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SHIFT: page 2

Are you facing a shift? If you are, you shouldn’t be surprised. 
History repeats itself. This is not the first time real estate 
professionals have been in this position. What’s happening to you 
today has happened before and is destined to happen again. 
Real estate markets shift. They always have and always will. And 
the business goes on. As bleak as things can look during shifts, 
when I look back I believe they’ve served as the genesis for 
everything I’ve become and the catalyst for all that I’ve achieved. 
In fact, I’ve come to see them as opportunities. So can you.





EXERCISE

3 minutes
• In your group, come up with as many signs of a SHIFT that 

you can.



The Signs of a SHIFT

Economic  Mortgage rates
 Home prices
 Tax reform

Economic



The Signs of a SHIFT
Value

Economic

Value

 Mortgage rates
 Home prices
 Tax reform
 Information you know
 Services you provide

*



“We are moving from a
speed based market to a

skill based market.”
Gary Keller



“I am not the smartest person, but
I do the most research, therefore

I am the most informed.”
Gary Keller







Existing Home Sales % change from a year ago

Source: NAR
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Annual Forecast
Year Unit Sales Home Price Dollar Volume

2019 0.0% +4.9% +5%

2020 +5.6% +9.1% +15%

2021 +8.5% +16.9% +25%

2022 -18% +10% -8% 

2023 forecast -7% +0% -7%

2024 forecast +10% +5% +15%















“This is an irrational market.
Not everything will make sense.”

Gary Keller













Source: NAR Analysis of BLS, MBA, NAR data

Mortgage Rate Forecast

0
1
2
3
4
5
6
7
8

20
19

 - 
Q

1

20
19

 - 
Q

2

20
19

 - 
Q

3

20
19

 - 
Q

4

20
20

 - 
Q

1

20
20

 - 
Q

2

20
20

 - 
Q

3

20
20

 - 
Q

4

20
21

 - 
Q

1

20
21

 - 
Q

2

20
21

 - 
Q

3

20
21

 - 
Q

4

20
22

 - 
Q

1

20
22

 - 
Q

2

20
22

 - 
Q

3

20
22

 - 
Q

4

20
23

 - 
Q

1

20
23

 - 
Q

2

20
23

 - 
Q

3

20
23

 - 
Q

4

%



What a Difference a Mortgage 
Point Can Make
Here’s a breakdown of the mortgage payment on the median 
priced home as of September 2022 ($384,000) at different 
rates, assuming either a 20% or a 10% down payment.

30-Year Fixed Mortgage Rate Monthly Payment 20% Down Monthly Payment 10% Down

3% $1,320 $1,480

4% $1,490 $1,680

5% $1,680 $1,890

6% $1,880 $2,110

7% $2,080 $2,340

8% $2,300 $2,580

9% $2,520 $2,830 Source: NAR















Economic Risks in 2022

1. Russian Invasion of Ukraine
a) Global impact on energy markets
b) Global impact on financial and equities markets

2. Federal Reserve Policy
a) Fed is set to raise rates three times in 2022 but may get more aggressive 

based on data.
b) It takes several months for Fed policy impacts to be realized; if Fed moves 

too quickly, it could cause growth to stall.

U.S. Events | Vision 2022 Copyright © 2022 Keller Williams Realty, Inc.







SHIFT: page 11 & 12

So are shifts bad? Well, it depends. For the real estate 
industry in a particular market, it certainly can be — the 
available income for everyone in that market has dropped. 
For any single individual in their local market, it doesn’t 
have to be — there is still enough available income for 
them to achieve their goals. The challenge for individual 
agents? Fear and how they will respond to it.



SHIFT: page 13

The Law of Equilibrium is as old as the real estate industry 
itself. It is simple and straightforward. The law states that the 
available income in a market determines the number of agents 
in that market. As the number of transactions rises, so does 
the number of agents. Conversely, when the number of 
available transactions falls, so does the number of agents. 
People are attracted to the industry by the perceived income 
opportunity and driven out by the reality of the competition for 
it.











