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INTRODUCTION: Court to Closing

The signs were out.

All twenty-five of them. Staked into medians and corners and the mouths of

cul-de-sacs all the way up the hill, each one pointing toward that Toll Brothers

house sitting up in the Nevada heat like it had been waiting for someone to

finally pay attention to it. I'd been out since early morning, hauling signs out

of my trunk in the Las Vegas sun and if you've never been in Vegas in the

summer, let me tell you, that heat doesn't mess around. It presses down on you.

It's not weather. It's a presence.

I'd left a note on the door before heading out. *Agent is on site putting out

open house signs. Will return in 30 minutes.* Then I drove home, showered, put

on my clothes because you can't show a million-dollar home smelling like you

just hauled twenty-five signs across the desert and drove back.

When I came around the corner, I saw the car.

A couple. Sitting in the driveway. And even from a distance, even before I could

see their faces, I could tell they were about to leave. Engine running. Nobody

getting out. That particular kind of stillness that means someone's already made

a decision.

I had a choice in that moment. I could have let it go. Told myself they weren't

serious. Figured they'd come back if they were really interested.

Instead, I laid on my horn.

Not a polite tap. A real horn honk. The kind that makes people look up from

their phones. They looked up. I pulled alongside them, rolled down my window,

and asked if they wanted to see the house.

They said yes.

The next day, we toured other properties. They were thorough buyers, the kind
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who want to make sure before they commit. But at the end of it, they came back

to that house. Something about it had gotten into them. They made an offer. We

closed.

That horn honk was worth over a million dollars.

But the story of how I got there that's worth more.

I want to tell you something about where I came from, because I think it matters

more than most real estate books will admit.

I grew up in Baltimore.

My mother, Peggy Coleman, raised my older sister and me mostly on her own. My

dad left when I was around two. He came back into the picture when I was about

seventeen a whole different chapter, a different conversation but for most of my

childhood, it was Peggy. A woman who worked, who showed up, who made sure we had

what we needed even when what we needed was more than she had to give.

When I was six or seven, she remarried. His name was Leroy Vick.

I want to be careful about how I describe Leroy, because memory is complicated,

and so was our relationship. But here's what's true: Leroy introduced me to

basketball. When I was eight years old, he took me to an outdoor court in

Baltimore. I don't remember the exact moment the way you see in movies no

dramatic freeze frame, no music swelling. I just remember going. And I remember

enjoying it. And something in me, some quiet little pilot light, clicked on.

I wasn't built for it. Not physically, not at first. I had bad asthma. I wore

glasses. I was clumsy in the way that kids get clumsy when they grow too fast in

the wrong direction before they grow in the right one. I was not the child

prodigy you'd write about in a newspaper. I walked into my freshman year of high

school standing five-foot-nine and spent the next four years playing JV

basketball not as a freshman, not as a sophomore, but for three out of my four

years of high school. The varsity coach never called my name.

What Baltimore taught me and I mean this in the most concrete, practical sense

is that you don't wait to be chosen. You work.
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I pushed carts at a grocery store. I was a kid, maybe fourteen, and there I was

in the parking lot, gathering up carts in the cold, hauling them back inside,

doing the work that nobody else lined up to do. I didn't love it. But I did it.

And something about doing it showing up, clocking in, grinding through the

boring part got into my bones in a way that I'm still pulling from today.

"That was the beginning of my hustle," I've said in interviews, and people nod

like it's a nice quote. But I mean it literally. The entire mindset that you

have to work for what you want, that showing up is not optional, that the unsexy

work is where the foundation gets poured started in that parking lot.

I know what Baltimore's reputation is. I know what people picture when they hear

it. And I'm not going to pretend that where I grew up wasn't challenging. It

was. There was excessive violence. There were drugs. There was a lack of

educational resources that would have seemed normal to kids ten miles in another

direction. There were things I saw that children shouldn't see, and things I

carried out of that city without even knowing I was carrying them.

But challenging is not the same as hopeless. And hard is not the same as

impossible. I carried that distinction with me out of Baltimore and into

everything that came after.

Just because you're from a place that's hard doesn't mean there's no opportunity

waiting for you. That's not optimism talking. That's what actually happened.

By senior year, I was six-foot-seven.

I'd grown almost ten inches in four years. My body had finally caught up to the

game my mind had been playing. And with it came something I hadn't had before: a

real shot.

There's a place in Baltimore the Carmelo Anthony Center where players go to run

pickup. Real players. Guys who've been through the system, guys who know what

level actually looks like. I found my way there. And there I met two people who

would change the direction of my life.

Coach Daphne had played in the WNBA. She wasn't soft. She trained me hard weight

room, footwork, conditioning getting me to a place where I could actually
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compete at the next level, not just look the part. Her husband, Araso we called

him Russ, sometimes Rushie was the connector. He knew people. He believed in me

before I had the résumé to back it up. There's a type of person in every

athlete's story who shows up at exactly the right moment and decides, for no

obvious reason, that you're worth betting on. Russ was that person for me.

And then there was Coach Robert Garrett. We called him Weasel. He was the one

who saw something in me and gave me a chance to go to Portsmouth, Virginia for

an NBA combine. Not an invitation based on a highlight reel or recruiting

rankings or a big high school reputation. Just an opportunity he put in my hands

and said: this is yours if you want it.

I wanted it.

From Portsmouth came my first introductions to NBA teams the Washington Wizards,

then the Houston Rockets. Real NBA teams. Not conversations. Not phone calls.

Actual workouts, actual evaluations, standing in actual facilities. Russ and the

family helped me get to Houston, helped me set up training and trials. The NBA

was no longer a fantasy. It was a room I was standing in.

I went to Coppin State University Division I and graduated in 2010.

That same summer, I came to Las Vegas for the NBA Summer League. I worked out. I

got into minicamps. Every rep, every workout, every session felt like it meant

something. I was the kid who wore glasses and played JV for three years. I was

close enough to taste it.

And then I tore my ACL.

The injury happened in Vegas. That's part of why Vegas is where I eventually

ended up not by design, but because the place where your life breaks open has a

way of pulling you back. A man named Kid Russ's connection helped me financially

while I was recovering. Got me hotel rooms. Got me to workouts when I was well

enough. People who didn't have to help me chose to anyway. I've never forgotten

that. There's a lesson in it that I carry into how I work: the relationships you

build when you have nothing to offer in return are the ones that last.

Eventually, when I'd healed enough, I took a small contract to go play in

Mexico.
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Mexico should have been the bridge back. A chance to get game tape, to remind

people I could still play, to get back in the conversation with teams.

Instead, I got hurt again. Released from the team. Came back with nothing in my

pockets.

I'm going to be honest with you about what that period felt like.

I had no money. I was a new father my son Jaden had been born, and his mother

and I had separated. I was in Las Vegas, a city I'd come to for a Summer League,

not a life. And every day I woke up and waited for the phone to ring. Waited for

my agent to call with a contract to go play somewhere. Europe. South America.

Anywhere. That's what overseas contracts were the backup plan, the way guys

stayed in the game when the NBA door closed. But you need an agent who's working

for you, and you need something to offer, and I was sitting in Las Vegas with a

busted knee and no leverage.

The call didn't come.

I've said it before, and I'll say it here because it's the most accurate way I

know to describe it: "I waited my whole life to be somebody. All of a sudden...

it was gone."

That's not drama. That's the truth of what it felt like to be twenty-three,

twenty-four years old, watching the thing you'd built your entire identity

around slip through your fingers. Basketball was not just what I did. It was who

I was. From eight years old on that outdoor court in Baltimore, through JV

seasons that felt like purgatory, through Coppin State, through Portsmouth and

Houston and Summer League basketball had been the organizing principle of my

entire life. The thing I woke up for. The thing I worked toward.

And without it, I genuinely did not know what I was supposed to be.

The misery of that period isn't something I talk about for sympathy. I talk

about it because I think a lot of people reading this book know exactly what it

feels like to lose the thing they built their identity around. Athletes know it.

People who get laid off after twenty years know it. Parents whose kids leave the

house and suddenly the role they lived for is over they know it. It's a
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particular kind of lost. Not sad, exactly. More like standing in a room where

all the furniture has been removed and the acoustics are completely different

and you can't remember how to move.

So I did what you do when you don't know what else to do: I started driving

Uber.

Vegas was new to Uber then. The taxi cabs were still fighting it, still trying

to squeeze it out of existence. The city was transitioning ride-share was

becoming real, but it hadn't fully taken hold yet, which meant the earning

potential was unpredictable and the work was long. There were days I would drive

from morning all the way through the afternoon, sometimes into the night, and

make a hundred dollars. Not a hundred dollars an hour. A hundred dollars. For

the whole day. I was six-foot-ten and barely fitting in my own car, circling Las

Vegas for ten hours to make a hundred bucks.

I was studying for my real estate exam in between rides.

I need to tell you about a night I drove Uber, because it changed everything.

I picked up a passenger from the airport. Standard run. I confirmed the address

and started driving, not thinking much about it just another pickup, another

fare, another night of circling the city. But as I drove further west into

Summerlin, the neighborhoods started to change. The houses got bigger. The

streets got quieter. The landscaping started to look like it was curated by

someone who got paid serious money to curate it.

And then I saw the guard gate.

I'd never experienced this before. Not like this. I'd seen gated communities in

movies, in TV shows, but I'd never actually pulled up to one in my own car, in

real life, at night. The guard stepped out. I had to hand over my ID just to

enter. A government-issued ID, to enter a neighborhood. I'd never done that. The

gate lifted and I drove through, and I remember thinking where am I?

This was The Ridges in Summerlin. I'd never even heard of it.

What I saw when I drove through that gate the homes that lined the roads, the
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size of them, the way they sat on their lots, lit from outside like pieces of

architecture that were meant to be looked at from the street my mind was blown.

There's no cleaner way to say it. I was not prepared for what I was seeing. I

had no framework for homes like this, for communities like this, for a world

where you needed an ID just to get in the door.

I pulled up to the address. The passenger got out, said something polite, and

walked toward the garage. They pushed a button. The garage door opened. They

went in.

That was the moment.

That was the moment I realized there's another level that I haven't even

experienced yet. Not just wealth level. A whole category of living that I had

not previously understood existed, that was not in my frame of reference, that I

had no language for. That garage door opened, and something in my chest opened

with it.

I sat in the car for a minute after they went in. I didn't pull away

immediately. I just sat there.

And then I drove through the rest of the community before I left. Slowly. Just

looking. Looking at the houses, looking at the gates, looking at the way the

whole thing was designed to feel like you'd arrived somewhere. "How in the world

do people afford to live in communities like this, to live in these houses? Who

are these people?"

Those were the actual thoughts going through my mind. Not rhetorical questions.

Actual questions I didn't have the answers to. The people in these homes what

did they do? How did they get here? What was the path that led from wherever

they started to a house like this, in a community like this, behind a gate like

that?

And then: the realization.

There is a way. I just haven't found it yet.

I didn't know what it was. I didn't have a plan. But something in me went quiet

in a way it hadn't been quiet in a while the specific quiet that comes when you
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stop asking whether something is possible and start asking how.

I drove home that night with something different in me.

Because here's the thing and I say this completely seriously: as a 6'10", really

in shape civilian that's driving for Uber? That was not God's plan for my life.

I knew that. I'd known it for a while, but sitting in that car in The Ridges at

night, looking at those houses, feeling that gap between where I was and where I

could see I knew it with a certainty that didn't leave room for argument. I had

more in me. I had to do something completely different.

Being driven to that home changed everything for me.

I should tell you about my wife.

I came to Vegas with no real plan to stay. I was going to hang out for a little

while, figure out what came next. Grieve the basketball thing. Get my head

right. I got on Tinder this was early Tinder, when it was still a novelty, when

people were still figuring out what it was and I matched with a woman who seemed

attractive online.

The plan was nothing serious. I thought I'd hang out with her for a bit and move

on.

I fell in love with her.

I knew, almost immediately, that she was the person I was going to spend the

rest of my life with. There wasn't a long deliberation period, no slow burn of

figuring it out over months. She made things clear just by being who she was.

And the moment I understood she was it really understood it, not as a feeling

but as a fact I stopped thinking about leaving Las Vegas.

I want to be honest about what anchored me, because it was more than romance.

It was accountability. I had Jaden, my son, and even though his mother and I

were separated and figuring out what that looked like, being his father was a

fact I couldn't walk away from. I had a woman who believed in me at a time when

the only evidence that I deserved that belief was the effort she couldn't always

see. And I had myself a version of myself I hadn't fully become yet, but that I
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could feel out there ahead of me, like a shadow I was still catching up to.

What pushed me forward every day was the question of who those people deserved

me to be. Not who I used to be. Who I needed to become.

That's when I committed to real estate.

Which brings me back to Joanne, and the studying, and the Uber.

I'd found out about real estate the way I found out about a lot of things in Las

Vegas through a woman who knew more than she let on. My wife's grandmother,

Joanne, was an agent. She had been in the business for years. She'd have me help

her set up for open houses carry tables in, set up the food, arrange the space.

I was just helping. Just the guy moving things around.

But one day, Joanne mentioned, casual as anything, that she was going to make a

$30,000 check from selling a million-dollar home.

I stopped what I was doing.

I looked at her like a deer in the headlights. Thirty thousand dollars. From one

transaction. From showing people a house.

"I need to figure out how to do that," I said.

That conversation changed everything. I never looked back.

I failed the real estate exam five times.

Let me sit with that number for a second, because I think people gloss over it.

Five times. That's five mornings of walking into a testing center with hope, and

five afternoons of walking out without a license. That's five times I had to

call myself back from the edge of giving up. Each time I failed, the voice in my

head got louder. *Maybe this isn't for you. Maybe you're not cut out for this

either.*

I kept studying. I kept driving. I kept going.

When I finally passed the sixth time I didn't feel triumphant in the way you see

in movies. I felt relieved. And then I felt something else: the quiet
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understanding that those five failures weren't setbacks. They were the price of

admission. They were what separated the version of me who wanted to do real

estate from the version who was actually going to.

My first deal came from an Uber ride.

The client got in my car. We talked. I gave them my card. A few weeks later,

they called they wanted to sell their property. A $205,000 townhome.

My first brokerage was giving me a 60/40 split. Sixty percent to them, forty to

me. I thought that was normal. I thought that was the cost of being new. And

maybe it was. But what I also noticed was that for all the split they were

taking, nobody was actually helping me. No guidance. No mentorship. No hand on

the shoulder saying *here's how this works.*

Something didn't feel right.

I left. I went to a brokerage called Love Local Real Estate, and they actually

helped me get the property listed properly. We sold that townhome in thirty

days.

My commission check was around five thousand, maybe five thousand five hundred

dollars.

I held that check and felt something shift.

That's when it became real. Not the passing of the exam, not the first client

call this. This check. This proof that the thing I'd been building toward in

parking lots and Uber rides and testing centers was actually possible.

But five thousand dollars is not thirty thousand. And thirty thousand had been

living in my head since Joanne said it.

I needed to figure out how to get to that level.

The Toll Brothers house had been sitting.

A beautiful property the kind Toll Brothers builds, which means custom

everything, details that justify the price. But it wasn't moving. The sales team
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was having trouble with it. I approached them with what felt like a simple

request: let me hold open houses here.

They said yes.

I held that property open every single day they would allow me to. Every day.

Not occasionally. Not on weekends. Every day.

Here's what the routine looked like: I'd get there early and put out

twenty-five, sometimes thirty signs. Directional signs, the kind you stake into

the ground at every turn leading toward the house, so that anyone driving within

a half-mile radius couldn't not know there was an open house happening. Then I'd

leave a note on the front door *Agent is on site putting out open house signs,

will return in 30 minutes* and go home to shower and change, because the Vegas

heat doesn't care how professional you're trying to look. Then I'd come back.

I'd run the open house. I'd follow up with every single lead before I left. And

then I'd go pick up all twenty-five signs.

Seven to ten hours. Every day.

Most agents do open houses the way people do New Year's resolutions.

Enthusiastically at first, then less so, then not at all. I treated it like the

work it actually is.

And then came the day I rounded the corner and saw that car in the driveway.

The couple. Engine running. About to leave.

I didn't think about it. I honked my horn. They looked up. I rolled down my

window.

"Would you like to see the house?"

"Sure," they said.

I showed them the house. The next day, we looked at other properties together

they were thorough, like I said. But they came back to that one. They fell in

love with it. We wrote an offer. We closed.

The commission check from that million-dollar home compared to the check from

that $205,000 townhome I can't fully describe what it did to my mind. It wasn't
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just the number, though the number mattered. It was the expansion of what I

understood to be possible. Not hypothetically possible. Actually, physically,

check-in-hand possible.

Open houses work.

That thought landed in me like a seed. *Now I need to figure out how to do as

many open houses as possible so I can get more of these transactions.*

That was the beginning of COURT.

COURT wasn't invented in a seminar room.

It wasn't born from a whiteboard or a business book or a weekend workshop. It

wasn't reverse-engineered from a stack of books or borrowed from someone else's

methodology. It was built organically over years, over seasons, over every phase

of my life bleeding into the work.

And I mean that literally.

The COURT framework was built through learning to be a husband. Through learning

to be a dad again this time to little girls after already being a father to

Jaden. Through actively breaking generational curses of divorce that had run

through my family for as long as anyone could trace. Through identifying and

getting rid of limiting beliefs I didn't even know I was holding. Through

working through trauma I grew up with trauma that didn't stay behind in

Baltimore when I left. Trauma that followed me into business, into sales, into

every client relationship I ever had.

Because here's what I've come to understand after years of doing this work:

trauma comes with you into business. It comes with you into sales. You can't

separate it. The things that happened to you don't stay in the past they come

into the room with you, they sit at the table with you, they color the way you

see people and the way you hear what clients say and the way you respond under

pressure.

So over time I had to learn that the people I work with have their troubles as

well. Their own traumas, their own histories, their own things they're carrying
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that have nothing to do with square footage or listing price. But they're not

hiring me based on my background and where I came from. They're hiring me to do

a job today. Not my trauma from years ago, from decades ago. Today.

That realization changed how I work with people. And it changed how I built the

framework.

I had to grow through it. I had to learn to deal with different types of people

wealthy people, anxious people, people who made decisions fast and people who

agonized for months, people who pushed back and people who needed to be pulled

forward. I had to become a chameleon in the truest sense of that word. Not fake.

Not performance. But genuinely adaptive able to meet a person wherever they are

and speak the language they understand.

That took work. Not just business work. Personal work.

I hired coaches. I went to seminars. I read. I studied. I practiced. I sought

out new information. I put myself in rooms and situations I was unfamiliar with,

specifically because they were unfamiliar. I experienced new things, not because

they were fun, but because growth doesn't happen inside the perimeter of what

you already know.

And over time not overnight, not from a single revelation, but through

accumulation and iteration and paying attention the COURT framework took shape.

The five letters stand for Connect, Own the Room, Understand Psychology, Results

Through Data, and Trust That Converts. Each pillar came from something real.

Connect because basketball taught me that relationships built before you need

them are the only ones worth having. Own the Room because every open house, like

every basketball game, has a home team and a visitor, and I learned to always be

the home team. Understand Psychology because high-net-worth clients make

decisions based on emotion, then justify with logic, and learning to recognize

which emotion was driving them was the difference between a good agent and a

great one. Results Through Data because the luxury market is won by the person

who knows the numbers cold, not the person with the nicest car. Trust That

Converts because everything else in this framework is worthless if the client

doesn't trust you, and trust doesn't come from polish. It comes from proof.
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None of it was invented. All of it was earned.

This book is that framework, explained in full.

It's for agents who want to break into luxury real estate. Specifically, it's

for agents who look at the luxury market and think they might not belong there

because they don't come from money, or connections, or the right zip code, or

the kind of background that gets you into country club conversations.

I didn't come from any of that.

I came from Baltimore. A grocery store parking lot. An Uber. A night in The

Ridges when a garage door opened and changed everything. A failed exam five

times. A horn honk.

What I built from there is over $350 million in career sales, more than 185

transactions, an average sale price of $2.4 million, and a seat at one of the

top luxury brokerages in Southern Nevada. I close homes in The Ridges, MacDonald

Highlands, The Summit Club. The highest sale of my career so far is $8.4

million.

I'm not telling you that to impress you. I'm telling you because every number in

that paragraph was built from frameworks, not from talent. It was built from

showing up when other agents didn't, from understanding people at a level that

most scripts never reach, from treating open houses like a performance rather

than an obligation.

This book will teach you the frameworks.

But I want to be honest about who this book is for and who it isn't.

If you're looking for a shortcut, this isn't your book. There is no version of

this story where I skip the grocery store carts, skip the Uber, skip the five

failed exams, skip the twenty-five signs in the desert heat. Those aren't

obstacles that got in the way of the success. Those are the success, just the

part that came first.

If you want the result without the work, I can't help you. Nobody can.

But if you're willing to do the work if you're the kind of person who honks
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their horn at a deal that's about to drive away then everything I'm about to

teach you was built for you.

I grew up at five-foot-nine and ended up six-foot-ten.

The framework you're holding is the same kind of growth. You don't start where

you're going. You build toward it. Every single piece of this the mindset, the

methodology, the specific tactics for open houses and client relationships and

closing luxury deals is learnable. None of it requires you to be born rich, or

connected, or naturally charming. It requires you to show up, do the work fully,

and trust that the system compounds.

That's what I'm going to show you.

Chapter by chapter, pillar by pillar, I'm going to lay out exactly what I do and

why I do it in plain language, without the academic gloss and without the

motivational-speaker shine. Just what works, from someone who built it by

actually working.

Everything I'm about to teach you, I built from nothing.

Not found. Built.
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CHAPTER 1: Where You Come From Matters
(But Not How You Think)

Here's the picture most people have of luxury real estate:

The agent has a membership at the right club. He or she went to the right

school, knows the right people, grew up going to dinner parties where the

conversation was already in millions. Their clients are referrals from friends'

referrals from neighbors who all move in the same circles. It's a closed loop. A

world you're born into or you marry into or, at minimum, you're invited into by

someone who is already inside.

If that's your image of luxury real estate, I understand it. It's not entirely

wrong.

That world exists. There are agents who operate entirely within it who never had

to cold-prospect a day in their lives, who got their first listing because they

went to high school with the seller, who have country club relationships that

feed them referrals the way fruit falls from a tree. I've watched them. I

understand how they got there. And I will tell you plainly: that path was not

available to me. It is probably not available to most people reading this book.

But it is incomplete as a picture of what luxury real estate actually is.

I came to luxury real estate from Baltimore, a grocery store, a busted ACL, a

Tinder match, and an Uber. I did not have a country club membership. I did not

have wealthy clients waiting in my phone contacts. I did not have a mentor who

handed me a book of business and said *here, start here.* I had a

grandmother-in-law who let me carry tables to open houses. That was my entry

point.

What I had was a framework. And what I've learned in the years since is that the

framework beats the pedigree every single time.
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I want to be specific about what I mean by that, because it's not a feel-good

claim. It's a business argument.

Pedigree gets you in the door. It opens the first conversation. But pedigree is

a credential, not a competency. And in a market where a single transaction might

be a $4 million, $6 million, $8 million decision for your client, they are not

choosing you because you went to the same prep school their son went to. They

are choosing you because you know the market, because you communicate with

precision, because every time you say you're going to do something you actually

do it, and because when things get complicated and in luxury, things always get

complicated they trust you to hold it together.

Those things are buildable. I built them. And I can show you how.

The assumption most agents make when they look at the luxury market is that

their background is a liability. That where they came from is something they

need to overcome or disguise or at least not lead with. That the gap between

where they started and where they want to go is a gap in credentials.

That's exactly backward.

Where you come from is not your obstacle. It's your edge. But only if you

understand how to use it.

Let me tell you about the voice.

You know the one I'm talking about.

It's the voice that tells you that you can't. That you won't. That you don't

belong in those rooms, don't deserve those clients, aren't the type of person

who closes eight-figure deals. It's the voice that reminds you where you came

from and not in a good way. It lists your reasons. Your background. Your lack of

resources. Your lack of connections. It says: *because you're Black, because

you're Mexican, because you're a woman, because you come from a city where there

is violence, because you were abused you'll never be able to.*

That voice is a liar.

I want to be careful to say that, because I've had to say it to myself more
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times than I can count. Not as a motivational slogan. As a fact I had to return

to again and again when the voice got loud.

We all have things that we believe about our lives, about our backgrounds, about

our past that are the reasons we can't pursue or achieve what we want to

achieve. Those beliefs feel true. They have evidence behind them. They point to

real things that happened, real environments, real disadvantages. And I'm not

going to tell you those things aren't real. They are. But they are not the final

word.

Because here's what I've learned: when you fight for your limitations, you get

to keep them.

If you spend your energy defending the reasons you can't do something

cataloguing your obstacles, building the case for why the deck is stacked

against you you will win that argument every time. And you will keep every

limitation you argue for. The court will rule in your favor. You were right all

along.

But being right didn't get you anywhere.

The voice in our heads is loud. And the voice that says you can't because of

where you came from, because of what happened to you, because of what you don't

have is often louder than the voice that says you can. It's not always rational,

but it doesn't need to be rational to be effective. It just needs to be loud

enough, consistent enough, to make you second-guess the step you were about to

take.

We have to figure out a way to stop listening to it. To reduce that sound.

I didn't choose my name. I didn't choose to be born. I didn't ask to be placed

in the family I was placed in, or the community I was born into. When you grow

up in a neighborhood that has excessive violence, drugs, and a shortage of

resources you didn't choose that environment. You were born into it. You had no

say.

For a long time, I think I carried that the way you carry something you're

ashamed of. Something to explain, to contextualize, to get past. Something that

required an asterisk.
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Now I understand it differently. That environment was not a limitation. It was

fuel.

Here's what nobody tells you about starting from the bottom:

When you're at the bottom of a financial food chain, the only place to go is up.

When your back is against the wall, the only place to go is forward.

And that can be your biggest advantage over people who started farther ahead

than you.

I know that sounds counterintuitive. Most of the conversation around

disadvantage focuses on what you're missing the resources, the networks, the

head start. And yes, all of that is real. I'm not minimizing it. But there is

something that people who grew up with more don't automatically have, and that

is hunger.

When you're hungry when you have an insatiable desire to get out of the

situation you're in and you will do whatever is required that is a huge

advantage. Not a nice-to-have. A genuine, sustainable competitive advantage. The

kind that doesn't expire. The kind that doesn't depend on market conditions or

who your parents know or whether the economy is cooperating.

That was my advantage.

Not my height. Not my basketball career. Not some natural gift for sales or

relationship-building that I was born with. The hunger. The bone-deep

understanding that I had to find a way, because not finding a way meant staying

exactly where I was.

I look at agents who grew up comfortable not criticizing them, just observing

and I notice something. When things get hard, when the market slows down, when a

deal falls through and the pipeline looks thin, some of them stop. They retreat.

They wait for conditions to improve. Because on some level, even if it's

unconscious, there's a safety net underneath them. There's something to fall

back on.
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I didn't have a safety net.

When you drive Uber for ten hours and come home with a hundred dollars, you

don't have the option of waiting for conditions to improve. You study in between

rides. You fail the exam and study more. You fail it again and study more. You

hold open houses every single day because missing a day might mean missing the

deal that changes your year.

The hunger is not something I manufactured. It was given to me by circumstance.

But it is also something I've had to maintain because as things got better, as

the deals got bigger, as the safety net started to appear, the hunger had to

become a choice rather than a condition.

I choose it every day.

And if you came from a hard place whatever your version of hard looks like I

want you to understand that the difficulty you carry is not primarily a weight.

It is primarily a motor.

Let me tell you what Baltimore actually taught me.

Not the version people want to hear not the inspirational paragraph about

adversity building character. The practical version. The specific, transferable

skills that growing up in a challenging environment instilled in me before I

ever knew they'd be useful.

First: how to read a room.

When you grow up in an environment where things can shift quickly, you develop a

kind of peripheral awareness that comfortable kids don't have to develop. You

learn to read people their energy, their mood, what's underneath what they're

saying. You learn to adjust. Not as a performance skill, but as a survival skill

first. You develop it because you need it. And once it's in you, it doesn't go

anywhere.

That skill, when you walk into a room with high-net-worth clients, is worth more

than any amount of script memorization.

Wealthy clients are not impressed by polish alone. They're experienced with
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polish they've had polish aimed at them their entire lives. What catches them is

authenticity. Directness. The sense that the person across from them is actually

paying attention, actually reading them, actually responding to who they are

rather than working through a canned presentation.

I watch some agents walk into a luxury showing and I can see the moment they

lose the client. The agent is talking, hitting their points, giving the prepared

tour. And the client is physically in the room but mentally already gone.

Because the agent never adjusted. Never picked up on the cues. Never understood

that this particular client doesn't want a presentation they want a

conversation. That this couple isn't primarily motivated by the square footage,

they're motivated by the sense of arrival, the idea of showing this house to

their family, the story they'll tell about where they live.

Reading that takes a skill most people develop in hard places. I developed it

growing up in Baltimore. I developed it on basketball courts where reading the

game was the difference between getting a shot off and getting embarrassed. I

developed it in Uber rides, talking to strangers in a small car, figuring out

quickly who wanted conversation and who wanted quiet.

