about it. Ask how often you'll hear from the agent and what those updates will include.

    QUESTION #6: "HOW WILL YOU NEGOTIATE FOR ME?"

    Ask how they create competition, how they evaluate offers beyond price, and how they handle inspections and appraisals. Ask how they protect your position when the pressure is on.

    A QUESTION TO ASK YOURSELF

    Before you choose anyone, ask yourself one simple question: "If this agent's plan doesn't work in the first 30 days, what will they do next?" A good agent will have an answer rooted in data, feedback and specific actions. If the only answer is a lower price, keep looking. If the answer includes fresh comps, real conversations with buyer's agents and changes to how your home is presented and marketed, you're talking to someone with a real plan.

    RED FLAGS TO WATCH FOR

    As you interview agents, a few warning signs are worth paying attention to:

    
      	A price that seems too good to be true. Some agents quote a high number to win the listing, then push reductions later. Ask to see the data behind any price.

      	A plan that's mostly the MLS. If the marketing plan is "list it and see," you've seen how that ends.

      	Vague answers about showings and feedback. If an agent can't explain how they'll find out what buyers really think, you may end up with another file full of "Nice home."

      	No questions for you. A good agent should want to know about your home's history, your goals and what you love about the home.

      	Pressure to sign today. A good plan doesn't need pressure.

    

    WHAT YOU GET WHEN YOU WORK WITH ME

    Here's my answer to all of those questions.

    
      	A clear diagnosis of why your home didn't sell the first time.

      	Pricing built on price per square foot across closed, pending, active and canceled homes, using data from about the last 60 days and copycat neighborhoods you help me name.

      	Phone calls to the agents behind five to ten recent nearby closings before your home launches.

      	Professional photography with wide-angle real estate cameras, and drone media.

      	Zillow Showcase when it adds value for your property.

      	A dedicated property website with no competing listings, plus social, Google and YouTube ads that send buyers to it.

      	Syndication to more than 500 real estate websites, a sign with text capture, and the reach of a global family of affiliated real estate brands, including Coldwell Banker, with more than 334,000 agents in over 120 countries.

      	A personal phone call to every buyer's agent before their showing, and a personal follow-up call after every showing, not just an automated feedback request.

      	Regular seller updates, so you're never left wondering.

      	Negotiation focused on your net proceeds, your timeline and your peace of mind.

    

    All of it is built around one goal: the most money, in the least time, with the least headaches.

    WHAT HAPPENS WHEN YOU CALL ME

    Here's what you can expect if you reach out.

    First, we talk. I'll ask about your home, your previous listing and your goals. You can ask me anything.

    Next, I do my homework. I review the history of your previous listing, pull fresh data on closed, pending, active and canceled homes nearby and begin looking at copycat neighborhoods.

    Then we meet. We walk through your home together, and I share my diagnosis: what I believe went wrong, what the market is saying now and what a relaunch plan would look like for your home, including price strategy, preparation, marketing and showings.

    Finally, you decide. There's no pressure and no obligation. If it's a fit, we get to work. If it isn't, you'll still walk away knowing more about your home and your market than you did before.

    ONE LAST STORY

    Here's one more illustrative composite. Picture a couple in Little Elm whose home, listed at $714,000, expired after six months. They'd stopped answering calls from agents. They were exhausted and thought about renting the home out instead.

    When we finally talked, they told me what had bothered them most. It wasn't the price or the market. It was that they never knew what was going on. They'd get a forwarded feedback email now and then, and that was it.

    We relaunched with a full plan: fresh comps, new photography and drone media, a property website and ads, staging and a few repairs, and personal calls to every buyer's agent before and after every showing. They got regular updates from me, every step of the way.

    In this illustration, the home goes under contract in under five weeks. But what they mentioned most at closing wasn't the price. It was that, for the first time, they felt like someone was in their corner.

    That's what I want for you too.

    WHAT I BELIEVE ABOUT YOUR HOME

    I believe there's a buyer for your home. I believe the right price, the right presentation and the right reach will help us find them. And I believe you deserve an agent who picks up the phone, tells you the truth and keeps you informed until the day you hand over the keys.

    You've already been through one listing that didn't work. You don't need another one built on hope. You need a plan, a partner and someone who does the work most agents skip. That's what I offer every client, and it's what I'd offer you.

    YOUR HOME DIDN'T FAIL

    I want to end where we began.

    Your home didn't fail. The plan did. And a plan can be fixed.

    I've seen good homes across Frisco, Plano, Prosper, McKinney, Little Elm and The Colony sit on the market for months, then sell when they finally got the plan they deserved. Yours can be next.

    LET'S TALK

    If you're ready to take a fresh look at your home, or even if you're just curious what a new plan might look like, I'd love to hear from you. There's no pressure and no obligation. We'll sit down, look at what happened, and talk through what a relaunch could look like for your home.

    Call or text me at 214-529-3627.

    Or stop by our office:

    Patrick Crawford

    Meet the Crawfords, Coldwell Banker

    3211 Internet Blvd, Suite 150

    Frisco, TX 75034

    Thank you for reading this book. I hope it's given you clarity, confidence and a little bit of hope. I look forward to helping you finally get your home sold.

  
    Your Home Didn’t Fail.
The Plan Did.

    If your listing expired or you canceled in frustration, you’re not alone, and you’re not out of options.

    In this book, Frisco Realtor Patrick Crawford shows exactly why good homes get passed over, what a stalled listing really costs, and the proven plan he uses to relaunch homes across Frisco, Plano, and surrounding areas.

    You’ll discover:

    
      	The hidden mistakes that send buyers down the street

      	How to stop buyers from scrolling past your home

      	The two phone calls he makes on every showing

      	How to negotiate for the most money

      	How today's market data shapes a winning relaunch

    

    
      The most money. The least time. The least headaches.
    

  
    Ready to Relaunch?

    
      
        Patrick Crawford
      

      Meet the Crawfords | Coldwell Banker

      Call or text: 214-529-3627

      3211 Internet Blvd, Suite 150
Frisco, TX 75034
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