SHIFT: page 24

To survive a shift you must first make the mental shift to 
run towards what you most want and avoid the temptation 
of running away from what you most fear. One approach 
lifts you up and the other drags you down. You must keep 
both eyes on your target and not the ever-moving market. 
Remember that success is never about the chosen few, 
but always about the few who choose. You get to choose 
and your life builds from there.



SHIFT: page 25

Know that there is always enough business for you to 
survive with a minimum income while striving for your 
maximum. Keep your perspective. Judge your success 
over the length of your career not the high or low of any 
single year. Know that growth comes from clarity, 
priorities, and focused action.







SHIFT: page 26

Understand what worked yesterday probably won’t work 
today and what matters now probably didn’t then. When 
the market shifts, new strategies are required and new 
actions are critical.



SHIFT: page 27

Our research shows that the two actions real estate 
agents must take personal ownership of are lead 
generation and lead conversion. Nothing becomes more 
critical to success than finding motivated buyers and 
sellers and closing them to an appointment.





SHIFT: page 29 & 30

The number one determinant of thriving is lead 
generation, but the number one determinant of surviving
is expense management …

… To generate revenue you generate leads. To make a 
profit you manage expenses.









SHIFT: page 37

When the market turns, it is time to roll up your sleeves and for everyone 
around you to do the same. It’s time to work both smarter and harder. It’s 
time to evaluate which resources and services must stay or go. It’s time to 
consider effectiveness and efficiency as tools of necessity. It’s time to see 
what bang you can get for the bucks you’ve got.











The Six Core Competencies of a Business

1. Lead generate, capture, and convert to appointments

2. Present to buyers and sellers and get agreements

3. Show buyers and market sellers

4. Write and negotiate contracts

5. Coordinate the sale to closing

6. Manage the money



SHIFT: page 47 & 48

Change requires everyone to be on board. It’s time for all hands on 
deck. To change really means to adapt. So just think of you and 
everyone working with you as being a part of an adaptive organization. 
An adaptive group always expects change whether forced on them or 
caused by them. And change causes more change. The point is for you 
and your people to not view what you do as static so that change 
appears to be this “big deal” that everyone fears, but see it as being 
adaptive and as a critical competitive advantage — an advantage 
you’re always seeking. Change is good. It’s good for the advantage it 
can give you.





SHIFT: page 49

Fewer leads, fewer showings, and increased days-on-the-
market — the minute these signs show up, take notice. 
Don’t ignore them and don’t wait to act. These are the 
early warning signals of what is most likely coming next —
more inventory and fewer pendings. …
… What felt like an unlimited supply of buyers and sellers 
suddenly feels very limited. Abundance quickly shifts to 
scarcity.



EXERCISE
5 minutes
• In your group, make a list of what motivates buyers and 

sellers.

EXERCISE
2 minutes
• In your group, rank them in most relevant to today’s market.



SHIFT: page 49 & 50

The cause and challenge of a shift is simply one word —
motivation. When a market has shifted what has really 
happened is that buyer and seller motivation has 
changed. Regardless of the economic causes or driving 
forces behind the shift, your market only shifts because 
the motive and rationale behind buying and selling has 
shifted. In other words, whenever and wherever 
economics shift so does motivation. And this becomes the 
number one challenge of a shift — finding the motivated.







SHIFT: page 51 & 52

Please realize that I’m actually describing myself. I must 
admit that I honestly didn’t enjoy or fully embrace the lead 
generating part of our business at first. It wasn’t until I 
realized that lead generating was something I had to do 
and master in order to get to do the things I really enjoyed 
doing that I actually buckled down and got serious about 
it. And then something magical happened. The more I did 
it, the better I got, and the better I got the more I liked it.



SHIFT: 54

If your past sales success came (either in part or in total) 
from riding the wave of an increasing market, the odds are 
the easy business you enjoyed will have virtually 
disappeared. To get back on track there are three 
straightforward action steps you must take to get your 
sales business moving in a positive direction:
1) Stop doing what doesn’t work
2) Figure out what does work
3) Ramp it up!



SHIFT: page 58

The first principle of lead generation messaging is that 
your message must match your market. This means that 
your lead generation message must match the motivation 
of the buyers and sellers in whatever market you’re in. 
Always follow this standard — it’s how you cause 
motivation to show up and reveal itself.