You might have developed it somewhere else. The point is it's there. And it's

more valuable than a Rolodex.

Second: the grocery cart mentality.

I know that's not the glamorous part of the story. But pushing carts in a

parking lot showing up, doing the work that nobody else lined up to do, getting

through the boring part without complaining that wired something in me that I

see absent in a lot of agents who want to be in luxury but can't figure out why

they're not getting there.

The thing about the grocery cart job is that there's no ambiguity about whether

you did the work. The cart is either back in the corral or it isn't. You can't

half-do it. You can't dress it up with effort that didn't produce a result. The

work is measurable, and at the end of your shift, the parking lot tells the

truth about you.

Real estate is the same way, especially at the open house level.
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Most agents treat open houses as a necessary inconvenience, something you do

when you have to, something you phone in. An hour, maybe two, sitting at a table

waiting for people who might not come. They put out three signs, maybe four.

They leave at the first sign that traffic is slow. They follow up with the

people who filled in the sign-in sheet, maybe, when they get around to it.

I treated open houses like a full-time job. Twenty-five signs. Note on the door.

Go home and change because Vegas is too hot to show houses the way you look

after putting out signs in the sun. Come back. Run a real open house. Follow up

with every lead before I left. Pick up every sign at the end.

Seven to ten hours.

Every single day they'd let me in.

That's not talent. That's the grocery cart. That's the understanding, baked into

me from a young age, that the work is the work and you do it completely or you

don't do it. There's no partial credit in the parking lot. There's no partial

credit in the luxury market either.

Third: the ability to start over.

In Baltimore, and in the life I've lived since, I've had to start over more than

once. The ACL. Mexico. The failed exams. Each time, starting over wasn't a

metaphor it was actual zero. No safety net. No fallback. Just the next step and

the decision to take it.

Most people in luxury real estate have safety nets. Family money. A spouse's

income. Another career they could return to. I'm not saying that as a criticism

it's just a fact. And because of that, they never fully develop the muscle that

gets built when starting over is the only option.

I know how to start from zero. I've done it multiple times. And every time I did

it, I came back with something I didn't have before not because failure is

inherently instructive, but because I was paying attention. Because I had to be.

In luxury real estate, where deals take longer, where the pipeline dries up and

fills back up in ways you can't always predict, where one month can be feast and

the next can be famine knowing how to start over is not a disadvantage. It's the
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thing that keeps you in the game while others leave it. The agents who wash out

of luxury aren't usually the ones who lacked talent. They're the ones who lacked

the tolerance for the difficult middle the stretch between when the work goes in

and when the results come back. That tolerance is built in hard places.

I want to dismantle something before we go any further.

The myth of the natural salesperson.

You've heard the version: some people are just born for sales. Born with the

gift of gab, born with charisma, born closers. Real estate finds them and they

thrive, because they were always going to. It was in their blood or their

personality or their DNA. The implication of this story the part that nobody

says out loud but everyone hears is that if you weren't born with it, you'd

better find a different career.

I've heard variations of this my whole life. In basketball: some guys are just

natural scorers. Some guys have it and some guys don't. As if the ten thousand

hours of practice don't exist. As if the framework that separates a reliable

player from an inconsistent one is just "natural ability."

I am not that person. Not in basketball. Not in real estate.

I was the kid with asthma and glasses. I played JV basketball for three out of

four years of high school. I was not the one people pointed to and said *that

kid is going places.* I wasn't the most charismatic in the room. I wasn't the

most polished, the most connected, the most naturally anything.

What I had was a willingness to build.

There is a real, measurable difference between talent and framework and in the

long run, framework wins. Not always in the short run. There are naturally

gifted agents who will outsell a disciplined agent in any given month. They'll

have a great run where everything they touch converts, where referrals flow,

where the magic is working. And during those runs, they look unstoppable.

But over a career? Over a decade in a market that changes, that tightens, that

forces you to adapt? The person with a framework beats the person with talent
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almost every time.

Here's why: talent is not repeatable. Talent happens to you. You can't

manufacture a great day when you're naturally charming. You can't summon

charisma on command when you're exhausted or discouraged or running on bad news.

Talent is subject to mood, to circumstance, to whether the wind is blowing in

the right direction. And in this business, the wind is not always blowing in the

right direction.

A framework is different. A framework is what you do regardless of how you feel.

It's the twenty-five signs whether you're motivated or not. It's the follow-up

call whether the open house was busy or dead. It's the process the documented,

repeatable, teachable process that produces results independent of inspiration.

I put out signs on days I didn't want to put out signs. I ran open houses on

days when nobody came for the first two hours. I made follow-up calls to leads

who didn't answer, didn't call back, showed no signs of converting and then

months later one of them did convert, because I was still in their mind as the

agent who never stopped reaching out.

That's not talent. That's a system.

COURT is a framework. Not a personality type. Not a gift.

Anyone willing to do the work can learn it. And the learning of it isn't a

compromise it's not a consolation prize for people who weren't born with

charisma. It's actually the more durable path. Because when you have a

framework, you know why things are working. And when things stop working and

they will, at some point, for every agent you know how to diagnose it and fix

it. The naturally gifted agent, when their magic stops working, often has no

idea why. They were just running on talent, and suddenly the tank is empty.

Now I want to talk about bad advice.

Because I received some. And I followed it. And I need to tell you about both

the damage it did and why I'm grateful for the season it created.

When I first got into real estate, I got a version of the same advice that I've
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heard repeated to new agents across the entire industry: *Working hard is the

way to be successful in real estate. Door knock, do open houses, and cold call.

Work seven days a week. Don't sleep.*

That was the doctrine. Grind. Hustle. Never stop. If you're not making calls,

someone else is. If you're not knocking on doors, you're falling behind. The

path to success is simply more hours, more contacts, more activity.

They were completely wrong.

Not about all of it there's an aspect of working hard that is absolutely

required in this business. But the idea that working yourself into exhaustion

seven days a week is the formula for success in real estate, and especially in

luxury real estate? That's not a strategy. That's a myth that burns people out

and produces the illusion of productivity without the results to back it up.

Here's what I know now: my ability to think and advise is the real work. Not

grinding seven days without sleep. Not knocking on doors in the desert sun,

taking time away from my family, running myself so thin that I'm showing up to

client meetings physically depleted and mentally running on fumes. The thinking

is the work. The advising is the work. The ability to sit with a client and give

them information that saves them time and enables them to make a better decision

that is the work.

That's not what they told me at the beginning.

But here's the thing I have to say clearly, because I don't want you to hear

this as me dismissing that early season: I learned from it.

I learned to sell. I learned to handle rejection and real rejection, not the

polished version, but someone slamming a door or telling you they're not

interested before you can get a word out, and having to go back to the next door

anyway. I learned to communicate. I learned to get creative with my

communication. I learned the communities the street names, the builders, the

architects, the way one neighborhood differed from the next in ways that took

years to understand. I learned which projects had which finishes, which builders

had which reputations, which lot positions commanded premiums and why.

That season of my life really shaped my character for where I am now.
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The mistake isn't going through the hard work season. The mistake is staying

there forever thinking that the grinding phase is the destination rather than

the foundation. The agents who stay in door-knock-and-cold-call mode

indefinitely aren't building a business. They're running on a treadmill. They're

working hard without building anything that compounds.

What you learn in the grind season is irreplaceable. The skills, the

communities, the rejection tolerance, the communication instincts none of that

can be shortcut. I needed every bit of it. But there comes a point where you

have to evolve from grinder to advisor. From the person doing the reps to the

person who has internalized what the reps were teaching and now brings that at a

different level.

That transition is one of the most important shifts in this entire book.

Here's when the shift happened for me.

Technology changed the business.

When consumers could find their own homes on Zillow, on Redfin, on every

platform that put listing data directly in anyone's pocket the role of the real

estate agent had to change. Because the thing that used to be the agent's

primary value access to listings, access to information, access to what's

available was no longer exclusive. Everyone had access. A buyer could sit on

their couch at midnight and tour every listing in their price range before they

ever called an agent.

So I had to find another level of value.

And the question I kept coming back to was this: *How can I advise somebody who

is twenty, thirty, forty years ahead of me financially, even with their

experience? How can I advise someone who has already done things I haven't even

done yet?*

It's a real question. Not rhetorical. If I'm sitting across from a client who

has built multiple companies, who has bought and sold more properties than I've

had listings, who has financial advisors and attorneys and a net worth that took

decades to build what do I actually bring to that conversation?

28



The answer I arrived at: I can condense time.

If I can take the information they need market data, neighborhood knowledge,

comparable sales, trends, builder history, what's coming before it hits the

market and deliver it to them in a way that saves them months of research and

enables them to make a better decision for their family I become their first

choice.

Not because I'm the most experienced person they've ever met. Not because I have

credentials that impress them. But because I made their life easier, their

decision clearer, and their outcome better. I saved them something they can

never get back: time.

That's the shift. From agent to advisor.

An agent shows you houses. An advisor tells you which house to buy and why,

based on a thorough understanding of your goals, your timeline, the market, and

the options you haven't considered yet. An agent has access to the MLS. An

advisor has knowledge that the MLS can't give you context, relationships, the

intelligence that comes from being deeply embedded in a market and knowing

things before they become public information.

The value isn't showing houses. It never really was. The value is the judgment,

the knowledge, the time savings, and the quality of the decision at the end.

That's what I sell now.

And it's the reason I can work with clients who are significantly more

accomplished than I am financially, who have done things I haven't done because

what they need isn't a peer. What they need is someone who knows this specific

domain at the highest level and can translate that knowledge into decisions that

serve them.

I am that person. In luxury real estate in Las Vegas, I am that person. And when

you stop seeing yourself as an agent who shows houses and start seeing yourself

as an advisor who shapes decisions everything changes.

Now I want to talk about the thing that actually stops most agents from breaking
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into luxury.

It's not skill. It's not knowledge. It's not even experience.

It's identity.

Most agents who want to go luxury never do. They stay in the mid-market. They

tell themselves they're not ready yet, that they need more transactions, more

experience, more time. That luxury clients won't take them seriously. That they

don't know the right people. That they need to wait until they have a bigger

sphere of influence, a stronger track record, a better brokerage name behind

them.

They are waiting for permission to belong in rooms they've already decided they

don't belong in.

I understand that feeling because I had it.

The first time I walked through a luxury property in Las Vegas a home in the $2

million, $3 million range I was acutely aware of every way I didn't fit the

profile. Six-foot-ten, from Baltimore, former Uber driver. I hadn't grown up in

homes like that. I didn't know people who lived like that. The furniture in some

of these places cost more than the townhome I'd just sold. The countertops alone

were more square footage than most apartments I'd lived in.

There was a version of me that could have looked at that gap and decided it was

insurmountable. Could have said: *this market is for people who come from this.

And I don't come from this.*

Instead, I asked myself a different question: *What does this client actually

need from me?*

Not what do they need from someone with the right background. Not what do they

need from an agent who grew up going to open houses in neighborhoods like this.

What do they need, specifically, from the agent they're about to work with?

They need market knowledge. They need someone who shows up when they say they

will. They need someone who negotiates without blinking, who protects their

interests without being told to, who manages the complexity of a high-value

transaction without losing their composure. They need someone who actually calls
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back.

None of that requires a certain zip code of origin. All of it is buildable.

I stopped waiting for permission to belong in luxury real estate and started

showing up like I already did. Not fake confidence. Not performing something I

wasn't. Showing up with what I actually had the knowledge I'd built, the work

ethic I'd carried from Baltimore, the ability to read people and rooms that I'd

developed long before I knew it would ever be useful in a real estate context.

That shift is not about confidence in the fake-it-til-you-make-it sense. I'm not

telling you to bluff your way into rooms and pretend to be something you're not.

That strategy collapses the first time a client asks you something real. And

luxury clients will ask you something real. That's precisely the type of person

they are they didn't accumulate that kind of wealth by being bad at reading

people.

What I'm talking about is a more fundamental recalibration: understanding that

belonging in luxury real estate is not about where you started. It's about what

you deliver. And what you deliver is determined by how rigorously you've built

your framework.

The client in the $5 million home doesn't care that I grew up in Baltimore. They

care that I know the market cold. They care that I work harder than any other

agent they've met. They care that I read them correctly, communicate clearly,

and when I say something is going to happen, it happens. That's what they're

actually evaluating.

Those are not birthright skills. Those are built skills. And this book will

teach them to you.

Let me tell you about failing an exam five times.

Not the motivational poster version. The real version.

The real version is this: you walk into the testing center the first time

genuinely believing you're going to pass. You've studied. You've prepared.

You're ready.
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You're not ready.

You walk out with a number that isn't passing, and there's this particular kind

of silence that follows not dramatic, just quiet and heavy. You call someone who

loves you, or you don't call anyone at all. You drive home. You figure out what

you got wrong and you go back to studying.

The second time, you're more nervous. Which means you're less sharp. You

overthink. You second-guess questions you knew the answers to. Same result.

By the third and fourth time, the voice in your head has gotten complicated.

Because it's not just saying *you're not smart enough.* It's saying something

worse: *Maybe real estate isn't the thing. Maybe you're chasing the wrong dream

again. Maybe this is like the NBA all over again.*

I was still driving Uber. Still studying in between rides. Still making a

hundred dollars some days, a little more on good days. I was a new father trying

to figure out how to be what Jaden needed. I was building something with my wife

that required me to be a certain kind of man.

The fifth time I failed, I had to make a choice.

I made the choice to try again.

The sixth time I passed.

I'm not going to turn that into a lesson about never giving up, because I think

that framing undersells what it actually costs. The lesson is more specific than

that: the fifth failure was proof that passing was hard. The sixth attempt was

proof that hard wasn't the same as impossible.

And here's the part I've come to understand, looking back: those five failures

were not wasted time. They were the qualification. Every agent who got licensed

on the first or second try skipped something I didn't skip. They didn't know

what it cost to get through. I did. And that knowledge the knowledge of what

perseverance actually costs, not theoretically but actually is in everything I

do in this business.

When an open house is slow and nobody's coming, I don't pack up early. I know

what it costs to leave.
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When a deal is falling apart and I need to get creative, I stay creative until

I'm not. I know what it costs to quit.

When the market is down and the phone isn't ringing, I keep putting signs out. I

know what it costs to stop.

Failing five times on that exam didn't make me weaker. It made me someone who

knew exactly what he was made of. That's not something you can teach in a

classroom. It has to happen to you.

Here's something I need you to understand, because it's the thing I see agents

get wrong more than anything else.

Your story is your advantage.

Not a disadvantage you need to overcome. Not a footnote to hide. Your actual,

specific, particular story where you came from, what you went through, what it

cost you to get here is the most powerful branding asset you have.

Think about the agents you remember. Not the ones who were polished and

professional and said all the right things. The ones you remember. The ones who

stayed with you.

They had a story. Something real. Something you could feel underneath the

business card.

I am six-foot-ten. I'm an ex-Division I athlete who was trained at the Carmelo

Anthony Center in Baltimore, who got within reach of the NBA, who got his ACL

torn and his Mexico contract cut and came back with nothing. Who drove Uber in

the Las Vegas heat, studying real estate on his phone between rides. Who failed

the exam five times and passed on the sixth. Who pulled into a guard gate in The

Ridges one night and felt a garage door open and change everything. Who honked

his horn at a couple who was about to drive away from a million-dollar deal.

That's not a liability. That's a brand.

Every single one of those details tells a prospective client something about who

I am. The hustle. The resilience. The fact that when most people would have

given up, I honked a horn instead. Those are not things you manufacture. You
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either have them or you don't. And if you have them if you have your version of

that story you need to stop treating it like something to apologize for and

start understanding it as the thing that sets you apart.

Your version of my Baltimore might be a different city, a different challenge, a

different grind. Maybe you were a teacher who switched careers at forty. Maybe

you came from a service industry background and everyone told you luxury clients

wouldn't respect you. Maybe you're a single parent doing this while managing

everything else. Maybe you grew up with the same excessive violence and lack of

resources that I grew up with, and that voice has been telling you for years

that people like you don't belong in rooms like that.

Let me say it again: that voice is a liar.

Whatever your story is the real one, not the cleaned-up version that is what

makes you different in a market full of agents who look and sound exactly alike.

The question is not *how do I hide where I came from?* The question is *how do I

build my brand around who I actually am?*

That's what the exercise at the end of this chapter is for.

I want to be honest about something else.

Going from driving Uber to selling luxury real estate is not primarily a skills

shift. It's an identity shift.

You can learn the technical skills. You can learn the market. You can learn

negotiation tactics and listing strategies and how to read a comp report. All of

that is learnable. None of that is what stops most people.

What stops most people is that they don't change who they see when they look in

the mirror.

If you see an Uber driver looking back at you, you will walk into that Toll

Brothers house like an Uber driver. You will set limits on what you pursue, what

clients you approach, what price points you believe you can compete in. You will

undercharge and overexplain and treat luxury clients like they're doing you a

favor by talking to you.
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I had to change what I saw.

I didn't become someone else. I became a fuller version of who I already was.

The hustle I'd developed pushing grocery carts became the hustle that put out

twenty-five signs. The resilience I'd built failing the exam five times became

the resilience that kept me at that open house every single day when other

agents would have given up. The ability to read people I'd developed growing up

in Baltimore became the thing that made me effective in rooms where the stakes

were in the millions.

Nothing from my background got left behind. It all came with me. But I had to

stop seeing it as the thing holding me back and start seeing it as the engine.

The framework in this book COURT is built on the assumption that you are already

more equipped than you think. What you're lacking is not experience or talent or

connections. What you're lacking is a system for converting who you already are

into what luxury clients need.

That's what we're going to build.

Chapter by chapter. Framework by framework. With no shortcuts and no apologies

for how hard the work actually is.

By the time you finish this book, you'll have a system. Not a personality

transplant. Not a borrowed confidence that evaporates the first time a deal goes

sideways. A real, repeatable framework built around your authentic strengths.

That's the shift. From who you were before to who you're becoming.

It doesn't happen overnight. It didn't for me.

But it does happen, one sign at a time.

Exercise: Write Your "Court to Closing" Story

Before you move on to Chapter 2, I want you to do something.

Not read something. Not highlight something. Write something.
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Three paragraphs. Handwritten if possible there's something about putting pen to

paper that makes this more real. But however you do it, write these three

paragraphs:

**Paragraph 1: Where You Started**

Not the résumé version. The actual version. Where did you grow up? What was your

house like? What did you want when you were a kid, and did you get it? What did

you have to figure out on your own? What did you carry out of your upbringing

that you didn't know was useful yet?

Be specific. Not *I grew up in a working-class family* that's the cleaned-up

version. The specific version: what was the neighborhood, what was the house,

what did your parents do, what did you learn from watching them?

And if there was a voice that told you you couldn't write that too. Write what

it said. Then write why it was wrong.

**Paragraph 2: What You Went Through**

The path to real estate. Or the path inside real estate if you're already in it.

What did you have to overcome? What did you fail at? What were you doing when

you decided this was the direction? What was the thing that almost stopped you?

Again: specific. Not *it was a tough road.* What specifically happened, and what

did it cost you? And what did you learn from the season of hard work that you

can't learn any other way?

**Paragraph 3: Where You're Going**

Not a dream board. A direction. In the most concrete terms you can manage right

now: what does success in luxury real estate look like for you? What's the

number, the kind of client, the kind of property, the kind of life? And more

importantly why? What's it actually for?

These three paragraphs are the foundation of your personal brand. They are the

story you'll tell not word for word, but in pieces, in conversations, in the way

you carry yourself in rooms. They are the reason clients will choose you over

someone else who has more experience or a better suit or a fancier brokerage

behind them.
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Your story is what they're actually buying.

Write it. Keep it. Come back to it.

This is where your version of COURT begins.

*Chapter 2: C Connect: The Open House as a Living Room*

37



CHAPTER 2: Why Scripts Fail in Luxury
Real Estate

I want to tell you about the worst listing appointment I ever had.

Not worst as in I showed up and the house was a disaster. Worst as in I was the

disaster.

It was early in my career. I was starting to get some traction a few deals

closed, a couple of open house wins under my belt, the kind of momentum that

makes you think you've figured something out. I'd taken a training session with

a high-volume producer who had the answers. I mean, he really seemed to have

them. He had the commission checks framed on the wall, the plaques, the

statistics. He'd sold hundreds of homes. And he was going to teach me, word for

word, exactly what to say.

So I studied it. I practiced it. I could run the script in my sleep.

*Hi, thank you so much for having me. I've been in real estate for X years, I've

sold over X homes in your area, and I'm excited to show you what I can do for

your property. Today I'd like to walk you through...*

I had the whole thing memorized. The opener, the transitions, the objection

handlers, the close. If they said this, I said that. If they said *we're

thinking about it,* I knew exactly which paragraph to pull from.

I walked into that appointment feeling ready.

By about the eight-minute mark, I had lost the room.

Not lost as in they interrupted me or asked a hard question. Lost as in I looked

up from my presentation and saw two people who had quietly, politely, completely

checked out. They were still sitting there. They were still nodding. But they

were gone. Something had closed behind their eyes, and I could feel it the way

you can feel the change in air pressure before a storm. They weren't rude about
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it. They thanked me for coming. They said they had a few more agents to meet

with and would be in touch.

They were not in touch.

I drove home and ran the tape back in my mind. What happened? I'd hit every

point. I'd said the right things. I'd followed the script exactly.

That was the problem.

I'd followed the script exactly and that's what they felt. Not a conversation.

Not an advisor who had taken the time to understand them. A performance they'd

probably already seen three times before I sat down at their kitchen table.

That was the night I understood, in a way I can't fully teach but I can point

toward, that scripts and luxury real estate are fundamentally incompatible. Not

inconvenient together. Not inefficient together. Incompatible.

The script was the thing that killed the appointment.

The Problem Isn't Your Script. It's That You Have One.

Let me say something that might make you uncomfortable if you've been taught by

the same people who taught me.

Most of what passes for sales training in real estate is designed for a

completely different market than the one you want to be in.

Scripts work at the $350,000 price point. They were built there. High volume,

high velocity, lower stakes emotionally for the client because while $350,000 is

a significant amount of money, it's often not the most financially consequential

decision that buyer has ever made. The purchase is somewhat standardized. The

client's decision-making process is somewhat predictable. The timeline is

faster. The emotional investment, while real, is manageable within a structured

framework.

Run the right script, hit the right beats, follow the right sequence and you can

close a lot of $350,000 deals.

The $3.5 million deal is a different game entirely. And I don't mean different
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in the sense that the number has an extra zero. I mean different the way

basketball and tennis are different. They both involve courts and competition,

but they are completely different sports with different rules, different skills,

and different demands.

The $350,000 buyer needs an agent. Someone to guide them through a process

they're unfamiliar with, make sure they don't make any obvious mistakes,

negotiate reasonably on their behalf, and get the transaction to closing without

drama. An agent who runs a competent, professional process is genuinely valuable

to that person.

The $3.5 million buyer needs an advisor. Someone who saves them time, who gives

them information they couldn't get on their own, who understands their actual

situation not just their stated preferences and who brings genuine expertise

about a market they're paying premium prices to enter.

Those are not the same thing. And the person who thinks a polished script will

serve them in the second situation is going to have the same experience I had at

that kitchen table. They're going to watch the room close.

Here's the critical difference between these two buyers: the $3.5 million buyer

has been sold to their entire lives by the very best salespeople in the world.

I mean that literally. Their financial advisor is trained. Their wealth manager

is polished. The private banker who handles their accounts went to school

specifically to build relationships with people at their net worth level. The

person who sold them the car in their garage memorized dozens of techniques for

handling exactly the objections they raised. The luxury watch dealer, the

private jet broker, the architect who designed the home they're trying to sell

every single one of these people knew what they were doing and did it with

craft.

A real estate agent who learned their script at a weekend training session

doesn't stand a chance walking into that with a memorized sequence.

They can smell a script. They smell it before you finish your opener. Because

they've heard the opener before or something close enough to it that the pattern

registers. And the moment they register the pattern, something shuts down. Not
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visibly. Politely. They'll let you finish. They'll nod. They'll say the right

things on the way out the door.

And then they'll go with someone else.

What's Actually Wrong With Scripts

The problem with scripts goes deeper than them sounding canned. Let me break

down the specific ways scripts fail in luxury because understanding *why* they

fail is how you start to understand what to do instead.

**Scripts assume the client's problem.**

Every script is built around a predicted problem. The script writer imagined a

client with a specific concern price, timeline, competition and wrote lines to

handle that concern. But in luxury, the actual concern is often something the

script never considered. The $4 million seller isn't primarily worried about

price per square foot. They're worried about privacy. They're worried about the

wrong kind of buyer walking through the house. They're worried about what

happens to their lifestyle during a transaction that might take nine months to

close. They're worried about the story it tells if the house sits on the market

too long.

A script doesn't discover that. A script bulldozes past it, addressing the

concern it assumed while the real concern sits unaddressed underneath the

conversation.

A framework discovers it. A framework is built to ask, not tell.

**Scripts make the agent the center.**

Look at most listing presentations. They're designed to communicate one thing

above all else: *Here's how impressive I am.* Here are my production numbers.

Here's my marketing plan. Here's my track record. Here's what I did for the last

client.

There's a place for that information. But when it leads when it takes up the

first fifteen minutes of the conversation you've already communicated something
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the client didn't miss: you came here to tell them about you, not to understand

them.

Luxury clients don't need your credentials upfront. They need to know that

you're the kind of person who cared enough to actually learn something about

their specific situation before you walked through the door. They need to feel,

within the first few minutes, that they are the center of this conversation and

you are in service of them not performing your way toward a listing.

Scripts are performer-centered. Frameworks are client-centered.

**Scripts create sameness.**

When every agent in your market has attended the same training, bought the same

scripts, and walks through the same sequence you all sound identical. The

clients hear the same opener, the same objection handler, the same close. They

cannot tell you apart.

In volume real estate, this is survivable. You might still win on price or

availability or some other factor.

In luxury real estate, differentiation is everything. The high-net-worth client

has the luxury literal luxury of choosing not just on capability but on

resonance. Who do they want to work with? Who felt different? Who seemed to

actually understand them?

If you sound like every other agent, you've already lost the thing that matters

most at the high end of the market.

**Scripts have no place to go when the client goes off script.**

This is the practical failure, and it's the one I felt most acutely that night

at the kitchen table.

Scripts work on the assumption that the conversation will proceed in a

reasonably predictable way. But luxury clients don't do that. They jump. They

ask unexpected questions. They bring up something from six months ago or a

different market entirely. They circle back to a topic you thought you'd left.

They bring in their attorney, or their financial advisor, or their grown child

who has opinions and suddenly the script you practiced in your car on the way
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over has nothing to offer the conversation you're actually in.

Framework-trained agents thrive in that environment. Because they're not working

from a sequence. They're working from principles. And principles adapt.

Principles travel. Principles work in any room because they're not responses to

predicted inputs they're ways of thinking that apply across any situation.

A Play Is Not Basketball IQ

I played basketball for most of my life. When I was coming up JV, then Division

I we ran plays. The coach would draw up a sequence, everyone had a role, and you

executed. A play is a script. It tells you exactly what to do, in what order, in

response to what the defense is expected to do.

Plays are useful. They're especially useful when you're developing as a player

and you need structure to build on. When you're learning the game, the play

tells you where to be so you can start to develop a sense of where you *should*

be.

But here's what every serious basketball player learns: a play only works until

the defense adjusts. And the defense always adjusts.

The moment the other team figures out the play and they will figure it out,

because they're watching, they're reading the play breaks down. And if all you

know is the play, you're lost. You're standing on the court in a situation the

script didn't account for, and you have no idea what to do next.

Basketball IQ is different. Basketball IQ is the ability to read the defense,

understand what's happening in real time, and make the right decision in the

moment based on principles spacing, timing, reading the gaps, knowing your

teammates, knowing your own game. A player with basketball IQ doesn't need the

play to tell them what to do. They see what's happening and they respond. They

adapt.

How do you develop basketball IQ? Not by memorizing more plays. By playing. By

being in enough situations, making enough decisions, failing at enough

read-and-react moments that eventually the principles become instinct. You

develop it through reps and reflection. Through watching film and understanding
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*why* certain decisions were right.

I didn't make it from JV to Division I by memorizing plays. I made it by

developing basketball IQ by internalizing the game deeply enough that I could

play it rather than run it.

The same thing is true in luxury real estate.

A script is a play. Useful in the beginning, limiting very quickly, catastrophic

in a sophisticated environment where the defense in this case, the client is

highly skilled at reading what you're running.

A framework is basketball IQ. It's the ability to walk into any room, read

what's in front of you, and respond from a deep understanding of principles not

a rehearsed sequence. It adapts. It handles the unexpected. And it doesn't break

down the moment the client says something the training session didn't prepare

you for.

The rest of this book teaches you the framework. But before we get there, I need

you to fully understand what you're leaving behind.

The Bad Advice That Isn't Entirely Wrong

People told me things when I first got into real estate. The same things,

probably, that people told you.

*Working hard is the way to be successful in real estate. Door knock, do open

houses, cold call. Work seven days a week. Don't sleep.*

That was the doctrine. Pure hustle. Pure volume. The path to success was more

hours, more contacts, more activity, more more more.