EXERCISE

10 minutes
• In your group, get your list out of what motivates buyers and 

sellers.
• How will you market to your top choice?
• Do as many as possible in time allotted.



SHIFT: page 63

Prospecting is where you go get the leads and marketing 
is where you do things to cause the leads to come to you. 
Prospecting is you making contact with people and 
marketing is people making contact with you. Prospecting 
is seeking and marketing is attracting.



Lead Generation Sources



Systematically Nurture
S AT U R AT E S AT U R AT E

19 TO CONNECT CEMENT 36 TO CONVERT

4 Touches Quarterly phone call

12 Touches Monthly e-mail, newsletter, 

market report, video

2 Touches Promotional direct

mail, such as a magnet, calendar, 

market report, etc.

1 Touch Annual event, party,

movie screening, get-together

19 TOUCHES EACH YEAR 1 HIGH-VALUE TOUCH 36 TOUCHES EACH YEAR

A high value touch that solidifies the 

relationship you have just established. 

4 Touches Telephone calls

26 Touches Bi-weekly email offering some 

type of information of value to the 

consumer

2 Touches Events, get togethers, parties

4 Touches Promotional direct mail, such 

as a magnet, calendar, market report, etc.



SHIFT: page 71
TAKING OPEN HOUSES BEYOND THE BASICS

Some agents just stick a sign in the yard and call it lead generation. Others go six steps
beyond this and call it lead generation. The big question is: What do you call lead generation?



SHIFT: page 73

Dealing with business never takes precedence over finding 
business. Never. …
… “Until Your #1 Priority is Done — Everything Else is a 
Distraction!” …
… To ensure your lead generation is always your number one 
priority and that it gets done daily, you must acquire the discipline 
of “time blocking.” Time blocking is setting aside daily blocks of 
time to execute your most important business priorities. Think of 
it as making appointments with yourself. Once done, you must 
protect that time against any and all distractions.









SHIFT: page 84 & 85

While agents regularly talk about generating leads, they rarely give equal discussion time 
to converting them. Why? A lack of clarity. Most see them as one and the same, but 
they’re not. They’re two distinct efforts with your lead generation activity actually being 
the first. And when you say you’ve generated a real lead what you’re really saying is that 
you have the name, contact information, and an appointment with a motivated person. 
That actually is the second effort of the process called conversion. Until you’ve done 
conversion, you don’t really have a lead. You may have an inquiry, a Web hit, or a 
suspect, but you don’t have a prospect. Don’t fool yourself about this. You can’t say you 
have a lead until you’ve talked with them and set an appointment. …

… We tend to speak of the activity we engage in rather than the outcome we seek.



SHIFT: page 88

(NAR®) research over the years has consistently communicated that the 
real competition in real estate is getting to the table — not at it. Their 
revealing statistics show that approximately two-thirds of all buyers and 
sellers only interview one agent and approximately half of the remainder 
only interview two. Getting to the table first or second is what matters. 
And this makes conversion more important than presentation. The 
competitive battle is almost single-handedly won simply by getting an 
appointment before someone else does. The number one challenge you 
face after you’ve encountered a lead opportunity is not making a winning 
presentation — it’s winning the appointment.



EXERCISE

5 minutes
• What is your system for lead conversion?





SHIFT: 90 & 91

The hard fact is that buyers and sellers approach you because 
they are interested in real estate, not your personal welfare. 
They assume you’re doing just fine and that it isn’t their 
concern. The will always engage you for information first, 
service second, and transacting business last. Clearly, in order 
to earn the right to transact business, you must always focus 
on and do your best with the first two. Prospects have their 
own needs in mind and that is how it should be. However, that 
means one very important thing to you — while providing what 
they need, you must also be vigilant in getting what you need.



SHIFT: page 94

The fundamental philosophy of connecting is “people 
don’t care how much you know until they know how much 
you care.” In other words, this isn’t where you “tell and 
sell” your way to success, but where you “ask and listen” 
your way into their head and heart.