I followed it. I knocked on doors. I did open houses not one or two, but six a

week, for hours at a time. I put out twenty-five signs before the sun came up. I

worked seven days. I lived in it.

They were completely wrong.

Not entirely I'll get to that. But the idea that grinding yourself into the

ground seven days without sleep is the formula for success in luxury real
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estate? That's not a strategy. It's a myth that burns people out, displaces

families, and most importantly produces the wrong kind of activity. It's the

hamster wheel mistaken for a path.

Here's what I know now: my ability to think and advise is the real work. Not the

hours. Not the doors. Not the calls to people who didn't ask to hear from me.

The thinking is the work. The advising is the work. The ability to sit with a

client and deliver information that saves them months and enables them to make a

better decision for their family that is the work. And you can't do that kind of

work when you're running on fumes and operating on a script because your brain

is too depleted to actually read the room.

But here's the part nobody wants to say about the grind season and I want to say

it, because it's true and because people deserve honesty more than they deserve

comfort:

That season of my life was not wasted.

Not even close.

I learned to sell. Real selling. Not the version where you're in a polished

conference room with a prepared deck the version where you're on someone's

doorstep and they didn't ask you to be there and they're about to close the door

and you have about four seconds to give them a reason not to. That kind of

selling.

I learned to handle rejection. Not just the polished version, where someone

sends a polite email saying they've decided to go a different direction. The

actual version door closed in your face, phone hung up, someone telling you no

before you've finished a sentence. You learn something in that kind of rejection

that you can't learn any other way. You learn that it doesn't kill you. You

learn that the next door is still worth knocking on.

I learned to communicate. To get creative with communication. To figure out how

to say something different when the standard approach wasn't working.

I learned the communities. The street names. The builders. The architects. I

learned which neighborhoods had which reputations, which lot positions commanded

premiums, which builders had which track records. I learned things about the Las
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Vegas market that take years to accumulate and that I still pull from today when

I'm sitting across from a buyer who needs to understand why one part of the

valley is different from another.

That season shaped my character for where I am now. I mean that sincerely. Not

as a motivational line as an accurate accounting of what the grind season

produced.

But and this is everything the grind season is a foundation, not a destination.

The mistake isn't going through it. The mistake is staying there forever. The

mistake is thinking the treadmill is the path, that if you just keep running

long enough and fast enough at the same pace, you'll eventually arrive somewhere

different. You won't. The treadmill doesn't go anywhere. It just keeps moving.

What you learn in the grind season is irreplaceable. But there comes a point and

you'll feel it when it comes where you've learned what it has to teach you, and

it's time to evolve. From the person doing the reps to the person who has

internalized what the reps were teaching and now operates at a completely

different level.

That transition is the subject of this entire book.

The Same Situation, Two Approaches

Let me show you what the difference looks like in practice. Not conceptually

concretely. Same situation, two different approaches.

**Example 1: The Listing Appointment Opening**

You're at a seller's kitchen table. They've just welcomed you in. Two other

agents have already come through. The house is $4.2 million. These are

sophisticated people. They know what they're doing.

*The scripted version:*

"Hi, thank you so much for having me. I've been in real estate for eight years

and have sold over ninety homes in the Las Vegas luxury market. My average sale

price is well above the market average, and today I'd like to walk you through
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my comprehensive marketing strategy for your property, starting with our digital

reach..."

You know what happens in the next ninety seconds? They nod. They look at each

other. Something behind their eyes closes.

*The framework version:*

You sit down. You look around the room. You say:

"Before we talk about the house what made you fall in love with this place when

you first bought it?"

Pause. Let the question land. Mean it.

And then something happens.

They start talking. They tell you about the view from the primary bedroom at

sunset. They tell you about how the great room was designed for their family big

gatherings, their kids and grandkids piling in. They tell you about what the

neighborhood felt like when they first moved in and how it's changed. They tell

you about why they're thinking about selling now, and it has more to do with

where they're going next than what this house is worth.

They talk for ten minutes. Maybe fifteen. And in those fifteen minutes, you

learn everything you need to know. Not just the data the data is easy to get.

You learn what they actually care about. What they're actually worried about.

What they need from you that has nothing to do with price per square foot.

At the end of that conversation, when you do share your approach your marketing,

your strategy, your positioning it lands completely differently. Because now

you're speaking directly to what you learned they care about. Not delivering a

general pitch. Giving them a specific answer to a specific situation you now

actually understand.

That's not a script. That's the Connect pillar of the COURT framework. More on

that in Chapter 4.

**Example 2: The Price Objection**

The seller wants $4.8 million. Your analysis says $4.4 million. This is the
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moment.

*The scripted version:*

"I understand your perspective on price. Let me walk you through these

comparable sales that support my recommendation. As you can see here, in the

last ninety days, properties in your price range and size have been selling

at..."

You pull out the comps. You make your case. They listen. And maybe they move, a

little, eventually or maybe they dig in and find another agent who told them

what they wanted to hear.

*The framework version:*

Pause. Not a dramatic pause. A genuine one. Then:

"What number did you have in mind, and where did that come from?"

Listen. Actually listen. Because the answer to that question tells you

everything that the script can't address.

Are they anchored to $4.8 million because their neighbor got $4.7 million and

they believe their finishes are better? That's one conversation. Are they

anchored to $4.8 million because they need that number to fund the next

purchase? That's a different conversation. Are they anchored there because a

family member told them it was worth that and walking back the number feels like

admitting their family member was wrong? That's a third conversation entirely.

If you don't know which of those is true and you won't know if you go straight

to the comps you're not handling the objection. You're arguing with a number

while the real issue sits untouched underneath it.

The framework version discovers the real issue first. Then presents the data as

a story, not a rebuttal. Not *your number is wrong, here's why.* But *here's

what the market is telling us, and here's how we use that to your advantage.*

You're not arguing against them. You're advising alongside them. That's a

completely different dynamic, and it produces completely different results.
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**Example 3: The Follow-Up**

Three days after the listing appointment. They haven't called back. Most agents

send the same thing.

*The scripted version:*

Day 1: A follow-up email. "Thank you for the time to meet! I'm very excited

about the potential of your property and would love to discuss next steps."

Day 3: A call. "Just following up to see if you've had a chance to review my

proposal."

Day 7: "Just checking in to see where things stand."

None of these are wrong, exactly. They're just invisible. They're what every

other agent in your market sent too.

*The framework version:*

You reference something specific from the conversation. Not the house the

person.

"You mentioned during our meeting that you're hoping to be settled before the

holidays I found a piece of data on your specific area's absorption rate over

the holiday window that I think would be useful for your timing decisions. Worth

five minutes this week?"

No "just checking in." No template language. Something real, something specific,

something that adds value that demonstrates you were actually listening when

they were talking, that you went home and did something with what you learned.

That follow-up doesn't feel like follow-up. It feels like what an advisor does.

And that's the whole point.

The Technology That Changed Everything

There's a reason the shift from agent to advisor matters now more than it ever

has.

When I started in real estate, part of the value proposition for any agent was
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information access. You knew what was listed. You knew what had sold. You knew

what was coming. Clients needed you for access to that information because they

couldn't get it themselves.

Then Zillow happened. Then Redfin. Then every platform that put listing data

directly into anyone's pocket, available at midnight on their couch, without

ever picking up the phone.

The thing that used to be the agent's primary value access to listings, access

to information was no longer exclusive. Everyone had access. A buyer could sit

in their living room and tour every listing in their price range before they

ever thought about calling an agent.

So I had to find another level of value.

And the question I kept coming back to was this: *How can I advise somebody who

is twenty, thirty, forty years ahead of me financially? How can I advise someone

who has already done things I haven't even done yet?*

That's a real question. Not rhetorical. If I'm sitting across from someone who

has built multiple companies, who has bought and sold more properties than I've

had listings, who has financial advisors and attorneys and a net worth that took

decades to build what do I actually bring to that conversation?

The answer I arrived at: I can condense time.

If I can take the information they need market data, neighborhood intelligence,

comparable sales, trends, builder history, what's coming before it hits the

market and deliver it to them in a way that saves them months of research and

enables them to make a better decision for their family, I become their first

choice.

Not because I'm the most experienced person they've ever met. Not because I have

credentials that impress them. Because I made their life easier, their decision

clearer, their outcome better. I saved them something they can never get back:

time.

That's the shift. From showing homes to condensing information. From access to

insight. From agent to advisor.
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A script cannot do that. A script is designed to move the client toward a

decision that the agent has already decided is the right one. An advisor is

designed to give the client what they need to make the right decision for

themselves.

The value isn't showing houses. It never really was. The value is the judgment,

the knowledge, the time savings, and the quality of the decision at the end.

And a script by definition, by design puts the decision in the script rather

than in the hands of the person who has to live with it.

Frameworks vs. Scripts: The Core Distinction

This is the thesis of the entire book, so I want to be precise about it.

A script tells you what to say.

A framework teaches you how to think.

A script is a fixed sequence. It assumes the conversation will follow a

predictable path. It gives you lines. When they say X, you say Y. The script has

a map, and the map assumes the terrain.

A framework is a navigational system. It doesn't assume the terrain it gives you

the tools to navigate whatever terrain you find. The principles are the

framework: Connect before you present. Understand before you advise. Use data as

a story, not a spreadsheet. Build trust before you need it. Those principles

work in any conversation, because they're not responses to predicted inputs.

They're ways of thinking that apply across every situation.

Here's the practical difference.

A script breaks the moment the client says something unexpected. Because the

script doesn't have a response to the unexpected it only has a response to the

expected. And when the expected doesn't happen, the agent freezes. Or worse,

forces the conversation back onto the script's rails in a way the client can

feel.
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A framework handles the unexpected because the unexpected is exactly what it was

built for. When the client goes somewhere surprising, the framework-trained

agent doesn't need a line. They have a principle: *what does this person

actually need right now?* And from that principle, the right response emerges

naturally from who you are and what you know, not from what you were told to

say.

Ivan Sher the top luxury agent in Las Vegas, the person who has earned the trust

of the most sophisticated buyers and sellers in this market told me something

once that I've never forgotten.

"If I try to be like them, the best I can be is a watered-down version of them.

If I try to be like me, no one can be like me."

That is the anti-script philosophy at its most refined. A script is an attempt

to be like someone else to use someone else's words, someone else's sequence,

someone else's approach, in your conversations. The best you can ever be with a

script is a copy. And copies can always be beaten by the original.

A framework built on your authentic understanding of people, your knowledge of

the market, and your genuine desire to serve the client that's yours. Nobody can

replicate it, because it lives inside of you.

Why This Matters for Your Career

If you're reading this book, there's a good chance you have some version of a

script right now. Or you were taught one. Or you've been told that the path to

more production is more scripts, better scripts, tighter scripts.

That's fine. That's where almost everyone starts, including me.

But if you want to operate in luxury if the ceiling you're running into is the

transition from the $400,000 conversation to the $4 million conversation the

script is a significant part of what's holding you back.

The client at $4 million isn't harder to reach. They're not harder to

communicate with. They're not inherently suspicious of you or closed to what you
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have to offer.

They're just more experienced at recognizing when someone isn't fully present in

the conversation because they're running a program.

And once they recognize that once the pattern registers they're gone. Not

dramatically. Politely. But gone.

Graduating from scripts to frameworks isn't about becoming a different person.

It isn't about pretending to be more sophisticated than you are or performing a

version of yourself you haven't earned yet. It's about developing the basketball

IQ to match the level you're trying to play at.

You don't get to Division I by running more JV plays. You get there by

developing the ability to read the game at the speed the game is being played.

The COURT framework is how you develop that ability. And the rest of this book

is how I'm going to teach it to you.

Exercise: The Script Audit

Before you move into the next chapter, I want you to do something that might be

uncomfortable.

Go get your current listing pitch. Your buyer consultation. Your follow-up

sequence. Pull them out print them, if you have to. Put them on a table in front

of you.

Now, go through each one and highlight every line that's a script. The

definition I want you to use: a line is a script if you would say it the same

way, word for word, to every client. If you'd say it to a first-time buyer and a

serial real estate investor and a relocating executive in exactly the same

language it's a script.

Highlight those lines.

Then look at what's left.

For every highlighted line, ask yourself two things.

53



First: what is this line actually trying to do? What client behavior is it

designed to handle? What concern is it addressing, or what bridge is it

building? There's a principle underneath every scripted line, even if the line

itself has calcified into something that no longer reaches the person in front

of you.

Second: what would I say instead if I actually knew this

person?

That second question is the framework version. Not a new line a response that

emerges from understanding the person rather than predicting them.

The benchmark is this: by the time you've worked through this exercise

completely, you should be able to sit down with any client and serve every

principle in your approach without saying the same sentence twice. Not because

you've memorized more lines. Because you've internalized the principles deeply

enough to express them freshly, in the language that fits who's actually in the

room with you.

That's the difference.

The next chapter is about what makes even a perfect framework fail and it's not

the market, it's not the competition, it's not the economy.

It's you.

*Chapter 3: The Mindset Shift Nobody Talks About*
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CHAPTER 3: The Mindset Shift Nobody Talks
About

Let me tell you what "complete failure" actually feels like.

Not the version you read in a LinkedIn post where someone says they hit rock

bottom and then the next paragraph is already about the comeback. The actual

feeling. The one that lives in your chest when the room is quiet.

It's a Sunday. You just got off a plane from Dallas. You played terribly and not

terribly in the way athletes say when they just didn't have their best game.

Terribly in the way that means the decision has already been made by the people

who matter, and you know it before anyone says a word. The plane ride home was

quiet in the particular way that means you're alone with yourself and you've

been there too long. You land in Las Vegas. Your wife is waiting.

She looks at you. She already knows. She says: *Now what are you going to do?*

And you don't have an answer.

That's the moment I'm talking about. Not a movie moment. Not the kind of scene

that has dramatic music underneath it. Just a woman who loves you, looking at

you, asking the most honest question anyone has ever asked and you standing

there with nothing.

I had a hundred dollars. Not as a metaphor. An actual hundred dollars. I had

lived the dream professional basketball player, Division I athlete, someone who

had a moment with the Houston Rockets before an ACL tore that moment away,

someone who scratched his way back and got another shot in the G League and then

just like that, it was gone. And I came home with a hundred dollars and a new

baby and a wife asking a very reasonable question, and I felt like the most

complete failure on the face of the earth.

That is the moment I want to start from, because this chapter is about mindset.

And the conversation about mindset doesn't mean anything unless it begins there

55



in the actual low, not the polished version of it. If I told you "I just had a

growth mindset and kept going," you'd have every reason to stop reading. That's

not what happened. What happened is messier and more useful than that.

Here's what nobody in real estate coaching talks about.

They'll give you scripts. They'll give you lead generation strategies, database

management systems, CRM software recommendations, social media content

calendars. They'll tell you to knock on doors and cold call and do open houses

and build your sphere.

Not one of them will tell you this: when you try to break into luxury real

estate, the first thing that breaks isn't your pipeline. It's your identity.

You can have all the scripts in the world and walk into a room with a $5 million

seller and fall apart not because you don't know your market, not because you

didn't prepare, but because something in your head is saying *you don't belong

here.* You look at the house. You look at the client. You see the art on the

walls, the scale of the ceilings, the particular way that people who've had

money for a long time carry themselves and the voice starts.

*This isn't for you.*

*You're not the type.*

*They're going to figure it out.*

I know that voice. I've heard it my whole life. I heard it the first time I

tried out for the varsity team in high school and I was right, I wasn't ready, I

spent three years on JV and my coach told me to my face that if it wasn't an

embarrassment to the program, I would have played JV a fourth year as a senior.

I heard it when I was 19, driving a forklift at a warehouse, playing pickup

basketball outside because there was nothing else to do. I heard it in gym

sessions and tryouts and practice facilities across multiple states as I clawed

my way from nowhere toward something. I heard it the day I sat in that testing

center for the fourth time and came out with a number that wasn't passing.

The voice finds new material at every level. It doesn't stop. It just changes
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its argument.

In basketball, the voice told me I was too small. In real estate, it told me I

was too Black, too Baltimore, too Uber. In luxury, it told me I was too new, too

different, too far outside the world these clients lived in to ever be the

person they'd trust with their biggest asset.

I want to tell you what I learned about that voice.

It is a liar. Not sometimes. Always. It is a liar that tells the truth about

your past and uses it to make false predictions about your future. And once you

understand that distinction once you can look at the voice and say *I see what

you're doing* its power is never quite the same again.

I need to tell you about John Lucas.

For those who don't know the name: legendary NBA trainer. Worked with some of

the greatest players in the history of the game. When I was trying to find my

way trying to prove I belonged somewhere on the professional landscape I got

into a gym where John Lucas was working.

He walked in. He looked around. He didn't look at me for long.

He said, within earshot, about me: *Yeah, he's too small to play with my guys.*

And something lit up in me that I don't have a cleaner word for than righteous

anger. Not the destructive kind. The fuel kind.

*This dude doesn't know who he's talking to.*

That's what I thought. And then: *By the time I leave this gym, everybody is

going to know exactly who I am.*

I went out there and I worked. Not just worked I played like my life was on the

line, because in that moment, my identity was on the line, and to me those are

the same thing. I made sure that no one in that gym could walk away without

having seen me. I made sure that John Lucas, whatever he decided about my size,

would not be able to say he hadn't noticed me.
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That's the story. But here's what matters about it:

That moment being told I was too small, publicly, by someone whose opinion

carried weight could have validated every insecure thought I'd ever had about

myself. It had all the ingredients. Authority figure. Public humiliation.

Physical limitation that was real and unchangeable. I couldn't grow six inches.

The voice had a new fact.

But doubt from outside, properly processed, doesn't become shame. It becomes

rocket fuel.

The question is whether you can process it that way. And that processing is

exactly what this chapter is about.

I want to introduce you to something I call FODCP.

I don't love acronyms for their own sake. I'm not interested in giving you a

framework that sounds clever in a presentation but dissolves when real life

hits. What I'm going to share with you are five things I developed not in a

classroom, not from a coaching program but because I had no other choice. These

are survival tools that I built in the hardest season of my life. They are

Faith, Optimism, Data, Confidence, and Perseverance.

I'll take them one at a time.

**Faith**

I was driving Uber. It was 2015. I was a new father. I was failing the real

estate exam. I was watching my basketball dream close its last door, and I had

to find a way to not fall apart in front of my wife and my child.

And I would drive into the hills. Into the Ridges, which is one of the most

beautiful luxury communities in Las Vegas the kind of place where the homes sit

above the city and the lights at night look like something you'd see in a movie.

I would drive those streets. In an Uber. And I would tell myself: *there is a

way. I just haven't found it yet.*

58



That's faith. Not the poster version. Not the church version with all the

comfort and the organ music. The version where you are sitting in your car with

a hundred dollars and a failing grade and you are making a decision not a

feeling, a decision to believe that there is a path even when you cannot see it.

Faith was the thing that made the fifth attempt at the exam possible. Not

confidence. Not certainty. Faith. Because after four failures, certainty is

gone. What replaces it, if you're lucky, is something more durable: the

conviction that failing four times means you're four attempts closer, not four

confirmations that you can't.

I need to be honest about where this came from for me personally, because I

think it matters.

I believe in God. I believe that where I am today is not an accident. I believe

that the ACL that tore when I was with the Houston Rockets, the cut in training

camp with the Phoenix Suns, the Sunday plane ride back from Dallas none of that

was punishment or random misfortune. All of it was redirection. It was God

closing doors that were not mine to walk through, and I believe that as plainly

and as fully as I believe anything.

I'm not going to preach it to you. That's not what this book is for. But I'm

also not going to pretend it's not the foundation of the way I operate, because

it is. The days when everything went wrong, when the exam came back with the

wrong number again, when I was driving Uber in 110-degree Vegas heat and

wondering what I was doing on those days, I had to anchor myself somewhere. And

I anchored myself in the belief that God had a plan for my life that I couldn't

see from where I was standing.

That's not a crutch. That's a load-bearing wall.

My mother has had a prayer life for as long as I can remember. When I got

arrested as a teenager in Baltimore because I was with people I shouldn't have

been with, doing things I shouldn't have been doing I walked away with community

service instead of something that would have changed the entire direction of my

life. I attribute that to her. And when I look at my life now and trace the line

back through all the improbable turns the forklift to Division I, the five

failed exams to the luxury listings I can't explain it as just hard work. Hard
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work was required. But there's something else there too.

Whatever your spiritual framework: you need something to anchor to that is

bigger than your results. When you only anchor to outcomes, your faith lives and

dies on a transaction-by-transaction basis. That is a treadmill.

Anchor to something bigger.

**Optimism**

I want to be careful here, because there's a version of optimism that's useless.

The "everything will work out just fine" version, the "stay positive" version,

the version that is essentially just wishful thinking dressed up in a

motivational quote. That version does nothing for you when the deal falls

through in week three of escrow. That version disappears the second real

pressure arrives.

The optimism I'm talking about is different. It's the choice to believe: *I will

figure this out.*

Not that circumstances will improve on their own. Not that the market will turn,

not that the client will come around, not that the exam will suddenly get

easier. But that I me, specifically, with what I have will find a way through

this.

That's an active orientation. It's not passive hoping. It's a posture that says:

the answer exists, I haven't found it yet, and I'm going to keep looking.

After my fourth failed exam, I had to make that choice consciously. I sat with

the results again and I had a conversation with myself. I asked: is there a path

where I pass this? Not a hypothetical path, a real one. What would it require?

More time. Different study methods. A different way of preparing for the

specific format of the questions. Yes. There was a path. I just had to find it

and then walk it.

Optimism is the refusal to accept that the current state is the final state. The

active belief that iteration is possible. You don't know yet what the

modification is. But you believe it exists. And that belief keeps you in the
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room when everything in you wants to leave.

The fifth try, I passed.

Not because I had a sudden gift for real estate law. Because I made a decision

to believe the answer was findable and then I went and found it.

**Data**

This is the one people don't expect in a mindset chapter. And it's the most

underrated tool I have.

Here's the thing about imposter syndrome: it thrives in ambiguity. The voice

that says *you don't belong here* is loudest when you don't know things when

you're in a room and the conversation turns to something specific and you

realize you don't have the information to contribute, to redirect, to lead.

Data kills that voice.

When I walk into a listing appointment and I know the absorption rate for that

neighborhood. When I know the price per square foot of every comparable sale in

the last eighteen months. When I know which builders are commanding premiums,

which lot positions matter and why, what's going on with corporate relocations

and how that affects buyer demand, what the migration patterns are and where the

next wave of buyers is coming from fear has nowhere to live.

There is no room for imposter syndrome when you are the most informed person in

the conversation.

I spent hours studying Las Vegas. Not because someone told me to, but because I

understood, early on, that my background didn't give me an automatic in with

luxury clients. My background gave me hunger and the ability to read people and

a work ethic that I'll put against anyone's. What it didn't give me was market

credibility. I had to build that from scratch.

So I learned the market the way I used to learn an opponent's tendencies before

a game. I watched everything. I drove every community. I knew the difference

between MacDonald Highlands and The Ridges and Ascaya in ways that went beyond

price per square foot I knew the builders, the community culture, the reason one
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client would choose one over another. I knew what was coming before it came to

market, because I'd done the work of being embedded in the market long enough to

have that intelligence.

When a Californian walks into a conversation with me, I already know what

they're worried about. I know why they're leaving. I know what they're looking

for in quality of life. I know the number they're comparing against, I know the

tax savings they've done math on, I know the story they want to be able to tell

their family about why they made this move. I know all of this before they sit

down.

That knowledge is not confidence in the abstract. That knowledge *is*

confidence. It's the concrete, specific, preparation-based confidence that you

cannot fake and you cannot shortcut. You can only build it by doing the work.

If imposter syndrome is the problem, knowledge is the cure. Not affirmations.

Not visualization. Not a pep talk in the mirror in the morning. The actual,

detailed, unimpeachable understanding of your market that turns *you don't

belong here* into a question you've already answered.

**Confidence**

People talk about confidence like it's something you either have or you don't.

Like it's a personality type some agents were born with. That's completely

wrong.

Confidence is not something you're born with. It is the result of preparation

meeting experience, applied repeatedly over time.

I was not confident my first day in real estate. I was terrified. I walked into

rooms overthinking every sentence before I said it, monitoring myself in real

time the least effective way to communicate with anyone. That feeling did not go

away because I decided to be more confident. It went away because I had a

hundred open houses. Because I took enough listing appointments that I knew how

to read the room and adjust to it. Because I answered enough hard questions that

I had actual answers real ones, not performed ones and the performing stopped.

Confidence is a byproduct. You build the work, the knowledge, the experience,
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the repetitions and confidence is what accumulates on the other side of that. It

is not the starting point. It is the destination. And the only way to get there

is to go through the uncomfortable early stretch where you don't have it yet.

Every luxury agent you look at and think *they're just naturally confident*

they're not. They're just further along the accumulation curve than you are.

They were where you are, and they did the reps, and now they show up differently

because of it.

The good news: it's completely buildable. The less good news: nobody can build

it for you. You have to earn it through actual repetitions in actual situations.

Do the reps.

**Perseverance**

Five failed exams. A torn ACL with the Houston Rockets. Getting released in

training camp after getting off the couch to give basketball one more shot.

Being told by John Lucas that I was too small to play with his guys.

Every one of those moments had one thing in common: they offered me an exit.

They all had the shape of a reasonable stopping point. No one would have blamed

me. If I'd walked away from the exam after the fourth failure, there would have

been legitimate grounds. If I'd walked off the court the day John Lucas made his

assessment, I would have had good reason. If I'd stayed on the couch after the

Phoenix Suns cut me, instead of starting Uber and the license simultaneously,

most people would have understood.

The exit is always available. That's the thing nobody tells you about

perseverance it's not that the road is blocked, it's that the exit is always

there, clearly marked, looking reasonable. The choice isn't between a hard path

and an easy path. It's between the hard path and an exit that will feel like

relief for about two weeks and then become the thing you can't stop thinking

about.

Doubt from outside is just information. It's one person's assessment based on

what they can see, which is never the whole picture. What John Lucas could see
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was my size. What he couldn't see was what I was willing to do with the next two

hours in that gym.

Doubt from outside only has power if it finds a match inside.

When someone says *you're too small* and you believe it, that's when the doubt

becomes real. When you hear it and your internal response is *you don't know me

yet*, that's when it becomes fuel.

The daily discipline of perseverance doesn't look dramatic. I want to be clear

about that. It's not a montage. It's getting to the office early on a day when

there are no guaranteed results. It's making the call that you know probably

won't convert this time but might convert three months from now. It's putting

out all twenty-five signs on a Tuesday in July when the heat is already pressing

down at nine in the morning and you've done this exact thing forty times with

results that ranged from great to nothing.

That's what perseverance is. It's the daily, undramatic choice to keep doing the

work when the results aren't back yet.

Most people can't see the harvest from the planting. They put out the signs, run

the open house, follow up with the lead, and when nothing converts that week,

the math reads: it didn't work. So they stop. They shift strategies before the

current strategy has had time to compound.

The luxury real estate game rewards patience. The pipeline moves slower. The

clients are more deliberate. The relationships take longer to develop. You have

to be willing to measure in seasons.

The seeds I was planting in 2015 and 2016 showing up to that office, doing open

houses, making calls that didn't convert, putting my name and face into the

communities I wanted to work in those seeds produced harvests I'm still closing

today. Relationships from those early years are still in my database, still

reaching out, still referring people to me.

You can't shortcut the compounding. You can only commit to the planting.

Now I need to talk about something that most real estate books will never
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mention.

Trauma comes with you into business. You can't separate it. The idea that you

leave your personal history at the door when you walk into a professional

context is a fiction. It travels with you. It shows up in how you respond to

conflict, how you handle rejection, how you manage money, how you show up in a

client relationship when things get hard.

I grew up watching patterns that I didn't want to replicate. I watched

relationships fall apart. I watched cycles repeat. And I had to decide, at some

point, that I was not just inheriting those patterns that I was going to do the

work to understand them and, where I could, break them.

That work is not optional if you want to build something real. Because the

patterns follow you. If you had a father who left, you have trust work to do. If

money was always the source of conflict in your household, you have

relationship-to-success work to do. If showing vulnerability was dangerous where

you grew up, you have communication work to do. The specifics are yours. But the

work is universal.

I had to learn how to be a husband. I had to figure out how to communicate not

just information, not just logistics but what I felt, what I needed, what I was

carrying. Because the argument you have with your wife at six in the morning

follows you to the car, to the client meeting. It's there when someone cuts you

off in traffic and you respond with ten times more heat than the situation

warrants. The issue isn't the traffic. The issue is the unresolved conversation

you left at home.

I had to learn how to be a father to daughters. And that matters more to me than

any transaction I've ever been part of, because what I do in front of them is

what they'll carry. The generational patterns don't have to continue. They can

stop with me. But only if I do the work.

The people I work with in real estate my clients they're not hiring me based on

my background and where I came from. They're hiring me to do a job today. They

don't know about my father, about Baltimore, about the ACL, about the failed

exams. But what I bring to the conversation right now is shaped by everything

that came before it. Every piece of growth the coaching, the seminars, the hard
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conversations with my wife, the honest inventory of where I'm at and where I

want to be all of that is what makes me better at the job today.

Over time, the growth transforms the trauma. What started as weight becomes

foundation. The struggle you survived is not something to hide. It's the source

of the depth your clients feel when they sit across from you. They don't need to

know the details. They just need to feel that you are someone who has been

through things and come through them and that the process made you more solid,

not less.

Let me tell you about my wife.

She didn't let me sit on the couch.

When basketball ended when I came home from Dallas with nothing and that hundred

dollars and the full weight of what it meant for my life to be pivoting in a

direction I hadn't chosen she was there. And what she gave me was not sympathy

in the sense of softness. What she gave me was expectation.

*You've got to do something.*

Those words weren't cruel. They were honest. They were the words of someone who

knew me well enough to know that what I needed wasn't permission to rest it was

someone who refused to let me disappear into myself. Someone who held the

standard when I was too beaten up to hold it myself.

I needed that. I wouldn't tell you it felt good in the moment. It didn't. In the

moment it felt like pressure, like being pushed when you're already tired, like

being asked to find something in yourself when you've just convinced yourself it

isn't there.

But love real love, the kind that has expectations built into it is not passive.

My wife's belief in who I could be was not a comfortable thing. It was a

demanding thing. It required me to show up for a version of myself that I wasn't

even sure existed yet.

Marriage, I've come to understand, is a development mirror. It shows you exactly

who you are and exactly where you need to grow, whether you're ready to see it
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or not. You can ignore what you see. Or you can use it.

The decision to start Uber and start studying for the real estate license at the

same time, in the same week, after basketball ended that decision happened in

the context of a marriage where someone was watching. Someone who had bet on me.

Someone I was not willing to disappoint.

She is a big part of how I got here. Not in a sentimental, footnote kind of way.

In a structural, load-bearing kind of way. The best version of my professional

life is inseparable from the growth I've done as a husband and as a man.

One more thing before the exercise at the end of this chapter.

"Inspiration comes in motion."

I say this to people I mentor, and I'll say it here because I mean it: there's

only so much podcast content you can consume. Only so much Eric Thomas, only so

much Tony Robbins, only so much motivational material that you can take in

before it stops doing anything except making you feel like you're in motion when

you're actually sitting still.

Motivation is not a precondition for action. It is a byproduct of action.

You don't wait until you feel ready to be a luxury agent. You start moving

toward luxury listings you study the market, you walk the communities, you

introduce yourself to people in that world, you do open houses in properties

above your comfort zone and the identity catches up to the movement. That is

always how it works. The feeling of belonging comes after you've shown up enough

times that showing up no longer feels like an act of courage. It just feels like

what you do.

I did not feel like a luxury agent the first time I held an open house in a

multi-million-dollar property. I was acutely aware of every way the room was not

yet a natural environment for me. But I showed up. I put out the signs. I

showered before I came back. I held the open house. The next time was a little

easier. Until one day I don't know exactly when it happened, which is how it

always happens I walked into one of those properties and it felt like mine. Not

because I owned it. Because I had earned the feeling of being at home in it,
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through the accumulated weight of every time I'd shown up before the feeling

arrived.

Inspiration comes in motion. Not before it.

Start moving. The feeling will find you on the road.

Exercise: The Identity Audit

Before you can build the luxury brand that belongs in chapter four, you need to

know exactly where you're starting from. Not where you want to be. Where you

actually are, right now, today.

This is not a comfortable exercise. It's an honest one. Answer each question

with the first true answer, not the aspirational one.

**1. If a $5M seller Googled you right now, what would they find?**

Pull your name up in a browser you haven't used before. What's there? Is it

professional? Is it compelling? Is it current? What story does the first page of

results tell about you?

**2. Does your Instagram look like a luxury agent's?**

Scroll back six months. What's there? Is it consistent? Is it positioned? Does

it communicate a point of view about real estate, about your market, about who

you are as an advisor? Or does it look like someone who sometimes posts about

real estate?

**3. When you walk into a room of wealthy people, do you feel like a guest or a

peer?**

Be honest. The feeling is information. You don't have to like the answer. You

have to be accurate about it.

**4. What's the most expensive home you've ever been inside?**

Not as an agent. As a human being. Because your comfort level in that

environment is shaped by your exposure to it. If the answer is a home in the
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$400K range, you have some experiential gaps to close.

**5. Do you know the top three luxury neighborhoods in your market cold?**

Not generally. Cold. Could you describe the price ranges, the builders, the

community character, the buyer profile, the reasons someone would choose one

over another, without looking anything up?

**6. Could you hold a twenty-minute conversation about architecture, design, or

wine?**

Luxury clients live in a certain world. You don't have to be an expert in all of

it. But you need enough fluency in the vocabulary of that world to move in it

comfortably. Gaps here are fillable with reading and exposure. But you have to

know the gaps.

**7. What's the voice in your head saying about whether you belong?**

Write it down. Literally. Get it out of your head and onto paper where you can

see it. Because the voice loses some of its power when it has to stand up in

daylight and be specific. Write down exactly what it says about why you don't

belong in luxury real estate. And then ask, for each item: is this a fact or an

assumption? Is this a permanent limitation or a temporary gap? Is this something

I was born with or something I can build?

**8. When someone asks what you do, do you say "I'm a real estate agent" or "I

advise on luxury real estate"?**

The words you use to describe yourself in casual conversation are the words that

shape your own self-concept before they shape anyone else's perception of you.

If you can't say it out loud "I advise on luxury real estate" you're not ready

to be in those rooms yet. Practice saying it until it sounds like you.

**9. What's one thing about your current presentation that a $3M seller would

notice and judge?**

Your car. Your watch or the absence of one. Your suit or the absence of one.

Your website. Your email signature. Your phone. The way you hold yourself when

you walk into a room. Pick one thing. Just one. Not as self-criticism as market

intelligence. If you were a $3M seller evaluating you, what would give you
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pause? Now you know where to start.

**10. If you can't answer these questions confidently what's stopping you from

starting the work right now?**

Not finishing the work. Starting it. This week. Today.

If these ten questions revealed gaps good. That's the point. You can't close a

gap you won't acknowledge. And you can't build the identity of a luxury agent by

pretending you already have it.

The mindset shift I've been describing in this chapter is not a one-time event.

It's not a moment where everything clicks and then you're different forever.

It's a daily practice of choosing to act like the agent you're becoming before

you feel like the agent you want to be. It's the choice, every morning, to do

the work even when the voice is loud, even when the results aren't back yet,

even when the gap between where you are and where you're going looks too wide to

cross in a single step.

You don't cross it in a single step. You cross it one rep at a time.

Faith. Optimism. Data. Confidence. Perseverance.

Not a motivational acronym. A survival system. The one I built when I had no

other option, and the one I still use today because the gaps change but the

voice never quite goes away. You just get better at recognizing it for what it

is.

A liar. Always, a liar.

Chapter four is about what happens after you've done this work.

Once the identity has started to catch up to the action, once you've done the

audit and started closing the gaps you walk into rooms differently. And in those

rooms, the most powerful thing you can do is not pitch. It's not close. It's not

demonstrate expertise.

It's connect.
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Real connection the kind that turns a stranger into a client, a client into a

referral source, a referral source into a relationship that outlasts any single

transaction is both an art and a science. And it's the C in COURT.

Let's go there.
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CHAPTER 4: C Connect: The First 90
Seconds

Part Two: The COURT Framework

Part One gave you the foundation who you are, why frameworks beat scripts, and

the mindset that makes everything else possible. Part Two gives you the

framework itself. Five letters. Five principles. One system. We start with the

most important letter: C.

I want to tell you about the night I got my very first listing.

It wasn't from a cold call. It wasn't from a door knock. It wasn't from a

follow-up email sequence that I'd obsessively built in a CRM. It happened in an

Uber. My Uber.

I was driving to survive. This was 2015 basketball was over, the real estate

license was barely warm in my hands, and the mortgage had opinions about my

income that I wasn't in a position to argue with. I was driving nights. Working

the app. Picking up strangers in Las Vegas and depositing them somewhere else,

over and over, because that's what you do when you have a family to feed and the

career you built your identity around just ended on a Sunday plane ride home

from Dallas.

I picked up a passenger somewhere in the valley. I don't remember exactly where

somewhere between one of those conversations that starts at the airport and ends

with the client thinking you're a friend. That's how it went. We talked. Really

talked. Not small talk the kind of conversation where someone asks you a real

question and you give them a real answer, and then they give you a real answer

back, and fifteen minutes goes somewhere that feels like an hour.

Somewhere in there I mentioned I'd just gotten my real estate license.
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He mentioned he was thinking about selling.

I gave him a business card. He called me. We listed the house. I sold it for

$205,000 and made my first commission in real estate.

That's the whole story. No system. No technique. No script I ran from a

three-ring binder. Just a conversation between two people in a car, one of whom

was paying attention.

I've thought about that night a thousand times since. Not just because it was my

first listing, but because it was the first proof of something I've come to

believe completely: the sale never actually starts with the sale. It starts with

a moment. A question. A genuine piece of curiosity that makes another person

feel like the most important person in the room.

Or in this case the car.

Why C Comes First

The COURT framework has five letters. I put Connect first on purpose not because

it's the easiest, not because it's the most intuitive, but because nothing else

works without it.

Think about it in order.

You can own the room you can walk in tall, command the energy, speak with

authority but if the person you're talking to doesn't trust you yet, all they're

watching is a performance. And luxury clients have seen every performance. They

can clock an act from thirty yards out. Owning the room without a connection

underneath it is just theater, and theater closes an empty house.

You can understand psychology you can know the cognitive biases, the emotional

triggers, the fear of loss and the love of gain but if you haven't built

rapport, the client won't open up. They'll give you the surface version of

themselves. The story they tell everyone. You won't get the real one. And you

can't serve what you can't see.

You can walk in with the most thorough market analysis in the history of Las
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Vegas real estate price per square foot, days on market, absorption rates,

what's coming before it hits the MLS but if the client doesn't like you, they're

not going to listen. Data in the hands of someone who hasn't earned trust yet is

just noise. They'll smile, they'll take your packet, they'll thank you for your

time and they'll give the listing to the agent they felt something with.

You can build trust you can follow up, deliver value, show up consistently but

trust has to start somewhere. It starts with connection. Trust is what

connection becomes when you give it time and keep showing up. But you can't skip

the beginning.

The C in COURT is the door. Everything else is what's on the other side of it.

If you don't open the door, the rest of the house doesn't matter.

The 90-Second Verdict

Here's what you're dealing with when you walk into a room with a high-net-worth

client.

They've been sold to their entire lives by the very best salespeople in the

world. Their financial advisor trained for years to build relationships at their

net worth level. The private banker who handles their accounts memorized a

hundred ways to earn trust. The person who sold them the car in their driveway

knew exactly what to say at every stage of the conversation and had been trained

by a team of psychologists whose entire job was engineering that interaction.

The luxury watch dealer. The art broker. The architect who designed the home

they're trying to sell.

Every single one of these people was skilled, polished, and deliberate.

And the high-net-worth client has been sitting across from all of them, for

years, with their antennas up.

They've developed a sensitivity to performance that most people never cultivate,

because most people are never worth performing for. When every vendor in your

life has an angle, you get very good at spotting the angle. It's not cynicism

it's pattern recognition, and it fires within the first ninety seconds of
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meeting someone new.

In ninety seconds, here's what they're deciding about you:

Do you understand my world? Not in the generic way not "I work with a lot of

luxury clients." Specifically. Have you done enough to know something about how

I live, what I value, what actually matters to someone at my level? Are you

comfortable here? Because if you're not, they can feel it. The slightly

stiffened posture. The over-formal language. The look around the room that says

*this is bigger than where I usually operate.* They see it. They file it. It

doesn't disqualify you immediately, but it puts a mark on the ledger. And most

importantly: are you performing right now, or are you present?

That last one is the one that matters most. Presence isn't charisma. It's not a

polished opener. Presence is the quality of actually being in the room with

another person listening not just to their words but to their energy, their

pauses, the things they're not saying as much as the things they are.

High-net-worth clients feel presence the same way anyone else does. Maybe

faster, because they've had so much practiced performance aimed at them that the

genuine thing stands out.

What they're not evaluating in the first ninety seconds: your production

numbers. Your brokerage. Your awards. Your years in the business. Those things

might matter eventually but they're table stakes, not differentiators. The

client assumes you have credentials or you wouldn't be there. What they don't

assume is that you'll actually connect with them.

That's what the first ninety seconds is for. Not your pitch. Not your

credentials. Connection.

And you don't have long.

Reading the Room at 6'10"

I should probably acknowledge something.

When I walk into a room, subtlety is off the table.

At 6'10", I'm the tallest person in almost every room I've ever been in. I
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cannot slip in unnoticed. I cannot ease into a conversation without being seen

first. My physical presence precedes me in a way that most people will never

have to think about.

For a long time I thought this was a liability in luxury real estate. The

clients I was trying to reach successful executives, private equity people, tech

founders, California families with multi-generational wealth they moved through

polished, quiet rooms. I walked into those rooms and the vibe changed. People

looked up. Conversations paused. The agent who looks like a starting center for

a D-League team is not exactly what they expected to be advising on a $5 million

home.

Then I realized I had it exactly backwards.

Nobody forgets me. That couple who met fifteen agents before listing their home?

They remember every detail of our conversation, because the physical context of

it is unforgettable. People who met me at an open house two years ago call me

and say *you were the tall guy, right?* yes. That's me. Every time.

Basketball is always the first question. Always. Within sixty seconds of a

handshake, someone is asking whether I played, and that question opens every

door. Sports create instant common ground. They create a language that crosses

backgrounds, net worths, and ages. A California tech founder who played high

school ball and a Nevada contractor who grew up watching UNLV games both have a

way in with me, and I have a way in with both of them, and none of it requires

me to manufacture chemistry. The chemistry is already there, built into the

first question they ask.

What my 6'10" taught me is this: everyone has a 6'10". Not a height. A

distinguishing thing. The thing about you that makes people look up, that

invites the first question, that breaks the ice before you've said a word. The

single mother who built her real estate business while raising two kids has a

story that's impossible to forget. The agent who speaks three languages and

serves the international buyer pool has a differentiator no one else in the room

has. The former military officer has a bearing and a precision that communicates

something the moment they walk in.

Your 6'10" is whatever makes you unmistakably, specifically you. The exercise at
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the end of this chapter will help you find it. But first: you have to stop

hiding it. The thing that makes you different is not a liability to be managed.

It is the first point of connection.

Use it.

Connecting Is Not Performing

There's a version of connection that's taught in sales training programs, and it

looks something like this: mirror the client's body language, find three things

you have in common in the first two minutes, use their name three times, tell

them something they said was "a great point."

That's not connection. That's a script wearing connection's clothes.

High-net-worth clients see through it before you finish the technique. And once

they see through it, you're finished not loudly, politely, but finished.

Real connection is different in three specific ways.

**It's curious, not strategic.** When I asked my Uber passenger about himself

that night, I wasn't calculating a path to a listing. I was interested in who he

was. That's not a technique. It's a disposition. You are either genuinely

curious about other people or you are not, and if you are not, no amount of

mirroring will fake it well enough for a sophisticated buyer. The good news is

that curiosity can be developed but it has to be developed as a real thing, not

deployed as a tactic. The starting point is simple: before you walk into any

client interaction, remind yourself that this person's story is more interesting

than anything you planned to say.

**It's specific, not general.** The observation technique isn't about

complimenting the house in general. It's about noticing one specific thing and

speaking to it genuinely. Not "what a beautiful home" everyone says that.

Something specific: the book on the coffee table, the way the great room catches

the afternoon light, the piece of art over the fireplace that looks like it has

a story. Specificity communicates two things at once: that you're paying

attention, and that your attention is real. You can't fake specificity about

77



things you haven't actually observed.

**It meets people where they are.** Reading the room is the basketball skill

that transferred most completely to real estate for me. In basketball, you can't

run your offense the same way against every defense. Some defenses are

aggressive high pressure, fast tempo, physical. Some defenses are patient zone

coverage, low pressure, waiting for your mistake. The teams that beat you are

the ones that force you to play their tempo instead of yours.

People are the same. A quiet, thoughtful couple who takes thirty seconds before

every answer doesn't need your high-energy pitch. They need you to slow down

with them, to let the pauses breathe, to speak at the tempo they're comfortable

in. A loud, expressive family who finishes each other's sentences and laughs

easily wants to feel your energy match theirs they'll pull away from reserve. A

solo executive who asks sharp, efficient questions wants concise answers and

hates filler. Give them all different things, because they are all different

people, and the client in front of you deserves the version of you that fits who

they actually are.

The Question That Changes Everything

In Chapter 2, I showed you the contrast between a scripted listing appointment

and a framework listing appointment. The framework version opens with one

question:

*"Before we talk about the house what made you fall in love with this place when

you first bought it?"*

I want to spend more time on this question, because it's doing more work than it

appears to do.

First: it's backward-facing, not forward-facing. You're asking about a past

experience, not a future decision. Past experiences are emotional and specific.

When someone tells you what made them fall in love with their home, they're not

reciting facts they're reliving a feeling. They're taking you somewhere. And the

moment a client starts reliving a feeling in front of you, the conversation

stops being a business meeting and starts being a human one.
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Second: it tells you what they actually care about. Every seller tells you

something in this answer that they wouldn't tell you if you asked directly. The

woman who talks about the sunset view from the primary bedroom is telling you

that beauty and light and the physical experience of living in the space matters

more to her than square footage. The man who talks about the way the great room

fit their entire family for the holidays is telling you that this sale is

emotionally loaded in a way that has nothing to do with market timing. The

couple who smiles and looks at each other before answering there's a whole

marriage in that pause, and a whole set of priorities you now understand that

you couldn't have found in any listing profile.

Third: it gives them something rare. In most conversations with vendors,

financial advisors, agents people who want something from them high-net-worth

clients are asked about the transaction, the timeline, the numbers. Almost

nobody asks them about the experience. Almost nobody invites them to feel

something before getting to business. The question lands differently because it

is different.

When you ask "what made you fall in love with this place" and then you actually

listen not prepare your next comment, not scan the room while they talk, but

listen something happens in the client that is hard to manufacture through any

other method. They feel seen. And people who feel seen become clients.

The Open House as a Connection Machine

My open house system is the infrastructure of my business. Twenty-five signs.

Seven days a week when I'm running one. Every person who walks through that door

is a connection opportunity not a showing, not a lead to qualify, not a

statistic in a conversion funnel.

Here's why open houses are the best connection environment in real estate.

The buyer came voluntarily. They didn't answer a cold call. They weren't chased

down. They saw a sign and made a choice to walk through the door. That single

fact changes everything about the dynamic. They're already interested. They're

already open. The energy in the room is completely different from any other

prospecting environment, because the person in front of you chose to be there.
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There's no appointment, which means there's no pressure. No one scheduled this.

There's no timeline, no agenda, no expectation that you're going to run them

through a sequence and close them at the end. They came to look at a house.

That's the whole story. And in that low-pressure container, conversation happens

naturally.

The way I run an open house is designed around one thing: making every person

who walks through feel like they're the most important person in the room.

I greet them at the door. Not from a table in the corner, not from behind a

sign-in sheet. At the door. A real greeting eye contact, their name after they

give it to me, something genuine in the first ten seconds. Not a pitch. A

welcome.

I ask one question within the first thirty seconds: *"What brings you out

today?"*

That's it. Not "are you pre-approved?" Not "are you working with an agent?" Not

"what's your price range?" Those are transaction questions and they belong

later, if at all. "What brings you out today?" is a human question. It opens

everything. Some people say they're curious about the neighborhood. Some say

they're actively looking. Some say their friend mentioned the house and they

wanted to see it. Every answer gives me something. Every answer opens a door.

Then I let them explore. I don't follow them room to room. I don't hover.

Hovering is anxiety transferred from agent to client, and clients feel it. I let

them move through the space on their own, because the space is the experience,

and my narrating over their experience just gets in the way.

When they come back to me and they always come back I ask one more question:

*"What did you think?"*

Not "can I tell you more about the property?" Not "I noticed you spent a long

time in the kitchen that's custom marble, by the way." *What did you think?* Let

them lead. Their observations tell me who they are and what matters to them far

more accurately than any qualifying question I could run.

The information exchange names, numbers happens naturally, almost incidentally,

from that conversation. I don't push it. I reference something specific they
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said and offer something valuable: "You mentioned you've been looking in this

zip code for a while I have a few properties coming to market next month that

aren't listed yet. Worth sending you the details?" That's a value offer. It's

specific. It's something they actually want.

And the follow-up within twenty-four hours references something from our actual

conversation. Not "great to meet you at the open house!" Something real. "You

mentioned that the lot position matters more than square footage to you I pulled

three properties that fit that spec exactly." That follow-up is what separates

you from every other agent they met that day.

Most agents follow up with nothing. The ones who do follow up send templates.

You send a sentence that proves you were listening.

That sentence is worth more than your entire marketing budget.

Finding Common Ground Without Manufacturing It

There's a version of rapport-building that makes me cringe, and I've watched

agents do it a thousand times.

They scan the room looking for conversation hooks and then they grab one and

hold on too tight. *Oh, you like golf? I love golf!* Right, you've golfed twice

and one of those times was at a company event in 2019, but sure. *This

neighborhood I love this area!* Really? Have you ever been here before tonight?

The client who grew up in the neighborhood, who has golfed seriously for thirty

years, who knows exactly who's who in this community they hear the overclaim.

And overclaiming is the fastest way to lose whatever credit you've built in the

first ninety seconds. Because now they're wondering what else you're

exaggerating.

Common ground is discovered, not manufactured. The technique isn't to scan the

room for something to connect on it's to ask genuine questions and pay attention

to what the answers reveal.

I grew up in Baltimore. I played basketball from the time I could hold a ball. I
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know struggle, I know the value of a dollar, I know what it means to fight for

something that wasn't supposed to be yours. That story connects me to people who

came from nothing. It connects me to athletes. It connects me to anyone who's

ever had to outwork their circumstances which, in my experience, includes a lot

of people who are now sitting on the other side of a $5 million listing table.

I don't lead with it. I don't parade it. But when a client shares something that

touches it a business they built from scratch, a move they made when no one

thought they should, a career pivot that required conviction I can speak to that

from a real place. Not a calculated place. Real.

That's the difference between common ground that connects and common ground that

performs. The real version comes from knowing your own story well enough that

pieces of it emerge naturally in conversation. The performed version comes from

scanning the room for openers.

Know your story. The connections will find themselves.

The 3-Question Opener

For listing appointments specifically, I use a three-question opener that I want

to give you directly. These aren't conversation starters they're a full

connection framework in three moves.

**Question 1: "What made you fall in love with this home when you first bought

it?"**

This is the past question. It moves the client into an emotional memory before

any business has been discussed. It tells you what they value. It sets up

everything that follows.

**Question 2: "Tell me about the neighborhood what will you miss most?"**

This is the transition question. It moves them from the home to the context

around it the community, the relationships, the life they've built in this

place. Sellers are leaving more than a house, and almost nobody asks them about

that. When you ask, they tell you things that will matter later: the neighbor

they've known for fifteen years, the proximity to the school their kids
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attended, the restaurant two blocks away they eat at every Friday. These details

are not incidental. They're the emotional reality of what this transaction

actually means.

**Question 3: "What matters most to you about how this process goes?"**

This is the forward question. Not "what price are you hoping for?" that's a

transaction question, and you'll get to it eventually. "What matters most about

how this process goes?" invites them to tell you what they actually need.

Privacy. Speed. Finding the right buyer rather than just the highest offer.

Minimizing disruption to their family. Not having strangers walk through their

home for six months. Some version of one of these will always be the real

answer. And when you know the real answer before you've opened your

presentation, your presentation can speak directly to it.

Three questions. Zero mention of your production numbers, your commission, or

your marketing plan. By the time you've heard all three answers, you know more

about this client than most agents will learn in the entire appointment. And

they've spent ten minutes talking about themselves which means they've spent ten

minutes feeling heard.

People who feel heard give listings to the agents who made them feel that way.

Generosity as the Foundation

There's a principle about connection that took me a long time to learn, partly

because where I grew up conditioned me against it.

Baltimore is a city of scarcity thinking. When you grow up in an environment

where resources are tight and trust is dangerous, the instinct is to protect

what you have. Keep what's yours. Don't give it away. Be careful about who gets

what.

I carried that into my first years in real estate. I was guarded with

information. I was transactional about relationships. I treated connection like

a ledger what do I get back for what I give?
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And then something shifted.

I started giving first. Information, without being asked. An introduction,

without expecting one in return. Time with someone who wasn't going to convert

immediately, maybe ever. And I started to see that the returns on generosity

don't come from the person you're generous to they come from everywhere else, in

ways you can't predict or track. They compound invisibly until one day you look

around and your phone is ringing with referrals from people you helped two years

ago and forgot about.

The law of generosity in business is simple: give without keeping score, and

you'll eventually receive more than any ledger could have predicted. It sounds

soft. It's actually the hardest discipline in the business, because it requires

you to trust a process with delayed and unpredictable returns.

But it's the foundation of real connection. Because you cannot genuinely connect

with someone while simultaneously calculating what you'll get back from them.

The calculation kills the connection. People feel transactional engagement

they've been transacted at their entire lives. The person who shows up without a

ledger is rare. And rare is memorable.

Be the person who gives without asking. Your database will build itself.

The Practical Framework: Your First 90 Seconds

Let me make this concrete. Here's how to engineer the first ninety seconds of a

connection not with a script, but with principles.

**Lead with a question, not a statement.** The fastest way to signal that this

conversation is about them, not about you, is to ask first. Before you've said

anything about yourself, ask them something real. It sets the orientation for

everything that follows.

**Make one specific observation.** In the first thirty seconds, find one

specific thing to notice and speak to something in the environment, something

they said, something you observed. Specific observations communicate that you're

actually looking, not running a pattern.
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**Match their tempo.** Read the energy of the room and meet it. Don't bring your

energy and impose it find theirs and step into it. If they're slow and

deliberate, be slow and deliberate. If they're fast and light, match the pace.

The fastest way to break rapport is to be in a completely different gear than

the person you're talking to.

**Don't fill silence.** Affluent clients are comfortable with pauses. They think

before they speak because thinking before speaking is a habit that tends to

accompany success. If you rush to fill every pause, you signal anxiety. Let the

pause breathe. Let them come to you.

**End the opening with a follow-on question.** Whatever they say in the first

exchange follow it somewhere. Not with a compliment, not with a pivot to your

pitch. With a genuine next question. "You mentioned you've been thinking about

this for a while what started that process?" That question signals that you're

listening to them specifically, not running a routine.

Exercise: Script Your First 90 Seconds

Here's the exercise. I'm giving you three different client scenarios. For each

one, write out how you'd open the first ninety seconds.

**The rules are simple:**

- You cannot mention your production numbers.

- You cannot mention your brokerage.

- You cannot mention how long you've been in the business.

- You can only ask questions and make observations.

**Scenario 1:** A couple relocating from California, downsizing from a $5

million home. They've been looking for three months. They're thorough,

methodical, and have seen a lot of agents. They're polite but not warm yet.

What's your first question? What's your first observation? What do you say at

the thirty-second mark when they've answered your question and the conversation

has a pause in it?
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**Scenario 2:** A local investor, mid-forties, looking at luxury properties as

wealth-building tools. He's data-oriented, asks direct questions, and has no

interest in small talk. He wants to know if you know what you're talking about.

How do you connect with someone who isn't there to feel something? How do you

build rapport with a person for whom rapport isn't the point?

*Hint: For this client, the connection IS the competence. When you know

something specific and real about the investment case for luxury properties in

your market absorption rates, rental yield, appreciation trends, what

institutional money is doing in the neighborhood that knowledge is the rapport.

You don't need him to like you. You need him to respect your mind. That's a

different kind of connection, but it's still connection.*

**Scenario 3:** A first-time luxury buyer an entrepreneur who just had a big

exit, upgrading from a $600,000 home. She's excited, a little overwhelmed, and

acutely aware that this is a world she's new to. She doesn't want to seem like

she doesn't know what she's doing.

How do you make her feel at home without being condescending? How do you

acknowledge the transition she's making without making her self-conscious about

it?

*Hint: The most powerful thing you can do with a first-time luxury buyer is make

the room feel smaller. Less intimidating. The way you do that isn't by

downplaying the home it's by being warm enough, specific enough, and unhurried

enough that the environment recedes and the person becomes the whole point of

the room.*

Write those three openings out. Read them back. Notice what you're leading with,

what you're emphasizing, what you're asking versus telling. Then and this is the

real practice take one of those scenarios into your next actual conversation.

Not verbatim. As a framework. See what the room gives you when you open with a

question instead of a credential.

The first ninety seconds isn't a performance to rehearse. It's a posture to

develop.
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Develop it.

What You're Actually Building

Here's the thing about connection in luxury real estate that nobody tells you

until you've been in enough rooms to see it for yourself.

You're never just building one relationship.

When a high-net-worth client trusts you, they talk about you. Not on social

media in the way people at their level actually communicate, which is in private

conversations that carry tremendous weight. At dinner parties and on golf

courses and in text threads with the people in their network who are also

thinking about making a move. "Who handled your house?" is one of the most

common questions in any affluent community, and the answer that comes back from

a satisfied client is the most powerful marketing that exists.