SHIFT: page 98 & 99

The right approach to close for a meeting is the only approach — just 
ask. Ask to meet, ask when to meet, ask where to meet, ask if you 
should, could, want, or must meet. Yes, yes, yes, yes, yes, yes, and 
yes. Just ask. Nothing is going to happen if you don’t ask. If it does, 
it’s pure luck and that’s no way to run a business. Truthfully, if you’ve 
gotten their name and number and you’ve genuinely connected with 
them, then asking to meet is a natural thing to do. In fact, they expect 
it and want it. People want to buy, but hate to be sold. People want to 
make the right decision and they fear being talked into the wrong one. 
People want help, but are hesitant to ask for it. So you have to help 
them out — you have to ask for them. They want and need you to be 
in charge in a caring way.



SHIFT: page 108

Lead conversion is one of the most skill-based aspects of 
your real estate sale business. And after lead generation, 
lead conversion is the most business-critical activity you 
must master. It is one of the last things you delegate and 
arguably the highest dollar-productive use of your time. …
… If you commit to mastering the skills of lead conversion, 
you will lift yourself above your competition. You will be 
even more than a lead generator, you will be a lead 
converter. You won’t just be “fishing” you’ll be “catching.”



Catch People in Your Web
INTERNET LEAD CONVERSION

A website is a tool for you to 
offer consumers what they want 
in exchange for what you want.

-SHIFT

“ “



SHIFT: page 109

And here’s the hitch: generating a quality lead from the 
Internet is difficult in good times — in a shift, it can be 
downright daunting.
If your Web site isn’t consistently generating appointments 
with motivated buyers and sellers then it isn’t earning its 
keep. Contrary to a lot of tech talk, success on the 
Internet isn’t measured in clicks, unique visitors, page 
views, or even registrations. It’s measured just one way: 
in appointments to do business.





EXERCISE

2 minutes
• In your group, what factors into doing a Comparative Market 

Analysis (CMA) for a home?



SHIFT: page 140

So what makes a property comparable? There are four 
main factors: location, size, amenities, and condition.



SHIFT: page 135

THE MOMENT THE MEDIA DECLARES a “real estate shift,” it’s as if 
the market just got doused in a cold shower. The result is fearful 
buyers, pickier buyers, and eventually fewer buyers. The remaining few 
claim that if they can’t get a good buy then they’ll just say good-bye for 
now. The market has cooled off. Cautious consumers appear willing to 
let good deals die and great opportunities pass them by in hopes of 
getting a steal. They start missing the forest for the trees. Wary of 
paying too much, buyers go too far and begin to offer too little, and only 
properties that appear to be serious bargains get serious attention. 
Sellers who are slow to recognize this shift will quickly become 
overpriced and consequently be overlooked.



SHIFT: page 135

The truth is the market remains full of people who 
genuinely want to buy and sell. The question is — at what 
price?



SHIFT: page 137

If someone is to buy their house, sellers must be aware of and buy 
into the concept of a “window of opportunity.” This phenomenon 
means that when a home first comes on the market it attracts 
attention from those agents who are currently working with 
motivated buyers or those agents who are motivated by the price to 
go find one. …
… First impressions are the original pictures framed in the mind and 
heart — they are usually lasting ones. When memories and opinions 
get set, they are typically tough to change.







EXERCISE

5 minutes
• In your group, what is your process for pricing a home?



SHIFT: page 156

SEVEN MAXIMS FOR PRICING IN A SHIFTED MARKET
1) Be a student of your market — know your numbers.
2) Focus your main comps on actives — pendings and solds may already be 

out of date.
3) Be a student of property — preview them so you understand what is 

selling and why.
4) Keep your presentation as current as possible — let your ongoing 

research do the talking
5) Prequalify for motivation — sellers who most need to sell, sell most often.
6) Price ahead of the market — to avoid chasing it.
7) Always secure price reductions in advance — to avoid falling behind the 

market.







SHIFT: page 157

The challenge sellers constantly face is that very few 
people have the imagination to visualize beyond what 
they see. Most buyers are unable to envision how a 
property will look when it is in its best condition — even if 
they could, they rarely see themselves doing it. So 
someone must do it for them. Smart sellers realize this 
and work hard to show their home in its best light.



SHIFT: page 157

Whenever we say price is the number one issue in getting 
a home sold, what we’re really saying is that its price must 
match its condition. Price and condition are irrevocably 
intertwined. Priced right means priced right for what you 
get and overpriced means overpriced for what you get. It’s 
that simple.





SHIFT: page 158 & 159

In finding the right price we attempt to make all the other 
variables equal: location, size, amenities, and condition. 
The first can’t be changed and the second is difficult to 
change. The last two can be and should be changed 
anytime a serious seller wants to sell. And that is what we 
call staging.



SHIFT: page 162

Staging always follows the “3P — 2F Formula”: plantings, 
paint, pictures, fixtures, and furnishings. If you follow this 
simple strategy and checklist you’re on the right path to 
successful staging.





EXERCISE
3 minutes
• In your group, list the reasons buyers are not buying.

EXERCISE
5 minutes
• In your group, what is your solution for each? Do as many as 

you can in order of importance.













Source: NAR Analysis of BLS, MBA, NAR data

Home Price Crashing Coming?
Key Variables Last Housing Cycle Current Housing Cycle

Job Cuts (net of gains and losses) 8 million none
Total Payroll Jobs
(W-2 salary jobs)

130 million 153 million

Total Jobs 
(Household survey)

138 million 158 million

Subprime Loans Prevalent Virtually none
5-year cumulative to new home 
construction before crash

7.65 million 4.6 million

Inventory on Market 3.8 to 4 million 1 to 1.2 million
Mortgage Delinquency 10.1% 3.6%
Homes in Foreclosure 4.6% 0.6%







SHIFT: page 167 & 168

The great irony of a buyers’ market is that even though the opportunity to buy is high, 
buyer urgency tends to hit an all-time low. The media becomes the excited purveyor of 
negative news and uniformed advice, and buyers buy it all. Actually, it feels like the only 
thing they’re buying. Their reluctance is ironic since not so long ago buyers were 
incredibly excited about buying — and it was a sellers’ market. Prices were escalating 
and it was perhaps one of the most difficult times to buy value and yet people were 
buying like there was no tomorrow. Buyers were afraid of losing out by not buying even 
though the advantage was all to the seller. Now a shift has occurred and it’s a true 
buyers’ market and what happens? Fear is still in the driver’s seat but the tables are 
turned — the fear of paying too much seems to stop most in their tracks and immobilizes 
them. When they should have been afraid of paying too much they weren’t and now that 
they shouldn’t be afraid of paying too much they are.







SHIFT: page 174

In a shift the availability and cost of money can also play a 
crucial role in a buyer’s ability to buy. Tightened lending 
standards or higher interest rates can absolutely act like a 
blast of arctic air on the real estate market.





SHIFT: page 179 & 180

Buyers need professional advice in a shift more than ever. The 
challenge is that most don’t realize it. They’ve read the newspapers 
and magazines, listened to the news, talked to some friends and 
family members, and formed an opinion. So far so good. The 
problem is that more than likely, they’ve not gotten the entire story 
about the market or how to approach it. They believe they are fully 
informed, but they’re not. The media rarely tells the whole story and 
most people have limited experience. As a result, buyers are either 
half-informed or misinformed. And either is dangerous because they 
lead to decisions that are poorly formed. So what can you do? 
Become the professional voice they listen to. Become their 
economist of choice.





Expand the Options
CREATIVE FINANCING

Affordability drives the real 
estate industry. In fact, you 
might even say that affordability 
is the real estate industry.

-SHIFT

“ “



SHIFT: page 197

AFFORDABILITY DRIVES THE REAL ESTATE INDUSTRY. In 
fact, you might even say that affordability is the real estate 
industry. Buyers must be able to buy in order for sellers to be able 
to sell. As simplistic as this sounds, it’s equally that important. 
Affordability is the juice that makes the market go or stop. When 
it’s up, the market goes up. When it’s down, the market goes 
down. If you want to know where the market is headed just check 
how affordable a house is. There’s your thermometer and it’s 
extremely accurate. What market you’re in or headed toward is 
easily gauged by one thing — affordability.



SHIFT: page 219

The lending landscape is inherently diverse and always 
subject to change. It seems new lending programs pop up 
each year and lending standards are in constant flux. It is 
therefore imperative that you seek out and partner with 
the best mortgage professionals in your area. You’re 
looking for knowledge, experience, creativity, and integrity. 
They must be flexible and responsive to both you and 
your clients.