You cannot buy that endorsement. You cannot engineer it. You can only earn it by

doing exactly what this chapter describes: showing up with genuine curiosity,

asking the right questions, listening to the answers, and treating every

connection like it matters because it does.

The Uber ride that became my first listing wasn't just the $205,000 sale. It was

the beginning of a referral chain that I'm still benefiting from years later.

People who came from that first client, and people who came from those people,

and so on a network that compounded from one real conversation in a car on a

random night in 2015.

That's what connection actually produces. Not just the deal in front of you.

Everything that comes after it.

Connection gets you in the door.

But staying in the room commanding it requires something else entirely.

That's Chapter 5.
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*Chapter 5: O Own the Room*
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CHAPTER 5: O Own the Room: Preparation Is
the Advantage

Part Two: The COURT Framework

Connection gets you in the door.

But staying in the room commanding it requires something else entirely.

Let me tell you what owning a room actually looks like.

It's not the moment you walk in. It's not the handshake, the suit, the binder

under your arm. Those things are props, and a smart client knows the difference

between a prop and the real thing. Owning the room happens before the room and

by the time you sit down, it's already been decided.

I learned this with a $3.2 million listing in a guard-gated community in

Henderson. I was going up against two other agents. One of them had been selling

in that neighborhood for eleven years. The other was from a big national brand

with a logo that opened doors before any agent walked through them. I was me Sam

Coleman, the tall guy who used to drive Uber, with a fraction of their track

record in that specific zip code.

Here's what happened about eight minutes into the appointment.

The seller I'll call him Marcus mentioned something in passing about the

community's HOA. He was vague about it, the way people are vague about things

they don't quite understand. He said something like, "We heard there might be

some changes coming."

I knew exactly what he was talking about.

I knew because I'd done my research. I'd pulled the HOA meeting notes from the
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previous quarter. I'd read the newsletter that had gone out to residents the

month before. There was a proposed amendment to the rental restriction policy

nothing catastrophic, but significant enough to affect investment-minded buyers,

which was a real part of the buyer pool at that price point in that

neighborhood.

I laid it out for him. Calmly. Specifically. What the amendment said, what it

was likely to mean for showings, and how I planned to frame the property for the

subset of buyers for whom it would be a complete non-issue.

Marcus looked at his wife. His wife looked at Marcus.

Then Marcus looked at me and said, "The other agents didn't know about that."

That's owning the room.

Not because I announced I was prepared. Not because I opened with a credential

list or handed him a glossy packet with my production numbers. Because when the

moment arrived the specific, unpredictable, impossible-to-script moment I

already had the answer. And that answer changed the energy in the room in a way

that no amount of charisma ever could.

The listing agreement was signed before I left the driveway.

What "Owning the Room" Actually Means

People misunderstand this phrase, so I want to be clear about it before we go

any further.

Owning the room has nothing to do with volume. Nothing to do with taking up

space or dominating conversation. Nothing to do with the motivational-poster

version of confidence the chest-out, voice-loud, born-to-win performance that

certain sales trainers will try to sell you.

That version doesn't work on high-net-worth clients. It works against you,

because they've spent their entire professional lives being sold at by very

polished, very confident people. They can smell performance from thirty feet

away. And a performance is exactly what a scripted, charisma-first agent brings

into a luxury listing appointment.
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What actually owns the room is simpler and harder: competence.

Competence so thorough that confidence is its natural byproduct. When you know

more about the property than the seller remembers. When you know the

neighborhood's absorption rate at their price tier without looking at your

phone. When you've already thought through the three most likely objections and

can speak to them with data, not with talking points. When you know who built

the house, what their construction reputation is, and what buyers at this level

are currently paying for that specific combination of lot position, finishes,

and community amenity.

When you know all of that and you've internalized it, not just printed it out

and stapled it together you don't have to perform confidence. It comes out

naturally. You speak slower because you're not scrambling for what to say next.

You're comfortable with silence because you're never searching. You can sit in a

pause and let the client fill it, because you have the answer waiting, and you

know it's a good one.

That's what I mean when I say "own the room."

It is not bravado. It is not energy. It is not the thing you fake until you make

it.

It is the result of what you did in the 24 hours before you walked through that

door.

The Pre-Appointment Research Framework

I am going to give you the 8-point checklist that I run before every significant

listing appointment. Not most appointments. Every one.

This is not a suggestion. In luxury real estate, walking into an appointment

with incomplete preparation is a form of disrespect and sophisticated clients

register it immediately, often without being able to name exactly what they're

sensing. They'll tell you they liked another agent better, or that the other

agent felt more prepared, or that the energy wasn't quite right. What they're

actually saying is: that agent walked in like they'd done their homework, and

you walked in like you hadn't.
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Here's the checklist. Then we'll go deeper into each one.

**1. Property Research**

Pull everything. Tax records. Legal owner. Assessed value. Tax history going

back at least five years. Confirm the lot size, year built, square footage and

check whether there's a discrepancy between what's in the tax records and what's

in the MLS. There often is. That discrepancy matters.

Find the previous sale price and date. Check the listing history in the MLS. Was

this property listed before? When? What happened? Did it expire? Price

reductions? If it sat on the market for 180 days three years ago, you need to

know that before the seller casually mentions it, and you definitely need to

know how to address it.

Research open permits. An unpermitted addition is a ticking clock that can

detonate in escrow. Know about it before you list. Know about the HOA monthly

dues, special assessments, any restrictions on rentals or renovations, any

upcoming changes. Which brings me back to Marcus and that HOA newsletter. That

information was in a document that anyone could access. No one else accessed it.

I did.

Catalog the unique features specifically. Not "beautiful pool" what kind of

pool, what size, what features. Not "great views" views of what, facing which

direction, at what elevation. "The lot backs to open space with unobstructed Red

Rock views there are fewer than a dozen homes in the entire community with this

configuration." That is the sentence. That is the marketing story, right there,

and it comes from doing the property research properly.

**2. Neighborhood Intelligence**

Pull every active listing in the same neighborhood at plus or minus twenty

percent of your expected target price. Review every single one. Not the summary.

The photos, the features, the days on market, the price history. Because every

one of those listings is what your future listing is competing against, and you

need to know what the buyer sees when they open the MLS at 10 PM on a Tuesday.
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Pull the sold comps from the last 90 days, within ten percent of target price. I

want a minimum of three, ideally five or more. Calculate the absorption rate for

this specific price tier not for the neighborhood generally, for the tier. A

neighborhood that moves fast at $1M might sit for months at $3M. These are

different markets wearing the same zip code.

Calculate the average days on market for sold properties in this range. Track

the list-to-sale price ratio. That ratio tells you something the DOM doesn't it

tells you whether sellers in this neighborhood are negotiating hard or getting

close to asking.

And then go deeper. Research any planned developments, zoning changes, road

projects, new commercial construction nearby. Check the neighborhood association

updates. Read the community newsletter if one exists. I know this sounds like a

lot. It is a lot. That's the point. The agent who does this and the agent who

doesn't are not competing they just appear to be.

**3. Seller Research**

Google them. I'm serious. LinkedIn. News mentions. Business affiliations. This

is not stalking. This is preparation. You are about to advise someone on what is

likely one of the most significant financial transactions of their year,

possibly their decade. The least you can do is spend thirty minutes

understanding who they are.

How long have they owned the property? That's in the public record. What's their

likely motivation? Job change on LinkedIn? New business registration in another

state? Social media posts about a new chapter? Look for the signals. You won't

always find them, but when you do, they tell you something about the emotional

reality of this transaction that no amount of in-person questions will surface

as efficiently.

If there's a spouse or partner, research them too. Both people in the room

matter. Both people will vote on who gets the listing. A seller who you only

prepared for one-half of is a seller you only know half of.
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**4. Competition Analysis**

Identify the top three agents most likely to be interviewing for this listing.

Check the neighborhood transaction history who has sold in this community in the

last 24 months? Those are your likely competitors.

Now review each of their presentations. How do they present? What does their

photography look like? What's their pricing track record? What are their reviews

saying? What do they promise that you can actually deliver and what do they

promise that you deliver differently?

This is not about criticizing other agents. It's about knowing the field you're

playing in. In basketball, you don't walk out onto the court without knowing the

other team's tendencies. You know which players go left, which ones are slow off

the dribble, which zone they're most comfortable in. You don't figure it out

during the game. You figure it out before tip-off.

The listing appointment is tip-off.

Know the competition before you walk in.

**5. Pricing Strategy**

You need to arrive at the appointment knowing your number. Not a range with wide

shoulders. Your number, with the logic behind it.

Pull three to five comparable sold properties with photos, price per square

foot, DOM, key features, and your adjustment analysis. Pull two or three active

competing listings and analyze them from a buyer's perspective. Run your

adjustment analysis: what features add or subtract value relative to each comp?

What is this specific home's position in the current market, at the current

moment?

Land on a recommended price with clear data support, and prepare your response

for when they push back because they will. Sellers at this level almost always

have an opinion about value that's emotionally inflated. Not because they're

unreasonable, but because they love the home. It is your job to show them what

the market says, with data, while honoring what they know.
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The pricing objection script from the toolkit captures it well: "I want you to

get top dollar that's why I'm here. But I've watched sellers in this exact

neighborhood leave money on the table by starting too high. Buyers at this level

track this market closely. The first 14 days are everything. I want to price

this to create competition, not to scare off the right buyers."

Prepare that conversation before you need to have it.

**6. Marketing Preview**

Not a generic one-pager. Something specific to this home.

What buyer profile is this home designed to attract? Is it the California

relocator who's been watching Vegas prices and finally has a reason to make the

move? Is it the local wealth-builder upgrading from something in Summerlin? Is

it the international buyer who wants a guard-gated community with Strip views

and proximity to the resorts? The answer changes the marketing plan completely.

Map out your photography plan, your video strategy, your social approach, your

broker outreach list the specific agents you're calling, by name, because they

represent buyers who belong in that room. Outline your open house strategy:

private broker preview first, public open timed to the first weekend, maybe a

VIP buyer preview for the pocket list before it ever hits the MLS.

Present this as a timeline. Day one through first public showing, with clear

milestones. Most agents list and wait. You want the seller to see that your

marketing is an active process with a schedule, not a passive hope.

**7. Visual Prep**

Yes, this is on the checklist. Yes, it matters.

Your attire should match the seller's world, not your comfort zone. A $3 million

seller lives in a different aesthetic than a $500,000 seller. If you've done

your research, you know something about who you're meeting. Dress accordingly.

Your printed materials should be branded, clean, and high-quality. Not printed

on the office laser printer and stapled in the corner. These are the physical
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representation of your standard, and at the luxury level, they tell the client

something about your standard before you've said a single word.

Your car is clean. Inside and out. You will be seen pulling up. You will be seen

leaving. In luxury, presentation is constant not just inside the appointment but

in the driveway, in the street, in every moment where the seller might catch a

glimpse of who you actually are.

I drive a clean car every time I go to a luxury appointment. Not because I'm

pretending. Because details matter in this market, and the agent who doesn't

understand that the seller noticed your car is the agent who doesn't understand

the market they're claiming to serve.

**8. Mindset Prep**

This is the one most agents skip, which is why I saved it for last.

Review what you know about the seller's emotional state before you walk in. Are

they excited about a new chapter? Anxious about timing? Burned by a previous

listing experience that went sideways? Grieving a home they've lived in for

twenty years? The emotional context of this transaction shapes everything about

how they're going to receive you and how you need to show up for them.

Prepare two or three rapport topics that have nothing to do with real estate.

Something you found in your research that gives you a genuine opening a shared

interest, a mutual connection, a business they've built that you want to

understand better. Chapter 4 is about connection, and this is where preparation

meets connection. You don't manufacture common ground. You find it in the

research, and you bring it with you authentically.

And here's the mindset shift that changed everything for me:

You are not auditioning. You are deciding together whether this is the right

partnership.

That shift alone from applicant to equal changes how you carry yourself in the

room. It changes the energy from someone seeking approval to someone extending

an offer of service. And sophisticated clients feel that difference in the first
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five minutes.

The Knowledge Stack

There is a level of market knowledge that I consider non-negotiable for luxury

practice. Not just for listing appointments cold. Meaning you know these numbers

the way you know your own phone number. Meaning if someone asks you in a dinner

conversation, you answer without pulling out your phone.

Here's what I keep current at all times for the Las Vegas luxury market:

**Absorption rates by price tier.** The $1M-$2M market moves differently than

the $2M-$5M market, which moves differently than the $5M-plus tier. I know the

absorption rate units sold per month divided by total active listings for each

of these segments. I know whether we're in a buyer's market, a seller's market,

or balanced in each tier. These are different conversations.

**Price per square foot trends over 12 months.** Not just the current average.

The trend line. Is it moving up? Flattening? Down from a peak? That trend is

part of the story I tell in every CMA.

**Days on market by neighborhood.** MacDonald Highlands doesn't behave the same

as The Ridges, which doesn't behave the same as Ascaya, which doesn't behave the

same as Summit Club. These are distinct micro-markets. If you're lumping them

together, you're not providing luxury-level analysis.

**Builder reputations and track records.** In Las Vegas luxury, who built the

home matters enormously. Toll Brothers, Blue Heron, Christopher Homes, Richard

Luke Architects these names carry weight with sophisticated buyers. Knowing the

construction quality, the standard features, the reputation in the market is the

kind of specificity that separates a luxury agent from an agent who happens to

be listing a luxury home.

**Migration patterns.** California and Washington relocation buyers are a major

driver of demand in the Vegas luxury market. I know where they're coming from,

what they're comparing Vegas to, what the price differential looks like, and

what neighborhoods they gravitate toward. When a California relocator walks into

a $4M listing appointment, I know their frame of reference before they've told
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me what it is.

**Community dynamics.** HOA health, amenities, upcoming changes, how the

community is perceived by the buyer pool this is the texture that makes your

neighborhood knowledge real. Anyone can quote price per square foot. Not

everyone knows that a particular community association is in the middle of a

contentious governance dispute, or that a specific neighborhood is about to

benefit from a commercial development that hasn't been publicly announced.

I want you to read that list and feel the weight of it. Because I'm not

suggesting you memorize it before your next appointment. I'm telling you that

this is the knowledge base that luxury practice requires and you don't build it

in a week or a month. You build it the same way I built it.

You show up every day.

How the Grind Season Becomes the Knowledge Base

In Chapter 2, I talked about the grind. The cold calls that went nowhere. The

door knocking in summer heat that produced nothing but sunburn. The years of

open houses in communities I was barely qualified to park in.

What I didn't fully articulate then is what that grind actually gave me.

It gave me this.

When I was door-knocking in Summerlin in those early years, I was learning the

streets. The subdivisions. The difference between one neighborhood and the one

two blocks over. When I was running open houses in communities at the edge of my

price range, I was learning the builders. The community culture. The way

homeowners talked about their neighbors, their HOA, their street's history. I

was building a mental map of this market that no MLS search could replicate.

The luxury agents who beat you on knowledge didn't just take a course. They were

in the communities. Physically. Repeatedly. Over time.

Ivan Sher the top luxury agent in Las Vegas, the person I've learned from more

than anyone else in this business built IS Luxury on the principle of knowing
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more than anyone else in the room. Not performing more. Not marketing more.

Knowing more. He told me once that his late business partner used to say, "I'm

only as good as my last transaction." That's not just humility. That's a

discipline. It means you cannot coast on your reputation. You have to stay

current. The knowledge has to be fresh.

The agents who don't know the market at that level are the ones who've been

selling for twenty years in the same zip code and stopped learning it. They know

the neighborhood the way you know a route you've driven so many times you can't

describe it anymore. That familiarity isn't knowledge it's automation.

You can beat automation with attention.

You don't learn all of this in a week. You learn it by showing up every day.

Open houses. Broker tours. Driving neighborhoods. Reading the MLS at night.

Attending community HOA meetings when they'll let you in. It compounds over time

in ways that become impossible to separate from who you are as an agent.

The grind season taught me the communities. The communities became the knowledge

base. The knowledge base is now what owns the room.

The Basketball Parallel

My high school coach told me, my senior year, that if it wasn't an embarrassment

to the program, I would've played JV a fourth year. That's a direct quote.

That's how bad I was.

I had asthma. I wore glasses. At the time, I was nowhere near the size I'd

eventually become. I was not a naturally gifted basketball player.

And I played Division I basketball.

Between those two facts is a gap, and what lives in that gap is preparation.

Specifically, the kind of preparation that compounds when you apply it

consistently over years and years until the results look like talent but aren't.

After I grew, after the physical gifts caught up to the ambition, I trained with

Russ. We worked at the Carmelo Anthony Center in Baltimore a place where real

players went to play real basketball. Not pick-up games for fun. Games where you
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were tested against people who were trying to end your career before it started.

You either got better or you got exposed.

I got better. Not because of talent. Because I studied the game.

I learned to read defenses before they developed. I watched film. I understood

rotations, tendencies, how players moved off the ball, what the coach's eyes

were doing before he called the play. Basketball players who survive at the

highest levels of the game are students of the game. The ones who rely on

athleticism alone flame out when the athleticism fades or when they meet someone

more athletic.

The ones who are students they age into wisdom. They get better as the physical

gifts decline, because the knowledge fills the gap.

Real estate is identical.

The agent who walks into a luxury listing appointment relying on charm and

charisma is like the athlete who relies on raw talent. It works for a while. It

works until the room is full of equally charming agents with better data. Then

the charm stops being enough.

The agent who has prepared who has done every point on that 8-point checklist,

who knows the neighborhood absorption rate and the HOA situation and the

builder's reputation and the competing listings and the seller's likely

motivation before they've even rung the doorbell that agent is the student of

the game. And in luxury real estate, the student of the game wins the listing

appointment the way students of the game win on the court.

Not always. But consistently. Over time. In the places where it counts.

The CMA as a Story

Most agents present a CMA as a spreadsheet.

They walk the seller through a table of comparable sales. Price. Square footage.

Days on market. A column for "adjustments" that nobody really understands. A

final number at the bottom, arrived at through some combination of averaging and

gut instinct, presented with varying degrees of confidence.
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The seller looks at the numbers. They accept some of them, dispute others. The

conversation is about data points, not about the decision. And then the seller

says, "Let us think about it," which is the polite version of "we didn't feel

convinced."

I present a CMA as a story. Seven sections, in order.

**Section 1: Market Context.** Before we talk about your home, I want to show

you the market your home is entering. Interest rate trends. Buyer behavior at

this price tier. Relocation patterns driving demand. Current inventory levels.

Whether we're in a seller's or buyer's market at your price point and why. This

is the backdrop. Every story needs a backdrop.

**Section 2: Your Home's Position.** This section is about them. What makes

their home genuinely special, stated in specifics. Not "amazing views" "this lot

backs to open space with direct views of the McCullough Mountains, a

configuration that fewer than twelve homes in this community share." That

sentence is marketing copy, research output, and a trust signal all at once. It

says: I know this home.

**Section 3: Comparable Sales The Evidence.** What real buyers have paid, in

cash or with financing they closed, for homes most similar to yours. Three to

five closed sales with photos, price per square foot, days on market, and the

adjustment logic. Walk through it out loud. "Comp A sold for $2.1M, but it had a

full guest house, which adds approximately $150,000 in value at this price

point. Adjusted, that comp supports a price of..." This is evidence. Evidence

builds cases.

**Section 4: Active Competition The Reality.** Your home doesn't sell in a

vacuum. It sells next to these. Show the seller what's on the market right now

the properties that their buyers will be considering alongside theirs. What does

the buyer see when they open the MLS at this price point? How does your listing

compare? What does the competition's price per square foot look like? Where is

your seller's home positioned in the field?

**Section 5: The Recommended Price.** State your number clearly, without

hedging. Use a range to show the analysis ("The data supports $2.2M to $2.45M")

and then commit to your specific recommendation ("Here's why I believe $2.35M is
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the right number"). Walk through the consequence of pricing too high extended

days on market, buyer perception that something is wrong, eventual sale below

market. Walk through the consequence of pricing correctly competitive interest

in the first fourteen days, stronger negotiating position, cleaner close.

**Section 6: The Marketing Plan.** Specific to this property. Not your generic

one-pager. Name the home. Reference its features. Identify the buyer profile.

Show the photographer you're using, the video strategy, the social distribution,

the broker outreach list. Give them a timeline with milestones. "Most agents

list your home and wait. This is what I do instead and this is the schedule I'm

holding myself to."

**Section 7: Why Me.** And here's the key: this section comes last. Not first.

A script-based agent goes to Section 7 first. They open with their production

numbers, their brokerage logo, their years in the business. They're trying to

win trust before they've done anything to deserve it.

A framework agent builds to it. By the time you get to Section 7, you've already

demonstrated why you. The market knowledge was Section 1. The depth of

understanding of their specific home was Section 2. The quality of your comp

analysis was Sections 3 and 4. Your pricing conviction was Section 5. Your

property-specific marketing plan was Section 6.

Section 7 isn't where you make your case. It's where you close it. "I'm asking

for the opportunity to represent this home because I believe I'm the right agent

for it not just because I want the listing, but because I can point to exactly

why I'll outperform. That's what I'm here to earn."

By the time you say that, they already believe it.

Physical Presence and the Room

There are people who teach "executive presence" as if it's a skill you can bolt

onto whatever's underneath. Better posture. Firmer handshake. A certain kind of

eye contact. A lower vocal register.
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Those things matter at the margin. But presence the real kind, the kind that

high-net-worth clients feel immediately comes from the inside out. It comes from

being the most prepared person in the room and knowing it.

When you're the most prepared person in the room, your body knows it before your

brain does. You walk in differently. You sit differently. You don't scan the

room looking for clues about how to behave, because you already know how to

behave. You've been here in this neighborhood, in this price tier, in this exact

type of conversation before. Even if you haven't been in this specific house,

you've been in this specific moment.

At 6'10", I can't be ignored when I walk into a room. The height changes the

physics. But height isn't presence. Height alone is just height. I've met plenty

of tall people who shrank the moment a smart client asked them a sharp question

they weren't ready for. And I've watched shorter agents completely command a

room with a kind of authority that had nothing to do with their physical size.

The authority came from preparation.

Where you sit matters. I position myself where I can maintain eye contact with

both decision-makers simultaneously. If it's a couple, I don't sit across from

both of them I sit where I can turn naturally to either. I want both of them in

the conversation. Both of them are voting on who gets this listing.

How you handle your materials matters. The agent who pulls out a binder and

flips through looking for the right page is telling you something with their

hands. The agent who knows exactly what's where who opens to the right section

without hesitation, who doesn't check their phone once during the conversation

is also telling you something. Organize your materials the night before. Know

the sequence cold.

How you handle silence matters most of all.

When a sophisticated client pauses after you've said something significant let

them pause. Don't rush to fill it. Don't add qualifiers or walk back something

you said correctly. Let the silence breathe. Silence in a luxury listing

appointment is almost always the client processing something. The agent who

fills it with noise is the agent who doesn't trust what they just said. The
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agent who waits is the agent who does.

What Happens When You Don't Prepare

I want to be honest about this section because there's a version of me

early-career, overconfident, still figuring out the market who showed up to

listing appointments without doing all of this.

And I lost listings I should have won. Not because of the other agent's charm.

Because of a question I couldn't answer. Because I fumbled for a comp I hadn't

pulled. Because the seller asked about the HOA situation and I had to say those

four words that kill you in luxury real estate:

"I'll get back to you on that."

In the sub-luxury market, that's recoverable. Clients expect agents to not know

everything immediately. They appreciate the honesty.

In luxury, it lands differently. Because the $3 million client has watched their

attorney know the answer to every question in the room. They've watched their

wealth manager speak to complex topics without pulling out a reference guide.

They've watched the people who serve them at this level operate with a kind of

effortless preparation that makes the whole thing look easy.

"I'll get back to you on that" doesn't just lose an answer. It loses a frame. It

shifts you from "the prepared expert" to "the agent who didn't quite do their

homework." And once that shift happens in a luxury client's perception, it's

extraordinarily hard to undo.

Not knowing the builder's reputation. Not knowing about an adjacent listing

that's been sitting for four months and might affect your pricing conversation.

Showing up in the wrong outfit not as a fashion judgment, but because it

communicates that you didn't think carefully about who you were meeting. These

are not small things.

They signal that you don't understand the world you're claiming to serve.

In luxury, the standard is total. Not "pretty prepared." Not "mostly ready."

Every item on the checklist. Every time.
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Exercise: Prepare for a Real Listing Appointment

Here's the exercise. Take a real property in your luxury market a home currently

active, in the price tier where you want to work and run through every point on

the 8-point research framework as if you had the listing appointment tomorrow.

Find the property's tax records. Pull its listing history. Research the HOA.

Identify the builder and look into their reputation. Pull five comparable sales

from the last 90 days. Calculate the absorption rate for that price tier in that

neighborhood. Research the active competition every listing the buyer would see

alongside this one. Google the listed seller, if identified. Identify the two or

three agents most likely to also be after this listing, and note your specific

differentiators against each of them.

Then build a 15-minute CMA presentation outline not a slide deck full of

numbers, but a narrative arc. What's the market context? How does this home sit

within it? What have comparable buyers paid? What does the active competition

look like? What's your recommended price, and what's the logic? What does your

marketing plan look like specifically for this property? And finally why you?

Write it out. Time it. Practice it out loud.

This exercise will take you two to three hours the first time you do it

properly.

That's the point.

That two to three hours is the price of owning the room. It's the cost that most

agents aren't willing to pay, which is why most agents don't own rooms. They

visit them.

The listing appointment isn't won at the kitchen table. It's won the night

before, when you're pulling HOA documents at 10 PM and the other agents already

closed their laptops.

When you do the work that others won't consistently, completely, before you ever

ring the doorbell you walk into that room already the most prepared person in
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it.

And preparation, in luxury real estate, is the one advantage that compounds

without limit.

You've connected with the client. You've prepared more than anyone else at the

table.

Now you need to go deeper into the one thing most agents never study: the

psychology of the person sitting across from you.

*Chapter 6: U Understand: The Psychology of Affluent Clients*
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CHAPTER 6: U Understand: The Psychology
of Affluent Clients

Part Two: The COURT Framework

I almost lost the deal because I was solving the wrong problem.

The buyers were a couple mid-forties, relocating from the Bay Area. He was a

tech executive who had sold a company a few years back and was letting his money

work quietly. She had built her own business, a boutique design firm, and had

opinions about everything from ceiling height to the direction windows faced.

They were qualified ten times over. They were serious. They had been looking for

three months, seen eleven homes in two states, and told me clearly what they

wanted: a guard-gated community, at least 6,000 square feet, a chef's kitchen,

and a primary suite that felt like a hotel.

I found them that house. I found them that house exactly.

Beautiful property. Gated. 6,200 square feet. The kitchen had been renovated two

years prior Wolf range, Sub-Zero everything, an island you could land a small

aircraft on. The primary suite had its own sitting room, two closets the size of

most bedrooms, and a bathroom with a soaking tub set in front of a

floor-to-ceiling window that looked out over the city lights.

It checked every single box they had given me.

They walked through it for forty minutes. They were quiet the kind of quiet that

I had started to learn is different from indecision. It wasn't the quiet of two

people falling in love with a space. It was the quiet of two people navigating

something with each other that had nothing to do with the house. He kept

drifting to the windows. She kept stopping in the kitchen and then walking away

from it, like she'd start to imagine something and then stop herself.
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At the end of the tour, we stood in the backyard. I gave them a moment. Then I

asked them what they thought.

He said, "It's a great house."

That's not what someone says when they're about to write an offer.

I made a mistake then. I started talking about the property the finishes, the

HOA, the comparables, what properties at that price point had been doing in the

market. I was selling. I was filling the silence with information because I

didn't know what else to do. I could feel them drifting and I tried to catch

them with data.

They thanked me. They said they needed a few days to think.

I drove home and sat with it. Something wasn't right, and it had nothing to do

with the house. I went back to everything they had told me in our first meeting

not the checklist of features, but everything else. The way she talked about her

parents, who still lived in the Bay Area. The way he talked about being done

with the pace of it all, done with "the whole scene." How they both mentioned,

at different moments in different ways, that they wanted to feel settled. They

wanted, underneath everything, to feel like they had landed somewhere permanent.

Somewhere that felt like home in a way a house hadn't in years.

That house, for all its perfection, felt like a hotel.

It felt like a beautiful, elegant place to stay. And what they needed was a

place to *belong*.

I called him the next morning. I didn't pitch. I said, "I've been thinking about

our conversation. I want to ask you something directly, if that's okay. When you

imagine being in Las Vegas five years from now not the house specifically, but

your life what does that look like?"

He was quiet for a second. Then he talked for twelve minutes straight.

By the end of that call, I understood what they were actually buying. It wasn't

square footage. It wasn't a chef's kitchen. It was a life they had been

postponing for years the slow mornings, the dinners with neighbors, the kids

from the neighborhood running through the backyard, the sense that they had
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finally built something that didn't require a calendar to enjoy. They were

buying permission to exhale.

Two weeks later, they went under contract on a property in a neighborhood known

for its block parties and tight community. Less square footage than the first

house. Simpler kitchen. The primary suite was fine, not spectacular.

They've lived there for three years and tell me every time I see them they can't

imagine being anywhere else.

What Luxury Clients Are Actually Buying

Here's the thing nobody tells you when you first get into luxury real estate.

The house is not the product.

I don't mean that in some abstract, philosophical way. I mean it practically,

specifically, in terms of what drives the decision in every transaction I've

ever been a part of at the $2M-and-up level. The house is the vehicle. What

they're actually purchasing is something deeper, something more personal and

your job, before you show a single property, is to understand which of those

things is driving this particular client at this particular moment.

In my experience, it comes down to five core motivations. Every luxury buyer or

seller I've worked with has been driven primarily by one of these, even when

they couldn't articulate it themselves.

**Control.** High-net-worth individuals are, almost universally, people who have

spent a significant portion of their lives building control over their

environment. Entrepreneurs, executives, professionals who built something from

nothing they are acutely sensitive to situations where control is absent. In

real estate, this shows up as a deep need to feel like they are making an

informed, deliberate choice. Not being pushed. Not being managed. Deciding. The

agent who honors this instinct who presents options, respects their pace, and

never creates artificial pressure earns trust immediately. The agent who tries

to hustle them into a timeline loses them the moment the pressure becomes

visible.
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**Privacy.** This one is underestimated constantly. Many of my clients have no

interest in their neighbors knowing what they paid for their home, what they do

for work, or what their family situation looks like. They don't want their

transaction showing up in a press release or on some agent's Instagram.

Guard-gated communities aren't just about security they're about a particular

kind of invisibility that money can buy. When you understand that privacy is a

core value for a client, everything changes: how you share their information

with other agents, how you discuss them with colleagues, what you post on social

media about their search, and what communities you focus their tour on.

**Legacy.** For certain buyers often first-generation wealth, or entrepreneurs

who built something that outlasted a single chapter of their career the home

purchase is a statement. It is what they're building, not just where they're

living. It represents arrival, permanence, proof. Selling to this client means

understanding that the home isn't just for them. It's for what comes after them.

How it photographs at Christmas when the family is visiting. What their

grandchildren will someday remember about walking through that door.

**Lifestyle.** This is the most frequently stated motivation and often the most

surface-level. Proximity to schools, access to the airport, the membership at a

specific club these are real, but they're usually proxies for something else.

The client who says "we need to be near the airport" is often telling you

something about a business situation they don't want to explain fully, or about

how they've structured their life between cities. The client who says "the

schools are really important" is sometimes also telling you something about a

custody arrangement or a plan they haven't announced yet. Lifestyle needs are

worth taking seriously but they're also worth listening beneath.

**Status.** And here's where most agents get it wrong. They assume that status

is always about the biggest, most visible, most impressive. Sometimes it is. A

buyer who has reached a certain level wants the penthouse on the highest floor

because that is exactly what they intend it to communicate. But just as often,

the wealthy client's relationship with status is more complex than that. Some of

my highest-net-worth clients have been the most resistant to properties that

"perform." They want the guard-gated community specifically because no one

outside will know what's inside. The desire to *disappear* into wealth is as
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real as the desire to *display* it and these are not the same buyer, not the

same approach, not the same show.

Before you show a single property, you need to know which of these five is the

primary driver. Not because you'll know it with certainty often you won't, at

least not at first. But because having the question in your mind changes how you

listen, and listening is where this chapter actually lives.

The 80/20 Rule

I talk too much. Or at least I used to.

It's not unique to me. Most salespeople talk too much because talking feels

productive. When you're in a client conversation and you're filling the air with

information, you feel like you're working. You're presenting, you're explaining,

you're demonstrating your value in real time. The silence feels like a gap to be

plugged.

Here's what I know now: the silence is where they tell you everything.

My rule in a luxury client conversation is 80/20. Eighty percent of the time, I

am listening. Twenty percent of the time, I am speaking. And when I'm speaking,

I'm not presenting I'm asking, or I'm reflecting back what I've heard, or I'm

naming what I'm sensing in the room. The goal is not to impress them with what I

know. The goal is to understand what they need.

This sounds simple. It is genuinely hard. Especially when you've done your

preparation and if you've read Chapter 5, you know I come into every appointment

with detailed knowledge of the property, the neighborhood, the market, the

competition. When you've done that work, there's a pull to share it. To lay it

all out and let them see how prepared you are.

But a luxury client doesn't experience that as preparation. They experience it

as a presentation. And a presentation is something you sit through it's not a

conversation, and it's not a relationship.

The way you demonstrate preparation in luxury is not by talking about what you

know. It's by asking questions that only a prepared person would know to ask.
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There's a difference between walking in and saying, "I pulled the absorption

data for this price tier and I'd love to walk you through it," versus sitting

down and asking, "Based on what I've been seeing in the market at this level, I

want to make sure we're aligned on timing is there a reason the next 60 days

matters more to you than the next 90?" Both questions require the same

preparation. One performs it. One uses it.

The mechanics of the 80/20 rule are straightforward:

Ask an open-ended question and then shut up. Fully. Real listening tracking not

just what they're saying but how they're saying it, what they're choosing not to

say, where they speed up and where they slow down.

Don't interrupt, even when you have the perfect response ready. You'll have it.

The instinct will be to say it immediately. Don't. Wait until they've finished,

and then wait a beat longer because what they say next is often more important

than what they just said, and your interruption would have cut it off.

Listen for what's not being said. A client who stops mid-sentence and changes

the subject is revealing something. A client who answers your question about

neighborhood and then circles back three times to something about the community

is telling you the community matters more than they initially indicated. The

hesitation, the subject change, the question behind the question these are the

signals that tell you what the real decision is actually about.

And then mirror back. Reflect what you heard not parroting, but translating. "It

sounds like the timeline matters more right now than the feature list is that

reading it right?" Mirroring tells the client you heard them at the level of

meaning, not just words. And it gives them the chance to refine or go deeper,

which almost always moves the conversation somewhere real.

I learned this, embarrassingly, not from a sales trainer or a real estate

mentor.

I learned it from my marriage.

The Communication Transfer
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There was a period in my marriage where I was not a great communicator. And I

don't mean that in the way people say it when they're being politely

self-deprecating. I mean I was genuinely bad at it. I was great at communicating

information here is what happened, here is what I need, here is the schedule.

What I couldn't do was communicate feelings. What I felt. What I needed in a way

that went beneath the surface of what I was saying.

My wife would know something was wrong. She'd ask me what was going on. I'd say

I was fine or I'd name whatever the surface thing was. We had an argument at 6

AM about something logistical. And then I'd spend the rest of the day irritated

at the driver who cut me off on the 215, at the client who called back three

times in an hour, at the coffee that spilled before I got to the office. None of

those things were the problem. But I hadn't named the actual problem, so it

traveled with me all day and infected everything it touched.

What I eventually understood through honest conversations with my wife, through

some real effort to get better at this was that the argument we'd actually had

was never the issue. The issue was the thing underneath the argument. The

feeling of not being supported in a particular moment. The sense that we were on

different pages about something important. My wife couldn't address what she

didn't know was there. And I hadn't told her it was there because I hadn't

learned to name it.

When I got better at that at identifying and naming the actual need, not just

the surface incident our communication transformed. Not because the difficult

moments disappeared. Because we both got better at moving through them. She

understood what I actually needed. I learned to ask for it directly instead of

hoping she'd figure it out.

I tell this story in this chapter because it is the same skill. What the luxury

client says the feature list, the neighborhood preference, the budget is the

surface incident. What they actually need the control, the privacy, the legacy,

the exhale is the thing underneath. Your job is to get them to name it. Or to

help them name it if they haven't yet themselves. And the only way to do that is

to listen the way I eventually learned to listen with my wife: not for what

they're saying, but for what they're trying to say.
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Reading the Room

Growing up in Baltimore, I learned to read rooms before I was old enough to

understand why the skill mattered.

You walk into a space and within seconds you've assessed it. Who's in the room.

What the energy is. Where the tension is sitting. What someone's posture is

telling you before they've opened their mouth. I didn't learn this in a sales

training. I learned it in environments where misreading a room had consequences.

Where body language wasn't a productivity skill it was a survival tool.

When I got to basketball, that skill translated directly onto the court. Reading

the defense before it develops. Knowing which player is about to make a mistake,

which one is about to make a play. Watching the coach's eyes before the play is

called. The great players aren't just reacting they're already two moves ahead

because they've read the signals that tell them what's coming.

Luxury real estate is the same game.

When I walk into a showing or a listing appointment, I'm reading constantly. Not

in a clinical way not analyzing people like a textbook exercise. It's become

natural, the way reading a defense became natural. I'm tracking things I can't

always articulate in the moment, things I can only name later when I'm sitting

with my notes after the meeting.

Here's what I watch for:

**Where their eyes go when you mention price.** Some clients are completely

settled when the number comes up they've done their research, they know what the

market looks like, the price is just information. Other clients even very

wealthy clients show a flicker of something. Discomfort, calculation,

resistance. That flicker doesn't mean they can't afford it. It might mean

they've never spent this much on something emotional rather than strategic. It

might mean their advisor has told them to be cautious. It might mean their

relationship with money is complicated in ways that have nothing to do with the
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actual number.

**Whether they look at their spouse before answering.** When a husband or wife

glances at their partner before they respond to a question I've asked, they're

telling me the decision isn't theirs alone to make and that both people in the

room matter equally to the outcome. I see some agents focus all their energy on

the more vocal partner, the one doing most of the talking. That's a mistake. The

quiet person in a couple is almost always the one who has veto power. I make

sure I'm in conversation with both of them, that my eye contact moves naturally

between them, that I ask the quieter one direct questions at natural moments.

Both people in the room are voting.

**What they touch in a home.** People tell you what they value by what they stop

and look at. A buyer who opens every closet and measures every drawer with their

eyes is prioritizing storage and organization. A buyer who walks straight to the

window in every room is prioritizing light and view. A buyer who goes directly

to the kitchen and stays there is telling you something about how their family

actually lives. I let them lead. I follow. I note everything.

**When their voice gets quieter.** This one I learned over time. When a luxury

client is in performance mode talking confidently, projecting certainty their

voice has a particular quality. When they shift into something real, something

they're actually processing, the voice drops. It gets quieter and slower. That

shift is an invitation. If you keep talking at the same energy level, you miss

it. If you slow down to meet them, you go somewhere real.

**The questions behind the questions.** A buyer who asks "What's the

neighborhood like?" might be asking about noise levels, about HOA culture, about

their privacy from neighbors. But they also might be asking "Are there people

like us here?" and what "like us" means is something I have to listen carefully

to understand. A buyer who asks about schools might genuinely be evaluating for

their own children. They might also be navigating a co-parenting arrangement

that affects where they can legally live. The surface question is a doorway. The

real question is often one of these five motivations wearing a practical outfit.

The Client Psychology Profile
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Before every second meeting with a significant client, I answer six questions. I

work through them on paper, or on my phone, or just in my head during the drive

over. The exercise doesn't have to be formal. But the questions have to be

answered.

**One: What is their primary driver?** Not what they said they want which of the

five motivations (control, privacy, legacy, lifestyle, status) is actually

pulling the decision? If I'm not sure, I go back to my notes from the first

meeting and look for the thing they kept returning to, even when the

conversation had technically moved on.

**Two: What is their timeline really about?** "We'd like to be in by spring" is

a preference. "We need to be in before August" is urgency and urgency means

something changed. A job start date. A school enrollment deadline. A lease

that's ending. A family situation they haven't fully explained. Urgency is

information. The story behind it tells you how to serve the client and how much

anxiety they're carrying into every conversation.

**Three: Who else is influencing this decision?** Most large purchases involve

more decision-makers than are in the room. The spouse who's not at the showing

but holds the veto. The adult children with opinions about where their parents

are moving. The wealth manager counseling caution. The ex with contractual

rights that affect where the client can live. I try to understand the full cast

before I get deep into the process, because a missing influencer can sink a deal

at the worst possible moment.

**Four: What is their relationship with money?** Two clients with identical net

worth can experience a $3M purchase completely differently. The entrepreneur who

paid cash for everything along the way holds it differently than the executive

who's always operated inside corporate budgets. First-generation wealth feels it

differently than inherited wealth. Anxious money wealth that carries fear of

loss shows up differently in negotiation than confident money. I don't judge any

of it. I understand it, because the relationship with money determines how every

number I put in front of them lands.

**Five: What are they afraid of?** Every luxury buyer has a fear. Overpaying and

having it feel like a mistake. Making a decision that their peers will quietly
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judge. Buying somewhere that doesn't appreciate, or worse, declines. Making the

wrong call in a life transition and not being able to undo it. The fear doesn't

always get said out loud it shows up as hesitation, as objections that don't

quite make sense, as "we need a few days to think about it" when there's nothing

specifically left to think about. When I can identify the fear, I can address

it. And I can only identify it if I've been listening for it.

**Six: What does winning look like for them?** Not just getting a good price.

Feeling smart about the decision. Feeling taken care of. Feeling like they found

the one, not settled for something close. Feeling like the process honored who

they are and what they value. Understanding what winning looks like for this

specific client lets me calibrate everything how I present options, how I frame

negotiations, what I make sure they never have to doubt so that when the

transaction closes, they feel what I want them to feel: that they were seen, and

served, at the highest level.

Cultural Intelligence

Las Vegas is a city built by migration. Almost nobody who lives here is from

here and in the luxury market, that's especially true.

My clients come from California, from the Pacific Northwest, from Asia, from

Europe, from South America. They come from the entertainment industry and the

technology industry and from business empires that exist in industries I've had

to spend time learning about specifically because my clients built them. They

come with different frameworks for trust, different expectations around

communication, different relationships with directness and indirection,

different ideas about what a negotiation is supposed to feel like.

The California tech buyer is often younger than you'd expect decisive, moves

fast, respects directness. They've done their research before they walk in. They

want to work with someone operating at their speed, not someone educating them

on basics.

The international buyer is often relationship-first. Trust gets established

through conversation that has nothing to do with real estate and only then does
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business happen. The timeline is longer. Family dynamics are more complex.

Decisions I might expect a couple to make independently may require input from

parents, advisors, relatives who aren't present. The meaning of certain property

features may carry cultural significance I won't understand unless I ask. So I

ask.

Old money and new money speak different languages inside the same transaction.

Old money often has a relationship with restraint they don't need the biggest,

they need the most considered. New money can move faster, and sometimes the

purchase needs to reflect what has been achieved. Neither is right or wrong.

They're different clients.

Entertainment industry clients are among the most privacy-conscious people I

work with. Their schedules are unpredictable in ways that require flexibility I

have to genuinely build in, not just promise. Their concern about visibility who

can see the property from the street, which neighbors might recognize them, what

shows up in public records is not paranoia. It's a reasonable response to a life

lived in significant public visibility.

I'm not suggesting you become a different person with each client. Ivan Sher

told me something I've carried since the first time I heard it: "If I try to be

like them, the best I can be is a watered-down version of them. If I try to be

like me, no one can be like me." The goal isn't to perform a version of yourself

that matches who they are. It's to be fully yourself while understanding who

they are meeting them where they are without losing where you stand.

That's what I mean when I say chameleon. Not fake. Not performing.

Understanding.

The Emotional Timeline

Most agents think a luxury transaction looks like this: find the house,

negotiate the deal, close escrow.

Here's what it actually looks like:

**Excitement.** The initial phase. Everything is possible. They have a budget,
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they have a vision, they're energized by the idea of what they're building. This

is the easiest phase to work in they're engaged, they're open, they're showing

up ready.

**Overwhelm.** This arrives sooner than most agents expect, and it hits harder

at the luxury level because the stakes are enormous. When every decision is a

seven-figure commitment, the weight of getting it wrong is paralyzing. I watch

for this phase because it often looks like indecision or pickiness but what's

really happening is that the volume of options, combined with the magnitude of

the decision, has become more than they can process comfortably. The antidote

isn't more options. It's fewer options, more thoughtfully curated. "Based on

what you've told me, I've narrowed this down to two properties that I think

actually fit what you're after. I'd rather give you the two right ones than ten

more that are close."

**Doubt.** "Maybe we should wait." "Maybe we're not ready to make this move."

"Maybe the market is going to shift." The doubt phase arrives reliably, usually

around the time they've seen everything at their level and nothing has felt like

certainty. This is not irrational it is the appropriate response to making a

decision of this scale. The agent who pushes through doubt with urgency tactics

loses the trust of a luxury client permanently. The agent who names it "A lot of

the people I work with feel exactly this way at this stage. It's not a sign that

something is wrong. Here's what I've found tends to help" becomes a trusted

advisor.

**Decision fatigue.** This is the phase where the transaction has been going on

long enough that the client is tired of thinking about it. They've toured twelve

homes. They've had forty conversations. Every time they thought they were close,

something shifted. Decision fatigue makes people impulsive or makes them shut

down completely both of which can harm the outcome. Recognizing this phase and

responding to it is one of the most important services I provide. Sometimes that

means helping a client put a pause on the search intentionally. Sometimes it

means recommending a decision framework to simplify what feels impossibly

complex.

**Commitment anxiety.** The pen is in their hand and they're not signing. This

is real, and it's nothing to be embarrassed about on the client's behalf. When
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you're about to transfer the largest sum of money you've ever spent on a single

asset, the body registers it. The mind manufactures doubt. A responsible agent

doesn't dismiss this or push through it they sit with it. "What would you need

to feel settled about this decision?" And then they answer that question.

**Post-close.** The transaction closed. And now sometimes that same week,

sometimes a month later buyer's remorse appears. Not because something went

wrong. Because the finality of a decision at this magnitude is its own form of

stress. A luxury agent who disappears after the close misses one of the most

important moments in the entire relationship. I check in. I make sure they love

it. When the inevitable "did we do the right thing?" comes, I'm there to remind

them of everything they told me they were looking for and how what they bought

answers every one of those things.

Understanding this timeline doesn't mean you orchestrate it. It means you're not

surprised by it. You never panic when the client pulls back in the doubt phase

because you knew it was coming. You never confuse commitment anxiety with

disinterest because you've sat in that moment enough times to know exactly what

it is. You can name what the client is feeling before they say it and nothing

builds trust faster than being understood before you've said a word.

What Not to Do

I've made every one of these mistakes. I've watched other agents make them in

front of me.

Don't assume you know what they want based on their budget. A buyer approved for

$5M might buy at $3M because the right property answered everything they

actually needed. A buyer at $2M might stretch to $2.8M without hesitation for

the house that was right. The budget is the ceiling. What they want is the real

conversation.

Don't talk about yourself when they're trying to tell you something. The moment

a client starts sharing something personal about their family, their transition,

their fear your response cannot be "that reminds me of another client I had."

Even if the story is relevant, the signal you send is: what's in me matters more

right now than what's in you. That's the wrong signal.
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Don't give the same presentation to every client. Every client is a different

conversation. Prepare for the specific person, not the category.

Don't dismiss emotions as irrational. At the luxury level, the emotion is often

the decision. A client who says "I just feel something about this place" is not

being irrational they're integrating information that hasn't been named yet.

Help them name it. Don't redirect them toward a spreadsheet.

Don't confuse wealth with simplicity. The wealthiest people I've worked with

tend to have the most complex lives the most competing obligations, the most

history informing what they're building or protecting or leaving behind. The

luxury transaction is complicated because the luxury client is complicated.

That's not a problem. That's what they need you for.

Exercise: The Client Psychology Profile

Take your last three clients currently active, recently closed, or hypothetical

clients built from real people you know.

For each one, answer all six questions:

1. What was their primary driver control, privacy, legacy, lifestyle, or status?

2. What was their timeline really about? What life event was behind the urgency

or the patience?

3. Who else was influencing the decision, and did you know that before it

mattered?

4. What was their relationship with money how did they hold it, what did large

purchases mean to them?

5. What were they afraid of, stated or unstated?

6. What would have made them feel like they won not just the outcome, but the

experience?

Then go back and ask yourself honestly: did you know these things when you were

working with them? Did you adjust your approach accordingly? Or did you show
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them properties based on the feature list and hope the right one landed?

The gap between what you knew and what you needed to know is where deals stall,

where relationships don't convert to referrals, and where clients choose someone

else and you never quite understand why.

This exercise isn't about looking back with regret. It's about installing a new

reflex going forward so that the next client conversation starts with genuine

curiosity about who they are, and ends with you understanding them well enough

to actually serve them.

The house is never really about the house.

That's the truth of luxury real estate and once you internalize it, everything

changes. How you listen, how you show properties, how you ask questions, how you

handle the moments of hesitation and doubt and commitment anxiety that are

inevitable in a transaction of this magnitude.

You are not in the business of finding houses. You are in the business of

understanding people specifically, the people whose biggest decisions carry the

biggest stakes, and who need someone across the table who is genuinely paying

attention.

That is the work. And it is, in my experience, the most valuable thing you can

offer.

You've connected. You've prepared. You understand who's sitting across from you

and what they actually need.

Now it's time to give them the one thing that earns trust faster than anything

else in luxury real estate: the numbers.

*Chapter 7: R Results: The Data That Wins*
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CHAPTER 7: R Results: The Data That Wins

There were three of us in that room.

The seller a software executive who'd relocated from the Bay Area two years

earlier, bought in MacDonald Highlands at what he thought was the top of the

market, and was now looking to move up. His wife, who didn't say much but

watched everything. And me.

I was the third agent they'd met with. I knew this going in. The first two had

already been through the presentation, left their packets, quoted their prices.

I could feel it in the room a kind of practiced patience, the kind that comes

from sitting through two variations of the same pitch and waiting to see if the

third would be any different.

I shook his hand, sat down, and opened with a question.

"Before I show you anything, can I ask what did the other agents tell you about

absorption rate for this price tier right now?"

He looked at me. "What?"

"Absorption rate. The $3M to $5M range in MacDonald Highlands. How many months

of inventory are we sitting at right now?"

He shook his head. "They didn't mention that."

I put the number on the table. Two point four months.

Then I explained what it meant specifically, what it meant for his home. At

two-point-four months of inventory, we were in a seller's market in his price

tier, but barely. Not the frenzy of eighteen months prior. Demand was still

real, but the first-week window that golden period when the right buyers are

watching and ready was everything. Price it correctly and you'd get competition.

Price it wrong and you'd watch that window close while your DOM ticked upward

and buyers started wondering what was wrong with the house.
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He leaned forward. "The other agents didn't tell me any of this."

That's when I knew I had the listing.

Not because of my personality. Not because of my height or my handshake or my

marketing packet. Because of one data point that changed his entire

understanding of his own situation. The absorption rate told him he had leverage

but a specific, time-sensitive kind of leverage. It made the conversation about

strategy, not opinion. And the only agent who had that number in the room was

me.

Data wins listings. But more than that: data wins the right kind of listings.

The ones where the seller trusts you before you've even discussed your fee.

Data Replaces Fear

Here's something I've said in coaching sessions that I want you to sit with.

*Data replaces fear.*

When I first got into luxury real estate, I was carrying fear I didn't even have

words for. I was a six-foot-ten Uber driver from Baltimore trying to sit across

from software executives and hedge fund managers and corporate relocation

clients who'd spent more on their last vacation than I'd made in a year. The

voice in my head was constant. Who are you to advise these people? You failed

your real estate exam five times. You drove a car for a living six months ago.

What makes you think you belong in this room?

That voice doesn't go away with confidence. Confidence is a feeling, and

feelings come and go. Some mornings you wake up confident. Some mornings you

wake up looking at a $4M listing appointment on your calendar and wondering if

they're going to smell the imposter the moment you walk through the door.

But data doesn't have bad mornings.

When I know that absorption rate cold when I know that there are currently seven

active listings in the $3M-$5M range in MacDonald Highlands and that four homes

have sold in that tier in the last sixty days, giving us a 1.75-month supply I
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don't walk into the room hoping I sound like I know what I'm talking about. I

know what I'm talking about. The numbers say so. The numbers are not subject to

my mood, my sleep schedule, or the voice in my head that still shows up

sometimes and tells me I'm not enough.

This is the deepest argument for data mastery in luxury real estate. Not that it

impresses clients although it does. Not that it wins listings although it does.

It's that it frees you from yourself. When you know the market cold, imposter

syndrome doesn't have anywhere to live. There's no gap for it to fill.

Think about it from a basketball perspective. Every serious team watches film.

Before a game against a specific opponent, you're not walking in just hoping

your natural talent shows up. You've watched them. You know their tendencies.

You know that their point guard dribbles left ninety percent of the time, that

their center doesn't shoot outside the paint, that they run this particular play

out of every timeout. When you walk onto that floor, you're not nervous about

who they are. You've already been in the gym with them a hundred times in your

mind.

Market data is your film study.

Know it cold before you ever shake a client's hand, and the game has already

started on your terms.

The Great Equalizer

I want to talk directly to agents who look at the luxury market and think it's

not for them.

Maybe you've been in real estate three years. Maybe five. You're moving volume

in the middle market but you keep looking up at the $2M, $3M, $5M+ tier and

telling yourself you're not ready. Maybe it's because you don't have the brand

recognition. Maybe it's because you didn't come from money and you're not sure

how to talk to people who did. Maybe you've got a competitor in your market

who's been doing luxury for fifteen years, knows every community, goes to the

right charity dinners, gets introduced at the right brokers' opens.

Here's the thing about that fifteen-year veteran: if they don't know the
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absorption rate for $3M-$5M homes in their target neighborhood right now, you

can beat them. Today. With three years of experience.

Data doesn't care about your resume.

Data doesn't care how long you've been licensed, what brokerage you're at,

whether your name is on a billboard, or whether you grew up in the neighborhood

where you're selling. It doesn't care if you drove Uber eighteen months ago. It

only cares whether you know it.

A three-year agent who knows the $3M-$5M absorption rate, the average days on

market, the price per square foot trends, and the three most recent comparable

sales cold that agent will walk into a listing appointment and eat a

fifteen-year veteran alive if the veteran doesn't have the numbers. Because the

seller is going to make a decision worth millions of dollars. They want to feel

like they're talking to someone who understands their market at a precision

level. Not someone who's been in the business a long time. Someone who did the

homework.

I built this from nothing. Not relationships, not pedigree, not a thick database

of country club contacts. I built it by knowing the market so well that when I

walked into a room, the depth of my preparation was immediately evident. That's

available to you. All of it. The MLS is open to every licensed agent. The data

is sitting there. The question is who actually studies it.

Most agents don't.

That's the gap. That's your edge.

The Luxury Market Data Stack

Over the years I've developed a clear framework for what I need to know and how

I need to know it. I call it the Data Stack three tiers, each serving a

different purpose.

**Tier 1: Know It Cold**

These are the numbers you have memorized. You don't look them up when someone
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asks. You don't say "let me pull that up." You answer immediately, the way a

doctor answers questions about basic physiology because you've internalized

them.

*Absorption rate by price tier.* Know how many months of inventory exist right

now in the $1M-$2M range, the $2M-$5M range, and $5M+. In Las Vegas, these tiers

behave very differently. The $1M-$2M range sees more volume, more buyer

activity, faster turnover. The $5M+ tier is thinner sometimes only a handful of

transactions in a quarter and the dynamics are completely different. Know the

numbers for all three.

*Median price per square foot by neighborhood.* In The Ridges, what's the median

price per square foot right now? In MacDonald Highlands? In Ascaya? These

numbers shift. You need the current figure, not the one from six months ago.

*Average days on market by price tier.* How long are $2M-$3M homes sitting

before they go under contract? Is that number going up or going down compared to

six months ago? The trend matters as much as the absolute figure.

*Active inventory count in your primary neighborhoods.* How many homes are

listed right now in your target communities? Not approximately. Exactly.

*Year-over-year price trends.* What's the median sale price doing in your

primary markets compared to a year ago? Are we up, flat, or softening?

If you can't answer all five right now without looking them up, this is your

homework for this week. Not next week. This week. Set up your MLS search, pull

the data, build a simple tracking document. Update it once a week until it's

second nature.

**Tier 2: Know Where to Find It Fast**

These are things you don't have memorized, but you can pull within sixty

seconds. The goal is never hesitation. If a client asks about a specific comp,

you find it. If they ask about a builder's track record, you find it. Fast.

Specific comp details for any price range from the last ninety days. Photos,

price, price per square foot, days on market, key features. Know how to pull
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these quickly and explain what you're looking at.

Builder reputation and track record. In Las Vegas luxury, knowing the builders

matters. Toll Brothers, Blue Heron, Pinnacle Architecture homes each one

commands a different buyer profile and a different premium. Know which builders

have waiting lists, which ones are doing spec versus custom, and what their

quality reputation is in the market.

HOA financials and restrictions. MacDonald Highlands has different HOA

parameters than The Summit Club. Buyers at the $3M+ level often want to know

these details, and nothing undermines credibility faster than being caught

without them.

School district data. Even buyers who don't have school-age children ask. It

affects resale, it affects buyer pool. Know the numbers.

Zoning changes, upcoming development, infrastructure. What's being built near

your listings? What's the city approving? There are agents in every market who

get caught off guard when a client asks about a planned commercial development

two blocks from the listing they're about to buy. Don't be that agent.

**Tier 3: Know It Exists**

You're not going to memorize this tier. But you need to know what exists and

where to find it, because the moment a client asks a question that lives in this

tier, your ability to say "I'll get you that by tomorrow morning" and then

actually do it is its own form of data mastery.

Tax assessment history. Permit records. Neighborhood demographic shifts.