Master the Market of the Moment
STAY TRAINING-FOCUSED-BE THE EXPERT

Seek the business because 
you’ve studied it, learned it, and 
can successfully do the work—
seek the business because 
you’re able.                     -SHIFT

“
“



SHIFT: page 223

EVERY MARKET BRINGS ITS OWN RHYTHM  and its own rhyme. 
Niches and unique opportunities that show up in one market 
disappear in another. While some market factors remain the same no 
matter the market, other factors will change in every market. Each 
shift has its own unique characteristics with possibilities and prospects 
that are specific to the market. The instant these “markets of the 
moment” appear make sure you take notice. Don’t hesitate — there is 
a definite advantage that goes to those who move first. The sooner 
you get involved the better. Whether you completely dive into these 
new opportunities or not, they are worth studying and mastering.



SHIFT: page 225

THREE MARKETS OF THE MOMENT
1) SHORT SALES Individuals or families trying to avoid 

foreclosure.
2) FORECLOSURES Bargain hunters and investors 

seeking to buy value.
3) REOs Financial institutions with an above average 

number of foreclosures to sell.



SHIFT: page 239

It has been said that “luck is when preparation meets 
opportunity.”

Fortune usually favors the prepared.





SHIFT: page 241

Real estate transactions aren’t particularly trouble free in any market, but when a shift 
happens few sales are easy and almost all closings a challenge. It’s a strenuous and 
trying time that requires all the attention and effort you can command. You truly work for 
every sale and its successful close. What makes this market especially tough is the 
apparent willingness of buyers to walk away at any point in the sale.

When everyone believes the market is headed up, buyers are afraid of missing out. When 
everyone believes the market is headed down, buyers are afraid of sinking with the ship. 
Both markets are driven by the fear of making a mistake. But while one drives buyers to 
hold deals together at almost any cost, the other drives buyers to allow deals to fall apart 
for almost any reason. It can almost seem like buyers are actually seeking a way to undo 
the deal. In a shift, this often makes closing any sale demanding and difficult.



SHIFT: page 245

In my experience, it is best to prepare as if everything will 
go wrong. I know that sounds pessimistic, but it really 
isn’t. It’s the one way to be sure that you will be ready to 
deal with whatever happens. You’ll be positioned to not 
only respond effectively to things when and if they go 
wrong, but you will stand a great chance of preventing 
them from happening in the first place.





SHIFT: page 261 & 262

There are two timeless strategies that the best 
professionals use to stay on track and get to the finish 
line: 1) proactive prevention and 2) early response. The 
first keeps everyone focused on the positive, intentional, 
adaptable, certain achievement of the goal. The second 
focuses the responsible players (usually the agents and 
the vendors) on awareness, accountability, problem 
solving, and the customer-sensitive handling of whatever 
goes wrong.



SHIFT: page 270

The real estate sales business game really has a beginning and an end. 
Both are critical to our success. At the beginning we must lead generate 
for sellers and buyers, convert these leads to appointments and then bring 
about a “meeting of the minds,” an accepted purchase offer contract. In 
the end, we must get that contract and all the involved parties to a 
satisfactory closing. The first part is the hard, focused work of making 
connections and achieving agreements. It’s heads down. The second part 
is the wide-eyed, vigilant guardianship of the transaction until it makes it to 
closing. It’s heads up. So, forever remember this truth about our 
profession: We do our deals heads down but we save our deals heads up.



SHIFT: page 271

SUCCESSFUL PEOPLE SHIFT. Always. Continuously. 
Relentlessly. Whether it is in response to the market or 
their own goals, high achievers are always changing. 
Altering and adjusting. This is what their life looks like.



SHIFT: page 276

There are times in life when the market shifts and you have to 
shift to react. There are other times when you’ll simply need to 
make a shift. These twelve tactics are appropriate for when 
you’ve been shifted and for when you choose to make a shift. 
When you’ve been disrupted by the market or when you want 
to disrupt the competition. Master these twelve tactics and you 
gain utmost control over your business. Fail to master them 
and, at some point, a shift will put you at the whims of the 
market and your competition.
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