Migration patterns where are buyers coming from? In Las Vegas, I know that a

significant portion of our $2M+ buyers are California and Washington

transplants. I know which job sectors are driving the relocation. I know what

the state income tax differential is that they're calculating in their heads.

Interest rate impact on luxury buying patterns. At the $2M+ level, buyers are

often less interest-rate sensitive than median-market buyers more cash

purchases, more portfolio wealth. But not entirely. Know how rate movements

affect your buyer pool.

128



This tier is what separates the knowledgeable agent from the expert. When you

can pull a permit history on a home and show a buyer that an addition was

unpermitted, or when you can tell a seller that the migration data shows forty

percent of recent buyers in their neighborhood came from the Bay Area that's not

information a client could easily find themselves. That's where you become

indispensable.

Data Storytelling: How CMAs Actually Close

Most agents treat a CMA like evidence. Here are the comps. Here's my price. Sign

here.

That's not how it works at the luxury level. Sophisticated sellers have seen

evidence before. They've seen spreadsheets. What moves a $4M seller isn't more

data it's the right story told through data. There's a difference.

Here's the structure I use.

**Step one: Context.** Before I say a single word about their home, I tell them

what the market is doing right now. "Here's what's happening in MacDonald

Highlands right now." Not scary, not salesy just honest. Absorption rate.

Inventory. Recent trend in days on market. Where are we in the cycle? A seller

who understands the market context before you talk about their home receives

your pricing recommendation inside a rational framework. Without that context,

your number is just a number.

**Step two: Position.** "Here's where your home sits in that picture." This is

specific to them. I walk them through what makes their home stand out and I mean

genuinely stand out, in specifics. Not "your home has amazing views." The lot

backs to the fourteenth fairway, unobstructed mountain views from both the

primary suite and the main living area there are six homes in MacDonald

Highlands with this configuration and two of them have sold in the last eighteen

months. That's what specificity looks like. It shows you actually studied their

home, not just the neighborhood.

**Step three: Evidence.** "Here's what buyers have actually paid for homes like
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yours." Walk through three to five closed comps from the last ninety days.

Photos, price, price per square foot, days on market, key features. Walk through

your adjustments. "This one sold for $3.2M but it had a full guest house, which

carries roughly a $200K premium in this market. Adjust for that, and the

effective comparison is $3M, which is..." This is where you build the logical

case. The numbers do the convincing. You're just the narrator.

**Step four: Reality.** "Here's what you're competing against right now." Show

them the active listings. What is a buyer comparing your client's home to when

they walk in? If there's a competing home at $3.1M with updated finishes and a

similar floor plan, that matters. Don't hide it. Bring it up yourself. The

agents who hide uncomfortable data are the ones who end up with listings that

sit. Bring the reality check it builds trust and it shapes the pricing

conversation honestly.

**Step five: The recommendation.** By the time I say my number, the seller

should already be thinking it.

I mean that literally.

If I've done steps one through four correctly, the seller has been building

toward the same conclusion I've been building toward. They've seen the market

context. They've seen their home's position. They've seen what buyers have

actually paid for similar homes. They've seen the competition they're up

against. When I say "based on all of this, here's where I'd price it and here's

why" it should feel inevitable, not imposed.

The best compliment I can get in a CMA is when a seller says it before I do.

When they look at the data and say, "So it sounds like we should be around

$3.1M?" and that's the exact number I was going to recommend I've won. Not

because I convinced them. Because the data did. I just organized the story in a

way that led them there.

That's the difference between presenting a CMA and telling a story through data.

The first technique asks the client to trust your conclusion. The second

technique makes the conclusion their own.
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The Monthly Market Intelligence Report

Every month, I build a market report.

It covers the Las Vegas luxury market the $1M+ tier broken down by neighborhood.

Absorption rates. Median price trends. Average days on market. Notable sales. I

track what's happening in The Ridges, in MacDonald Highlands, in Ascaya, in The

Summit Club. I note anything unusual inventory spikes, price corrections, new

developments, buyer migration patterns.

I keep it for myself. I share pieces of it with clients and prospects. I post

data clips on social media. I send it to my database.

But here's the real reason I do it, the one that doesn't show up on a marketing

plan: it forces me to study.

Most agents don't know their market the way they think they do. They know it the

way you know a city you've lived in for years you can get from point A to point

B without GPS, you know the rough neighborhoods from the safe ones, you know the

general shape of it. But luxury real estate requires knowing the terrain with

precision. And the only way to build that precision is to make a habit of

measuring it.

If I commit to producing a monthly report, I have to pull the data. Every month.

Even when I'm busy. Even when the market feels stable and there's nothing

dramatic to say. I pull it. I look at it. I sit with it. And over time, those

monthly snapshots stack up into something more valuable: pattern recognition. I

can tell you whether the current absorption rate is normal for this time of year

or anomalous. I can tell you whether the price-per-square-foot trend in

MacDonald Highlands is tracking with what I saw twelve months ago or diverging.

I can tell you when something is happening in the market before most agents have

noticed it.

That's the compound interest of data discipline.

The report is also a lead generation tool. When you send a genuinely useful

market analysis to your database, you're not marketing you're providing value.

Past clients stay connected to you not because you're asking them for referrals,

but because you're sending them information that actually matters to them.
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Potential sellers in your farm neighborhoods see you as the person who knows the

data. When they're ready to sell, they already think of you as the market expert

because you've been proving it, month after month, in their inbox.

I've gotten listing conversations started from market reports that went out six

months before the seller was ready to list. They saved the email. They came back

to it. And when they were ready, they called the person who'd been demonstrating

expertise for half a year.

When the Data Kills the Deal

I have to be honest about this part.

Sometimes the data tells you something the client doesn't want to hear.

Sometimes a seller's expectations are built on a number that the market won't

support. Maybe they've been watching their neighbor's sale from a year ago and

not accounting for the shift in conditions since then. Maybe they've been in the

house so long that the emotional value and the market value have become the same

number in their head. Maybe they heard someone at a dinner party say their home

is worth $4M and they've been building plans around that figure.

Your job in that moment is not to tell them what they want to hear. An advisor

delivers the truth. A salesperson delivers a comfortable lie that closes today

and creates a crisis in sixty days.

I'd rather lose a listing today by being honest than win it and have it sit on

the market for six months. Because here's what happens when a luxury home gets

overpriced and sits: the days on market accumulate and buyers start asking

what's wrong with it. The seller gets frustrated. They blame the market, blame

the marketing, blame everything except the number. You do price reductions that

feel desperate. The home eventually sells for less than it would have if you'd

priced it right in the first place. And your relationship with that seller who

trusted you enough to sign a listing agreement is damaged, possibly permanently.

My reputation is worth more than one commission check.

That belief connects directly to Faith one of the five principles that run

underneath the COURT framework. Faith that being honest leads to the right
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outcome, even when the right outcome isn't the one in front of you right now.

Faith that a lost listing today is sometimes the price of a reputation that

earns you three listings next year. Faith that the market is not lying when the

data says $3.1M, and that the client who respects your honesty today will send

you referrals for years because of it.

The data doesn't just win you listings. It protects you from the ones you

shouldn't take.

The Las Vegas Data Advantage

Every market has its version of this. But let me show you mine, because

specificity is what makes data come alive.

Las Vegas luxury is driven by migration. More than almost any other major luxury

market, what happens in Southern Nevada real estate is downstream of what

happens in California. When the California exodus accelerated remote work, tax

policy, cost of living, density I watched it happen in real time in my

transaction data before I read about it in any news story. The buyers were

showing up. Bay Area, LA, San Diego, Sacramento. Professionals who'd been priced

out of California's luxury tier walking into Las Vegas and realizing their

budget went significantly further here.

I knew where they were coming from. I knew why. I knew what they were comparing

us to. So when a California buyer walked into a listing with me, I didn't have

to learn their world on the fly. I already knew what a comparable home cost in

their departure market. I already knew the state income tax they were

calculating in their head 13.3% in California versus zero in Nevada. I already

understood the master-planned community appeal, why Summerlin felt familiar and

comfortable to someone from Orange County who was used to planned suburban

environments with amenities and walkability.

That's not charm. That's homework.

I can walk into MacDonald Highlands and tell you about the guard-gated security,

the Jack Nicklaus-designed course, the specific lot configurations that carry

premiums, the builder pedigree of the homes in different sections. I can tell
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you the same things about The Ridges the guard gate, the price per square foot

premium that the community commands over comparable square footage in non-gated

Summerlin, the Blue Heron and custom homes that set the top of the market. I

know Ascaya the elevated development south of Henderson, what the views command,

what the architectural standards require, what the buyer profile looks like. I

know The Summit Club, the most elite private community in Southern Nevada, and I

can speak to its market with specificity.

I know Vegas's seasonal patterns. Winter brings cold-weather buyers Midwest

transplants, Pacific Northwest buyers, Canadians who've spent enough years

dealing with harsh winters that when they decide to relocate or buy a second

home, Nevada feels like the obvious answer. Summer is different. Buyer activity

slows slightly. Days on market extend. I know what to expect each season and I

price and time listings accordingly.

This is the compounded result of years of market study. Not just transaction

experience active, deliberate study. You build this in your market the same way

I built it here. You commit to knowing the numbers at a level that lets you

speak with authority in any room.

Build Your Luxury Market Brief

This is the exercise I give every agent in my Accelerator program when they're

getting serious about breaking into the $1M+ tier.

Pick your primary luxury neighborhood. One neighborhood. Don't try to cover the

whole market pick the community where you want to be known and build from there.

Then answer these eight questions. Not approximately. Specifically.

**1. What is the current absorption rate for homes at $1M+ in this

neighborhood?**

Calculate it: take the number of sales per month over the last sixty to ninety

days and divide it into the number of active listings. The result tells you how

many months it would take to sell through the current inventory at the current

pace. Less than three months is generally a seller's market. Above six months
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favors buyers. Know the exact number.

**2. What is the average price per square foot right now? How does that compare

to twelve months ago?**

The trend matters more than the absolute number. If price per square foot is up

eight percent year-over-year, you can tell that story to a seller. If it's flat

or softening, that shapes the pricing conversation differently. Pull both

numbers. Calculate the change.

**3. What is the average days on market for sold properties in the last ninety

days?**

Sold not listed. What actually closed? And how long did it sit? This tells you

what to tell sellers about timing expectations and what tells buyers whether

they have time to be thoughtful or whether they need to move quickly.

**4. How many active listings are there right now?**

Exact number. Not "a handful." Not "maybe ten or twelve." Pull the number.

**5. What are the three most recent comparable sales?**

For each one: sale price, price per square foot, days on market, key features,

anything unusual about the sale. Know these cold. If someone at a listing

appointment asks about recent sales, you should be able to answer without

opening your laptop.

**6. What are the top three active competing listings?**

Photos, price, days on market, key features. See them through a buyer's eyes. If

you were a buyer with $2.5M to spend, how would you rank the current inventory?

What would you choose and why? That's the analysis your listing clients need.

**7. Where are buyers coming from?**

In Las Vegas, it's heavily California and Washington, increasingly Texas and

Arizona. In your market, who's the relocation buyer? Where are they coming from,

and why? What do they value? What do they compare you to? Know your buyer

geography.

**8. One data point nobody else is talking about.**

This is the one that wins rooms. Maybe it's a price-per-square-foot trend in a
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specific section of the neighborhood that's outperforming the broader community.

Maybe it's a development project that's going to affect views in the southern

third of the neighborhood. Maybe it's a zoning change that's quietly expanding

inventory. Whatever it is find the data point that your competitors haven't

noticed yet and make it yours.

If you can answer all eight right now without looking anything up, you're ready.

If you can't, that's the work for this week.

Not this month. This week.

Sit down, pull your MLS, pull your tax records, open your county assessor site,

call a builder contact if you need to. Build the brief. Then update it every

week until you could answer all eight in your sleep. By the time you can, you

will walk into listing appointments with a quality of confidence that no amount

of personality or polish can manufacture. Because it's not a performance. It's

knowledge. And knowledge doesn't care what you wore or how charming you are on

the drive over.

The numbers speak for themselves.

What Film Study Actually Looks Like

I keep coming back to basketball because it's the language I learned everything

in first.

In basketball, serious teams watch film. Not casually religiously. You watch

your opponent's tendencies until you know their go-to move before they've

decided to make it. You know their shot chart. You know which direction they

drive. You know who they look for under pressure. You know how they play in the

fourth quarter when the game is on the line. None of that information is secret

it's all available to anyone who's willing to sit in a film room for hours and

study it.

Most players don't.

The ones who do show up to games having already played the game a hundred times

in their minds. The information doesn't eliminate uncertainty nothing does. But
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it replaces fear with pattern. And pattern is something you can act on.

Market data is your film room.

When I walk into a listing appointment, I've already studied the home, the

neighborhood, the comps, the competition, the seller's probable expectations,

the other agents who might be in the mix, and the current market dynamics. I've

played the appointment in my mind. I've anticipated where the hard questions

will come from and I have the data to answer them.

That's not luck. It's preparation that looks like confidence.

The agent across from you who seems naturally authoritative in a listing

appointment isn't working from some innate quality you were born without.

They're working from preparation. And preparation is entirely available to you

this week, in your market, with the tools you already have access to.

Data replaces fear.

Do the work.

What Comes Next

You've connected with the seller before you ever talked about the house.

You've owned the room not by performing confidence but by knowing the market at

a level that earns it.

You've understood the psychology what the seller is actually feeling, what they

actually need, what's really driving their timeline.

And you've backed all of it up with data they can't argue with, organized into a

story that led them to your conclusion before you had to state it.

Four of the five pillars. Four out of five.

There's only one thing left. And it's the thing that turns all of this into a

signed contract and then turns that signed contract into a client for life, into

referrals, into a business that feeds itself.

That's the final pillar. And it's the one that most agents think is automatic,
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which is exactly why most agents never fully build it.

It doesn't come from a good presentation. It doesn't come from knowing the data.

It doesn't even come from a successful closing.

It comes from what you do after.

*Chapter 8: T Trust That Converts*

Chapter 8: T Trust: Converting Conversations Into Contracts

I want to tell you about the closest thing I've ever experienced to a perfect

close.

No pressure. No urgency. No "if I found you the right house today, would you be

ready to make an offer?" I never once asked for the business. I never floated a

trial close or manufactured a deadline. I never mentioned anyone else looking at

the property.

The buyers had come to me through a referral a couple in their late fifties,

retired, looking for a home in one of the premier communities in Southern

Nevada. They were deliberate people. The kind who ask good questions and listen

to the answers. They came to the first meeting with a list. Not a wish list an

actual printed list. Priorities, ranked.

I spent that first meeting doing almost no talking.

I asked about the list. I asked about what was behind each item. I asked about

their timeline, their non-negotiables, the house they'd sold before this one,

what they missed about it and what they didn't. I asked about their mornings

where they liked to have coffee, whether they wanted to see the mountains or the

city. I asked because I actually wanted to know.

Over the next two weeks, we looked at properties. I followed up after every

showing, within the hour, referencing something specific from our conversation.
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Not a generic thank-you. Something real: *You mentioned wanting to watch the sun

come up from the kitchen. This property faces east here's what that looks like

in winter.* I sent a comp that had just closed that gave them context. I sent an

article about the school district because they had grandchildren who might

visit. I never followed up empty-handed.

And then, about three weeks in, the wife said something I've never forgotten.

"Sam, we trust you. Tell us which one."

I did. I told them which one and exactly why. Two days later, we were in

contract.

That's what trust looks like when it's earned. Not a buyer being pressured into

a decision. Not a buyer being manipulated by scarcity. A buyer who has processed

everything, been heard in every meeting, been followed up with thoughtfully and

who has reached a place of certainty. The close was just the last step. All the

work had already been done.

Contrast that with one of my earliest deals, when I thought I knew how to close.

I was new. Maybe my seventh or eighth transaction. A couple in their early

forties, cash buyer, looking in the $1.2 million range. I showed them three

properties. They were warm on all of them. They didn't say no to anything. I

read that as a green light.

So I pushed.

"If we went back to look at the third property again today, are you guys in a

position to make a decision?"

Silence.

Then the husband, very calmly: "We'll be in touch."

They were never in touch. I called once, got a polite voicemail. I didn't see

them again until six months later at another agent's open house. They'd bought

something. It wasn't with me.

I don't blame them for that. I blame me.
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What I'd done was treat them like targets. Targets to be moved across a line.

The pressure I applied however subtle I thought I was being told them everything

they needed to know about whose interests I was serving. They didn't know me

well enough to trust me yet. I hadn't put in the work. And when I tried to skip

to the end before earning the right to be there, they pulled away.

That lesson cost me a $30,000 commission and took me years to fully understand.

The close in luxury isn't a hard sell. It's the natural result of everything

that came before it.

Why Traditional Closes Don't Work in Luxury

There's a standard script that gets taught in real estate training. Probably in

every real estate training. You've heard it. You might have used it.

"If I could find you the perfect home today, would you be ready to write an

offer?"

At $350,000, that question is clumsy but survivable. It might even work.

At $3.5 million, it's an insult.

The person sitting across from you at $3.5 million has been sold to their entire

lives. They've had salespeople come at them in car dealerships, in private

wealth offices, in yacht showrooms. They have finely calibrated radar for the

moment someone switches from serving them to pushing them. The moment they sense

that switch and they will sense it something closes off. The warmth leaves the

room. They start thinking about their exit.

Scarcity tactics are worse. "I have two other buyers looking at this property

this weekend." A high-net-worth client has heard this before. They've probably

said it themselves in other contexts. They don't panic. They recalibrate. They

start wondering whether everything else you've told them is also constructed.

Trial closes, assumptive closes, takeaway closes all of these techniques share a

common assumption: that the client is an adversary to be outmaneuvered rather

than a person to be served. In luxury real estate, that assumption is fatal.
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Here's the truth: the $3.5 million buyer doesn't need to be convinced. They need

to feel certain. Certainty doesn't come from a clever sequence of closes. It

comes from trust. And trust comes from everything you did in the four chapters

before this one.

C you connected. You made them feel like you saw them, not just their budget.

O you owned the room. You showed up prepared. You demonstrated command of your

market.

U you understood their psychology. You heard what they were actually saying, not

just the words they used.

R you delivered results through data. You brought the evidence and explained it

clearly.

By the time you get to T, the close should feel almost anticlimactic. Like the

last paragraph of a story that was already telling itself.

The Trust Stack

I've come to think of trust not as a single thing but as a stack of layers each

one built on the one beneath it. Skip a layer and the whole thing is unstable.

Complete all five and the close becomes inevitable.

**Layer 1: Presence.**

You showed up prepared, professional, and comfortable. Not performing. Not

nervous. There is something unmistakable about an agent who is genuinely at home

in the luxury market who doesn't apologize for being there, who doesn't oversell

or overexplain, who just knows their stuff and moves with confidence. Presence

is the first signal. People make trust decisions in the first few minutes. If

you haven't earned it in the room by the time you start talking price, you're

already fighting uphill.

**Layer 2: Understanding.**

You asked the right questions. You listened to the answers. You followed up on

what they said in the next conversation, and the one after that. There's no

substitute for actually knowing what someone wants. And I don't just mean what
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they say they want I mean what they want underneath what they say. The buyer who

says they want an open floorplan might be saying they want their family to feel

together. The seller who says they need top dollar might be saying they're

scared about the next chapter. Understanding means hearing both.

**Layer 3: Competence.**

You had the data. You presented it clearly. You didn't hide behind jargon or

generalities you brought specific comps, walked them through your analysis, and

made a concrete recommendation with logic behind it. Competence is the layer

that turns a likable agent into a trusted advisor. You can like someone and not

trust them with your most significant financial decision. Competence bridges

that gap.

**Layer 4: Honesty.**

You told them the truth even when it wasn't what they wanted to hear.

This one is where a lot of agents lose it. Because telling the truth is

sometimes expensive. Telling a seller their house won't appraise at the number

they have in their head is a difficult conversation. Telling a buyer that the

property they fell in love with has a problem they need to think carefully about

is uncomfortable. But the agent who tells comfortable lies to protect the deal

destroys trust the moment the truth surfaces and the truth always surfaces.

I've had sellers get angry at me for a price recommendation. I've had buyers

push back on information I surfaced about a property. I've had moments in my

career where I thought: I might lose this deal by telling the truth.

I have never once regretted telling it.

The luxury client who hears you be honest about something that doesn't benefit

you that's when they decide you're the real thing. That moment of intellectual

honesty, even when it costs you something, is worth more than any closing

script.

**Layer 5: Consistency.**

Every interaction. Every email. Every follow-up. Every call. They all sent the

same message: I'm here for you, not for the commission.
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This is the longest layer to build and the easiest to destroy. One lazy

follow-up. One generic email blast. One moment where you chose your convenience

over their need. That's all it takes to crack the foundation. Consistency isn't

glamorous. It doesn't make for a highlight reel. It's just showing up the same

way, at the same level, every single time.

When all five layers are in place, the close happens without a close. The client

feels safe. They feel informed. They feel understood. Signing is just the next

logical step.

The Follow-Up Framework

Here's where most agents lose deals they should have won.

They do great work in the meeting. They show up prepared, they ask good

questions, they run a strong presentation. And then they go home and send an

email that says: *Great meeting you today! Looking forward to working together!*

That email undoes everything.

It tells the client that everything in the meeting was the performance. This the

generic, could-have-been-written-to-anyone email is the real you. And the real

you doesn't actually remember anything specific about them.

My follow-up system is built around one rule: never show up empty-handed. Every

touchpoint adds something. Every communication is personalized. Every contact

reinforces the same message: I was listening then, and I'm still thinking about

you now.

Here's how the sequence works:

**Same day. Within two hours.**

This is non-negotiable. You follow up the day of the meeting, within two hours

of leaving. Not the next morning. Not "later." Two hours.

And the email isn't a thank-you. It's a callback to something specific. Not

"great meeting you today" something like: *You mentioned wanting your kids to be
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able to see the mountain from their bedroom window. I have two properties I want

to show you that do that differently. I'll pull them together tonight.*

That email tells them you were actually listening. It confirms the meeting

wasn't just you going through motions. It already begins to add value before the

next conversation.

**Day 2.**

You don't wait for something to happen. You go make something happen and then

you report it. A comp that just closed that's relevant to their search. A

competing listing that just reduced its price. A neighborhood development that

affects what they told you they cared about. One specific thing, directly

connected to their situation, with your analysis of why it matters.

Not: *Hey, wanted to check in!*

That is what I call a nothing email. It has no value. It puts the burden of

engagement on them. It communicates that you have nothing to offer. If you're

checking in, you have nothing. Find something.

**Day 5.**

Now you go personal. A story brief, specific about a client whose situation

paralleled theirs in some meaningful way. What the concern was, what you did,

what the outcome was. Not a pitch. A parallel. You're telling them: whatever

hesitation you're sitting with right now, I've navigated it before. You're not

alone in this.

**Day 10.**

By now, you've given them time and space. You've added value twice. You've told

them a story. Now you give them permission to be wherever they are. A short,

honest message: *No rush on anything. The market has continued to [one current,

specific observation]. If you're still weighing things, I'm patient. If

something's come up, I'm available. If you've made a decision, I'd appreciate

knowing either way.*

No pressure. No agenda. Just keeping the line open.
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**Day 30.**

If they haven't moved, you send one honest, human email. Something like: *It's

been about a month since we talked, and I've been intentional about giving you

space. I don't know where things stand maybe you've moved forward with someone,

maybe timing shifted, maybe life got complicated. All of that is fine. What I

know is that the work I did on your search hasn't expired. When you're ready,

I'm here. No pressure, no awkwardness. Rooting for you regardless.*

That email does something subtle but powerful: it releases them. And people who

feel released are far more likely to call you back than people who feel pursued.

The five-email sequence isn't magic. It's just a consistent, thoughtful system

applied over time. Most agents stop after one. The ones who make it to Day 30

with genuine value in each touchpoint, without desperation are the ones who get

the call when the client is ready.

Handling "We Need to Think About It"

This is the moment every luxury agent dreads and most agents handle wrong.

A client says: "We need to think about it."

A bad agent pushes. Introduces urgency. Tries to figure out the objection so

they can neutralize it.

A better agent folds. Backs away completely. Waits to hear from them and rarely

does.

A great agent listens.

Because "we need to think about it" isn't an objection. It's a signal. And the

signal is carrying information. Your job is to figure out what information.

Sometimes it means the trust stack isn't complete. Something in Layer 1, 2, 3,

4, or 5 wasn't fully built, and they're not yet at the place of certainty they

need to be.

Sometimes it means one person in the room is more ready than the other. The

spouses aren't aligned. One of them wants it; one of them isn't sure. This is
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one of the most common dynamics in luxury real estate, and it rarely gets said

out loud in the meeting.

Sometimes it means their financial advisor hasn't weighed in. Or their attorney.

Or their business partner. At this level, major purchases often go through a

circle of advisors before they're finalized. That's not hesitation that's

process.

Sometimes it means there's a fear that hasn't been named yet. They're worried

about overpaying. They're worried about the neighborhood in five years. They're

worried about what their friends will think of the price. They haven't said any

of this because it feels irrational, and they're smart people who don't like to

seem irrational.

And sometimes it means they genuinely need time. And that's okay. That's not a

problem to solve. That's a person being thoughtful about a major decision, which

is exactly what you'd want them to do if it were your money.

My response to "we need to think about it" is always some version of the same

thing:

"Take all the time you need. This is one of the most significant decisions

you'll make. I'm here whenever you want to talk it through."

That's it.

Then I go home and begin the follow-up sequence.

The agent who stays present without pressure during the thinking period is the

agent who gets the call when they're ready. That's not a consolation prize.

That's the whole game.

The Referral Engine

I want to tell you what the math really looks like in luxury real estate.

My average transaction is around $2.4 million. At 2.5%, one referral is $60,000.

That referral didn't come from a Facebook ad. It didn't come from a cold email

campaign. It came from trust from someone who worked with me and trusted me
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enough to tell a friend.

Now think about the chain that trust can build.

One luxury client, fully served, genuinely delighted not just closed, but cared

for through the whole process tells their attorney about me. Their business

partner. Their neighbor in the same community. Let's say they generate two or

three referrals over the next five years. And those people, if I do my job, each

generate two or three more.

I've done the math. A single relationship, if the trust is real and maintained,

can be worth $500,000 or more in lifetime commission over a decade. Not from one

deal. From the compounding effect of trust that multiplies itself.

But the math only works if the trust is real.

One bad experience breaks the chain. One lazy follow-up. One moment where you

chose the commission over the client. One hard conversation you avoided because

it was easier to say nothing. Any of those breaks the chain and the chain, once

broken, doesn't reconnect. It just ends.

This is why Ivan Sher spent ten years working weekends, vacations, long days

before what looked to the outside world like an overnight success. He wasn't

working to get deals. He was working to earn trust. Client by client.

Transaction by transaction. Each one done the right way, in the client's

interest, with honesty and consistency and long-term thinking.

"It was never about the money," he's said. "It was about the client. It was

about doing the right thing for the client and it was about being authentic."

That's not a philosophy. That's a business model. The best business model in

luxury real estate there is.

Trust is the only marketing strategy that compounds. And unlike advertising, it

doesn't stop when you stop paying.

Transparency as a Trust Accelerator
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One of the fastest ways to earn trust is to be transparent about something that

doesn't benefit you.

I'm talking about commission conversations. About pricing disagreements. About

property issues. About the hard truths that most agents bury in fine print or

leave for someone else to deliver.

When a client asks about my commission, I don't deflect. I explain exactly what

it pays for. The photography team. The marketing investment. The hours of

research before we walked in the door. The negotiation experience that will be

at their side every step of the close. I don't hide it I present it like the

business case it is.

When a seller's price expectation is higher than what the market will support, I

tell them. With data and compassion, but I tell them. I've watched agents take

overpriced listings because they wanted the business. Those agents spend the

next six months watching the property go stale, sit on market, and eventually

sell for less than it would have if they'd priced it right on day one. The

seller loses. The agent loses. Nobody wins.

I'd rather lose the listing by being honest than win it by telling someone what

they want to hear. And I tell sellers that directly.

When a property has a problem a permit issue, a deferred maintenance item I

noticed, something in the disclosure that a buyer will eventually find I name it

before they do. Every time. Because the moment a client discovers something on

their own that you had access to and didn't share, the trust doesn't just

decrease. It disappears. Immediately.

I would rather lose the deal and keep my reputation than win the deal and lose

it.

That's not altruism. That's math. My reputation in this market is worth more

than any single commission. A reputation built over years built on people saying

"Sam told me the truth even when it cost him something" that's an asset that

appreciates. A reputation built on convenient truths and strategic omissions is

a liability waiting to mature.
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The Marriage Parallel

I want to tell you something personal, because I think it matters for this

chapter.

The trust principles I'm describing in this book I didn't learn them in a sales

seminar. I learned them in my marriage.

My wife and I have built something real. But it wasn't always easy, and it

wasn't always clean. There were seasons of our marriage where I thought I

understood communication and learned I didn't. Seasons where I showed up with

the right words and the wrong presence. Seasons where I thought I was being

honest because I wasn't lying, when the actual honest thing would have been

harder to say.

I learned that trust in a marriage like trust in luxury real estate follows a

few non-negotiable rules.

You can't shortcut it. You can't buy it with a gesture or a gift. You can't

manufacture it with the right script. It accumulates through thousands of small

moments of consistency, honesty, and choosing the relationship over the

transaction. Every day you show up the same way, the way you said you would,

with the same values and the same presence that's a deposit. Every time you

dodge the hard conversation, prioritize your comfort over their need, or tell

the convenient truth instead of the real one that's a withdrawal.

Over years, the balance tells the story.

I've broken generational patterns in my family. Divorce had run through us for

as long as anyone could trace. Part of what I've had to do as a husband and

father is actively learn a different way of doing things better communication,

deeper listening, the discipline of choosing the long-term relationship over the

short-term ease.

Those same muscles are exactly what luxury real estate requires.

Every client relationship is its own trust account. You're making deposits and

withdrawals, whether you're conscious of it or not. The agents who dominate this

business over decades aren't the ones who can close the hardest. They're the
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ones who have built the deepest accounts who've shown up so consistently, so

honestly, so genuinely in service of the client, that trust has become the

automatic byproduct of every interaction.

I know there are agents reading this who are going to dismiss that as soft. As

the kind of thing you say in a book but not in a business.

To those agents: look at the numbers. Ivan Sher didn't build the most recognized

name in Las Vegas luxury real estate through hard closes and scarcity tactics.

He built it the same way you build a lasting marriage by showing up for the

people who trusted him, every single time, in service of their interests, not

his own.

That's the model. That's the only model that works at this level.

Exercise: Map Your Trust Stack

Take your last five client interactions. For each one, sit down and honestly

rate yourself 1 to 10 on each layer of the Trust Stack.

**Layer 1 Presence:** Was I prepared before I walked in the door? Did I show up

professional and confident, comfortable in the space I was operating in?

**Layer 2 Understanding:** Did I actually understand what this client wanted?

Not just what they said what they meant? Did I ask the questions that got

underneath the surface?

**Layer 3 Competence:** Did I have the data? Was I able to answer their

questions with evidence instead of opinion? Did I back up my recommendations

with specifics?

**Layer 4 Honesty:** Did I tell the truth, even when it was hard? Or did I

soften it, skip it, defer it? Did I name the problem before they found it, or

did I hope they wouldn't?

**Layer 5 Consistency:** Did every follow-up reinforce the same message? Did my

emails add value or just make noise? Did I show up the same way in the last

interaction as in the first?
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Now add them up.

Where you scored lowest is where the trust broke and where you either lost the

deal or left money on the table. Not because the client was difficult. Not

because the market was slow. Because a layer was missing.

The good news: every layer can be built. Presence is a discipline. Understanding

is a practice. Competence is a skill. Honesty is a decision. Consistency is a

system.

None of them require talent. All of them require intention.

The Long Game

Here is what I know after hundreds of millions in luxury real estate:

No one ever told me they trusted me. They showed me. By calling back. By

referring a friend. By signing a contract without being asked twice. By saying,

like that buyer in the meeting I described at the beginning of this chapter:

*Sam, we trust you. Tell us which one.*

That moment that particular sentence doesn't happen at the end of a great

closing technique.

It happens at the end of a series of great decisions. The decision to show up

prepared. To listen more than you talk. To follow up with something real. To

tell the truth when it was inconvenient. To be consistent when consistency was

boring and when no one was watching and when the deal was already done and there

was nothing left to gain.

The close in luxury is not a skill you deploy at the end. It's the outcome of

who you are throughout.

Everything in this framework the five letters, the five layers, the five emails,

the five layers of the trust stack they're all pointing at the same thing: the

agent who earns the most trust wins the most business. Not because they're

slicker. Not because they work a better room. Because they built something real,

transaction by transaction, person by person, year by year.
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Ivan Sher built Las Vegas's most recognized luxury brand that way. Not with a

campaign. With a decade of doing right by people who trusted him.

That's the model. That's the only model that scales.

There's a principle I come back to constantly: generosity is the law of

relationships. Give first. Add value before you ask for anything. Be useful

before you're useful to yourself. The trust follows. It always follows.

And once you have it once clients trust you at the level where they stop

evaluating you and start recommending you the referral engine builds itself. One

client who genuinely trusts you tells three friends. One who doesn't trust you

tells ten.

You can do the math from there.

Bridge to Part Three

COURT is complete.

Connect. Own the Room. Understand Psychology. Results Through Data. Trust That

Converts.

Five letters. Five disciplines. The framework behind $350 million in luxury real

estate not because the framework is clever, but because it works. Because it's

built on what actually happens between people when one of them genuinely tries

to serve the other.

But the framework only lives inside a larger system. Your brand. Your network.

Your perseverance. Your purpose.

Part Three is about the bigger game.

*End of Chapter 8*

Chapter 9: Building a Brand That Sells Before You Speak
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I got a call once from a woman I had never met.

She opened by saying, "Sam, I feel like I already know you."

I asked how. She said she'd been following my Instagram for about six months.

She'd watched my market breakdowns. She'd listened to a few episodes of the

D-League Podcast. She'd seen me talk about the Summerlin corridor and what was

happening with luxury inventory in Southern Nevada and what Californians

relocating to Vegas actually cared about when they were buying in this market.

She hadn't saved my number. She hadn't gone looking for me at a networking

event. She just watched, and listened, and then one day she needed an agent, and

it wasn't a decision for her. It was already made.

We were under contract within three weeks.

I want you to hold that story for a second. Not because it's impressive I'm

going to tell you stories that are more impressive before this chapter is over.

I want you to hold it because of what *didn't* happen. There was no cold

outreach. No follow-up sequence. No listing presentation where I had to convince

her I was the right agent. She'd already done all of that work on her own. The

brand had made the introduction. The brand had built the trust. By the time we

got on the phone, I just had to show up and not be worse than what she'd

imagined.

That's what a brand does.

It sells before you speak.

Before I Had a Brand, I Had Signs

Let's go back to the beginning, because this matters.

My first real estate marketing strategy was twenty-five open house signs.

Sometimes more on a good day, thirty.

I'd load them into the back of my car before dawn, drive the neighborhood, stake

them into medians and corners and every cul-de-sac I could find, all pointing
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toward whatever house I was holding open that day. Twenty-five signs. Sometimes

thirty. On a good morning, the whole neighborhood was an arrow pointing at Sam

Coleman.

I didn't call it branding. I didn't have that language yet. I just knew that the

more times somebody saw my name on a sign, on a flyer, on a sticker the more

likely they were to think of me when they needed an agent. I was in the

repetition business. I just didn't know it yet.

Here's the thing about those signs: they worked on the same principle as

everything I do now. Put your name in front of the right people, repeatedly,

until they recognize it. Everything that came after those signs the Instagram,

the TikTok, the YouTube, the podcast, the coaching program, the book is the same

principle at a larger scale with better technology.

Brand is not something you find. It's not sitting somewhere waiting to be

discovered. It's not a logo or a color palette or a clever tagline.

It's built. Piece by piece. Repetition by repetition.

"Built, Not Found."

That's not a marketing slogan. That's my biography. And it's the only honest

answer I can give to anyone who asks how I got here.

I didn't grow up with connections in real estate. I didn't have a mentor handing

me listings or a family name that opened doors. When I started, the only things

I had were a newly earned license earned on the fifth try, after four failures

while I was driving Uber just to keep the lights on and a willingness to outwork

everyone around me. The signs were the outwork. The signs were me saying: I

don't have the pedigree, but I'll put my name in front of more people today than

any other agent in this zip code. And tomorrow. And the day after.

Your Story IS Your Brand

I am six feet ten inches tall.

When I walk into a room any room, a listing appointment, a charity event, a
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conference, a Starbucks people notice. There's no version of me that enters

quietly. I'm a former professional basketball player from Baltimore who drove

Uber while studying for a real estate exam he failed four times before finally

passing. I now sell luxury homes in Las Vegas and run a coaching program for

agents who want to do the same.

That is not a neutral biography. There is nobody on earth who has that exact

combination of facts.

For a long time, I wasn't sure whether that was an asset or a liability. When I

first started showing up in luxury real estate, I felt it the moments where a

client looked at me and I could see the calculation happening. Who is this guy?

What is he doing here? I knew the voice. I'd been fighting it my whole life. The

voice that says you don't belong. That this isn't for people like you. That the

combination of where you came from and what you look like doesn't add up to

success in this particular arena.

The luxury world has a look, or at least a perceived look. Conservative clothes,

carefully modulated accent, a pedigree that signals old money or at least

adjacent-to-old-money ease. I am six-ten, from Baltimore, and for a stretch of

my adult life I drove strangers around Las Vegas in my personal vehicle to make

rent. I am not the look.

And then Ivan Sher said something to me that I've turned over in my head ever

since.

"If I try to be like them, the best I can be is a watered-down version of them.

If I try to be like me, no one can be like me."

Ivan said that in the context of building his own brand which is now the most

recognized name in Las Vegas luxury real estate. He wasn't always the most

recognized name. There was a time when he was just another agent in a

competitive market, figuring out who he was and how he was going to be

different. And the answer he found was: stop trying to copy. Start trying to be.

That hit me differently than most advice does.

Because I had been without fully realizing it trying to sand down my edges.

Trying to fit into a version of "luxury agent" that I'd seen modeled by other
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people. Conservative. Measured. Pedigreed. The things I actually was the

Baltimore kid, the basketball player, the guy who knows what it feels like to

have nothing and grind for everything I'd been treating those things like

secrets instead of assets.

The moment I stopped doing that, my brand became something nobody could

replicate.

My height is the brand. My background is the brand. My story is the brand.

And here's the principle that applies to you, whether you're five-four or

six-six, from Baltimore or Beverly Hills:

The thing about you that feels like a liability is actually your asset.

Whatever you've been hiding the background, the career change, the

non-traditional path, the thing that makes you feel like you don't quite fit the

mold that is the thing people will remember. That is the thing they'll talk

about when they refer you to their friends. That is the thing that makes you

irreplaceable, because nobody else can copy it. It's not yours because you built

it. It's yours because you *are* it.

I've talked to agents who are former military, former teachers, former nurses,

former athletes in sports nobody has heard of. They all share the same instinct:

to minimize that background. To present as generically professional. To become,

in their own words, "just an agent."

That's the worst possible strategy. There are a hundred thousand "just agents"

in any given market. There's only one person with your exact story. Lead with

that. Make it impossible to confuse you with anyone else.

Figure out what that thing is. Then lean into it until it can't be ignored.

"Built, Not Found"

I want to tell you where that phrase came from, because the origin matters.

It came from me looking at my own life and realizing I hadn't been handed any of

this. Not the professional basketball career I played three years of JV before I
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shot up ten inches and found my game. Not the real estate license I failed the

exam four times before I passed it. Not the luxury market position. Not the

content following. Not the coaching program that now has agents across the

country learning this methodology. Not this book.

Not a single piece of it was waiting for me anywhere. I had to go make it.

Every single piece was built. Piece by stubborn piece, often badly at first,

always requiring more than I thought it would, always asking more of me than I

was comfortable giving at the time.

And when I looked around at the agents who were succeeding at the highest level

Ivan Sher being the clearest example I saw the same thing. Ivan didn't inherit

his position. He spent ten years working weekends, vacations, long days,

building reputation through consistent client-first service before the name

meant anything in the market. "Probably ten years into it," he told me, "I

developed the confidence to like, you know what, I like where this is going. I

like who I am. I like what's happening."

Ten years.

That's what built means. It doesn't happen in a quarter. It doesn't happen in a

social media campaign. It happens through the accumulation of doing the right

thing for the right reasons, over and over, until the market recognizes it and

names it.

"Built, Not Found" became more than a tagline. It became a filter.

When I'm deciding whether to take on a coaching client, the question I ask is:

is this person willing to build? Not looking for a shortcut? Not expecting the

market to find them? Actually willing to put in the work?

When I'm deciding whether to post a piece of content, the question is: does this

add something, or does it just add noise? Because noise is not building. Noise

is the opposite of building.

When I'm deciding whether a new business direction makes sense the podcast, the

book, the coaching, all of it the question is: does this add to what I'm

building, or does it distract from it?
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The phrase filters everything. That's what a real brand does. It's not just how

the market sees you. It's how you make decisions. It's a north star for every

choice that touches your name.

And if you don't have a phrase like that yet a line that captures who you are

and what you're building finding it is the most important brand work you can do.

It doesn't have to be clever. It doesn't have to be original. It has to be true.

The moment you land on something true, you'll know it. Because it will feel less

like a description and more like a discovery.

Social Media Is a Trust Machine

Let me tell you what social media is not.

It's not a bragging wall. It's not a highlight reel of commissions. It's not a

place to announce every closing with a picture in front of a house and a caption

that says "Sold! DM me for your luxury needs." I have seen this formula destroy

more brands than it has built, because what it communicates and this is what the

client receives, even if it's not what the agent intends is *I am here for me,

not for you.*

High-net-worth clients have finely calibrated radar for self-promotion. They've

been sold to their entire lives. They know what it looks like when someone is

performing for their own benefit versus genuinely adding value. And when they

see the bragging content, they don't get impressed. They get suspicious. They

start wondering: if you're this focused on showing off the win, what are you

like when there's no win to show?

Here's what social media actually is, when done right:

It's a trust machine.

Every agent I've ever seen try to use social media to brag their way to listings

has eventually hit the same ceiling. The posts perform for a while the algorithm

rewards engagement, and showing off shiny things gets engagement in the short

term. But the clients they attract are the wrong clients: people who are
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impressed by optics rather than substance, who leave the moment a better-looking

option comes along, who don't generate referrals because they were never really

loyal in the first place. You can build a following with vanity content. You

cannot build a business with it.

Every piece of content is either making a deposit in the trust account or

withdrawing from it. The deposits are information that helps someone understand

the market. The deposits are behind-the-scenes content that shows how you

actually work. The deposits are honest reflections on what this business is

really like. The deposits are moments that reveal your values, your character,

your way of operating the things that are invisible in a listing and visible in

a conversation.

My content formula breaks down like this:

Forty percent of what I post is market education. Not vague observations.

Specific intelligence: what's happening with luxury inventory in this corridor,

why the $3M tier is moving faster than the $5M tier right now, what out-of-state

buyers care most about when they're relocating to Las Vegas, what the data says

about days on market in the communities I specialize in. This content does two

things simultaneously: it provides genuine value to anyone watching, and it

positions me as the expert in the room before I ever walk into a room.

Thirty percent is personal story and behind-the-scenes. Not every deal, not

every milestone that would cross into bragging territory. But the real moments.

The early morning prep before an important showing. The conversation I had with

a client that changed my thinking. What it's like to negotiate a deal at this

level. What building this business has actually required of me. This content is

the content that builds connection. It's what makes someone say "I feel like I

already know you."

Twenty percent is social proof. Not commission announcements, but outcomes that

tell a story. A client testimonial that speaks to process, not just results. A

case study of a transaction that was complicated and how we navigated it. The

before and after of a negotiation that protected a client. Proof that is earned

and specific, not generic and self-congratulatory.

Ten percent is a direct call to action. Yes, you can ask for the business. But
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only after you've given people forty percent, thirty percent, and twenty percent

first.

That's the formula. It's not magic. It's just the right ratio of giving to

asking.

The Platforms That Matter

I'm on Instagram @samisluxury and that platform functions as my credibility

base. It's where my market content lives. It's where I have 35,000 followers who

are, at any given moment, a mix of other agents who want to learn this business,

potential clients doing their research, and referral partners evaluating whether

I'm someone worth sending their clients to. Instagram is the portfolio. The DMs

are where deals begin.

TikTok @thesamcoleman is where discovery happens. A video can reach someone

who's never heard of Sam Coleman, never thought about Las Vegas luxury real

estate, never been in the market for an agent. And if that video gives them

something real a perspective, a piece of market intelligence, an insight into

how this world actually works some percentage of them will follow. Some of those

followers will eventually buy in Las Vegas. Some of them will know someone who

does. TikTok is the top of the funnel, and I treat it that way:

high-information, zero pretension, built for someone who knows nothing about me

yet.

YouTube is long-form trust. Somebody who has watched three or four of my YouTube

videos has spent real time with me. They've seen how I think. They've heard me

work through problems out loud. They've gotten a much deeper sample of who I am

than any Instagram post can provide. YouTube is where browsers become believers,

and believers become buyers.

Each platform serves a different purpose in the trust-building arc. You don't

need all three. But you need to understand which one you're on and what that

platform is designed to do for your brand.
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Authority Beyond the Algorithm

Social media is not the whole picture.

The D-League Podcast which I run, which is devoted to personal development,

which reaches people on the days they need to hear something true that is a

brand asset that exists completely outside of Instagram's algorithm. Every

episode is another form of showing up for people who are trying to build

something. And every person who hears it and connects with it becomes a node in

a network that has nothing to do with open houses or paid ads.

This book is a brand asset. Not because books make money they often don't but

because writing a book forces you to articulate what you actually know, and the

act of that articulation is itself a clarification of your brand. You figure out

who you are and what you stand for in the process of explaining it to someone

else.

Speaking is a brand asset. Every time I stand in front of a room at a real

estate conference, at a community event, at an industry seminar and say

something worth remembering, I've extended my brand into a space that digital

content can't reach. There are people in those rooms who will never follow me on

TikTok. But they'll remember the thing I said that moved them.

The Luxury Accelerator my coaching program is a brand asset. Because every agent

who goes through that program and succeeds carries my name with them. Their

results become my proof. Their wins are my testimonials. When they walk into a

listing presentation and close it, the methodology I taught them is what closed

it, and my name is attached to that methodology.

None of these things advertise Sam Coleman. They demonstrate Sam Coleman.

There's a difference. Advertising says "I'm an expert." Demonstration *is*

expertise. And at the luxury level, the clients you want the high-net-worth

clients who can smell inauthenticity before you open your mouth they can tell

the difference immediately.

The Hype Problem
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Ivan said something on my podcast that I think about constantly.

He was talking about the danger of agents who believe their own press. Agents

who start to confuse media attention and hype for actual business skill. He

said: "It's a moment in time."

That hit me.

Because I have been in moments where things felt big. The following grows. The

deals get written up. The recognition comes. And there is a version of that

moment where you start to believe that the hype is the substance. Where you

start to act like the brand you've built is self-sustaining, like the work that

built it doesn't need to keep happening.

Ivan's business partner used to say: "I'm only as good as my last transaction."

Not your first transaction, which was impressive. Not the portfolio you've

assembled over ten years, which is substantial. Your *last* transaction. What

did you do the last time someone trusted you with something that mattered?

That's the standard. That's what keeps brand from curdling into arrogance.

A brand without substance is not a brand. It's a trap. It attracts clients you

can't serve at the level they deserve, creates expectations you can't meet, and

damages your reputation faster than no brand at all.

The goal is not a big following. The goal is a brand so aligned with your actual

capabilities that every person it attracts is the exact right fit, and every

promise it makes is one you can keep.

The Brand Audit

Before we move on, I want you to sit with five questions. Not scan them. Sit

with them. Write down your answers. Honest answers, not aspirational ones.

**Question one:** If a prospect Googled you right now, what story would your

first page of results tell? Not the story you want it to tell. The story it

actually tells.

**Question two:** Does your social media presence reflect the agent you are or
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the agent you were two years ago? Most agents' digital presence is lagging

behind their actual capabilities by a significant distance. Is yours?

**Question three:** What is the one word you want clients to associate with your

name? Say it out loud. Now: is your content actively producing that word in the

minds of people who don't know you yet?

**Question four:** What would a client who has never met you tell their friend

about you, based only on your digital presence? Not what you hope they'd say.

What they'd actually say.

**Question five:** Is your brand currently attracting the clients you want or

the clients you've been getting?

The gap between the current-state answers and the desired-state answers is your

brand-building roadmap. Not a rebrand. Not a new website. Just a list of

specific, concrete things you can change starting this week that move you from

where you are toward where you need to be.

Pick one thing from that list. Do it before the end of this week.

That's how brands are built. Not in launches. In individual decisions, made

consistently, over time.

Your brand makes you findable.

But your network makes you unavoidable.

And in luxury real estate, being in the right rooms before deals exist is the

strategy that wins.

*End of Chapter 9*

Chapter 10: The Network Is the Net Worth

I want to tell you about the relationship that changed my career. Not a deal. A
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relationship.

Ivan Sher.

If you've been paying attention throughout this book, you've noticed that Ivan's

name keeps showing up. That's not an accident. It's not because I'm trying to

borrow his credibility though being associated with the most recognized name in

Las Vegas luxury real estate has never hurt me. It's because the relationship

itself is the lesson. It's the clearest example I can give you of what the right

network actually does for you.

When I tell people about Ivan, they want to know the mechanics. How did you get

into his orbit? How do you make a connection with someone at that level? And the

answer, when I give it honestly, is always a little unsatisfying to people who

are looking for a strategy.

I served.

I showed up. I added value. I demonstrated that I was serious about this

business and serious about doing it the right way. I didn't walk in and pitch

him on what Sam Coleman could do for Ivan Sher. I walked in trying to understand

what excellence at this level actually looked like, and I let my work speak to

whether I was capable of operating near it.

Over time, something shifted. The market started to put our names together. An

interviewer on a podcast once said: "When you think about luxury Las Vegas or

any type of high-end real estate, they think Ivan Sher, Sam Coleman." I remember

hearing that for the first time and sitting with how much it meant not because

of the ego of it, but because of the implication. One relationship, built over

years with real intention and real service, had changed what the market thought

about Sam Coleman.

One relationship.

That's the chapter.

Why the Network IS the Business
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Here's something that the agents who are grinding in mass-market real estate

don't always understand about the luxury tier: the buyers and sellers at this

level do not go looking for agents the way other clients do.

They don't Google "Las Vegas luxury real estate agent" and click through

listings. They don't respond to ad campaigns. They don't fill out website

contact forms.

They ask.

They ask their attorney. They ask their wealth manager. They ask their business

partner. They ask the friend who just sold in their same neighborhood or their

same tax bracket. They ask within their circle and their circle is exactly that:

a circle. A closed loop of trusted relationships that functions as a filter for

every major decision in their lives, including who manages the sale of their

most significant asset.

If you're not inside that circle, you don't exist.

Not "you have a disadvantage." Not "you're at a lower priority." You don't

exist. The conversation happens and your name never comes up, because it's not

in anyone's mouth. There's no algorithm that surfaces you. There's no cold email

that lands on the right desk at the right time. There's no open house sign that

gets you into the room where that decision is being made.

You're either in the circle or you're not.

The agents who dominate luxury real estate over time are not necessarily the

most talented agents. They're not always the best negotiators or the most

sophisticated data analysts or even the most compelling in a listing

presentation. What they are without exception is deeply embedded in the

professional ecosystems that surround high-net-worth clients.

Building that embedding is not a tactic. It's not a networking event you attend

three times and then check off the list. It's a years-long investment in genuine

relationships with the professionals who move in the same circles as the clients

you want to serve.

That investment is the business.
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The Referral Partner Ecosystem

Let me map out who matters most, and why.

**Attorneys.** Estate attorneys, family law attorneys, business transaction

attorneys all of them are constantly adjacent to real estate decisions. Estate

attorneys work with clients who are distributing or inheriting property. Divorce

attorneys are involved in every transaction where assets are divided, and real

estate is almost always one of those assets. Business transaction attorneys are

in the room when a business is sold and a client suddenly has liquidity. Every

one of these attorneys has clients who need a real estate agent, and they are

deciding constantly, quietly, in every relevant conversation whether your name

is one they'll offer up.

What can you give an attorney? Market intelligence they can use in their own

work. Referrals within your own network. The assurance that when they send a

client to you, that client will be handled with the kind of discretion and

professionalism that reflects well on the attorney who made the referral.

Attorneys live and die on their reputation for judgment. If they refer someone

to you and that experience goes sideways, it costs them something. Give them

every reason to believe you're a safe bet.

**Wealth managers and private bankers.** These are the people who manage the

capital that eventually buys the homes. They have the fullest picture of any

professional in the client's life they know the liquidity, the goals, the

timeline, the risk tolerance. When a client tells their wealth manager they're

thinking about buying a property, the very next question is often: "Do you have

an agent?" That's the moment you either exist in their vocabulary or you don't.

Private bankers at the institutions that work with ultra-high-net-worth clients

are especially valuable, because they operate at a level of trust and

confidentiality that means they're not going to refer anyone they don't

genuinely know and trust. The relationship has to be real.

**Architects and interior designers.** These professionals are in the home

before you are when a client is building or renovating and they're in the home

after you are when a client is preparing to sell or settling into their
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purchase. They have relationships with buyers and sellers at the exact moments

those people need a real estate agent. An architect who just finished designing

a $5M renovation for a client who is now thinking about selling that architect

knows you need a call.

**Other agents in other markets.** Las Vegas is a relocation city. A significant

portion of the luxury buyers in this market are coming from California,

Washington, Colorado, Texas, Arizona and increasingly, from international

markets. The agent who has relationships with luxury agents in the markets that

feed into Las Vegas has a pipeline that nobody without those relationships can

replicate. Those agents in San Francisco and Los Angeles and Seattle are talking

to clients all day who have made the decision to relocate. They need to send

those clients to someone they trust in the receiving market. Be that someone.

**Mortgage brokers.** Even in luxury, even with cash buyers, relationships with

mortgage brokers and private lending specialists matter. Not every luxury

transaction is all-cash, and even when they are, the client often has complex

financial structures that require sophisticated lending relationships. The

broker who works at that level is in constant contact with high-net-worth

clients. You want to be their first call when a client is looking.

The "Give First" Principle

Here's the mistake almost every agent makes when they try to build a referral

partner network.

They go to the wealth manager and they pitch.

They tell the wealth manager about their production numbers. Their average sale

price. How many luxury transactions they've closed this year. They hand over a

business card and say some version of "I'd love to be your go-to agent for real

estate needs."

And then they wonder why nothing happens.

The wealth manager doesn't need your resume. The estate attorney isn't looking

for a new referral partner because you made a compelling case for yourself in a

fifteen-minute lunch. These people are surrounded by agents pitching them. Every
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week, someone new is in their office with a glossy presentation and a request.

The ones who break through do it differently.

They come with something. A piece of market intelligence that's actually

relevant to the attorney's estate clients. A connection an introduction to

someone else in their network who can genuinely help. An insight into what's

happening in a specific price tier that the wealth manager can use in their own

client conversations. Something of value, offered without expectation, before

anything is asked in return.

I call this "give first," but the principle is older than any phrase I could put

on it.

I grew up in Baltimore, which is a city that conditions you toward scarcity. In

a scarcity environment, hoarding makes sense. You hold onto what you have

because there's not enough to go around. You don't give what you could use. You

protect your edges.

I had to unlearn all of that.

Because what I've found and this has been true in every meaningful relationship

I've built in this business is that generosity is the law of relationships. Not

as a spiritual concept, though I believe it spiritually too. As a practical,

functional, observable law: the more you give, without expectation, the more

comes back. Not always from the same source. Not always immediately. But it

comes back.

"Receiving is connected to giving," I've said on the D-League Podcast. "And

although I lived a selfish life for a very long time, I think now being a very

generous person I believe everything that I do that is connected to generosity

is the reason that I live the life that I live now."

That's not an abstraction. That's the mechanism behind every referral

relationship I've built that has actually produced.

The Uber Lesson

I want to go back to a story I've told before in this book, because it reads
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differently now.

My very first listing came from an Uber ride.

I was driving this was 2015, while I was studying for the real estate exam I

would go on to fail three more times and I picked up a passenger and we got to

talking. No strategy. No agenda. Just conversation. I mentioned I was pursuing

my real estate license. That passenger had a need. We stayed in touch. And that

conversation, in that car, turned into a $205,000 sale.

Think about that as a networking story.

I wasn't at a networking event. I wasn't following up on a warm lead. I wasn't

executing any kind of strategy. I was being a genuine human being in

conversation with another genuine human being, and the result was a business

relationship that produced real revenue.

Every human interaction is a potential network node.

That's not a reason to turn every conversation into a pitch. It's the opposite.

It's a reminder that when you're genuinely present with people curious about

them, interested in them, actually listening connections form that wouldn't form

if you were performing a sales routine.

The people who look like they have the most impressive networks are almost never

the most aggressive networkers. They're the most genuinely interesting people to

be around. They give. They listen. They remember what you told them three months

ago. They introduce you to someone useful without being asked. They're in the

room for reasons other than extraction.

Be that person. The network builds around you.

Joanne

My wife's grandmother's name is Joanne.

Before I ever had my real estate license, before I had my first client or my

first closing or any of the things that would eventually become this career, I

was helping at open houses. Carrying tables. Setting up. The work that nobody
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notices and nobody applauds. The work that exists entirely in service of someone

else's agenda.

There was no commercial logic to it. It didn't generate leads. It didn't put my

name on any sign. From the outside, it was invisible labor that produced nothing

for Sam Coleman.

What it actually produced was everything.

It taught me the principle that I have carried into every professional

relationship I've ever built: service before expectation. You show up for people

before you have any right to expect them to show up for you. You do the work

that needs doing before anyone has agreed to compensate you for doing it. You

give your time, your energy, your presence before you ask.

Every referral partner relationship I've ever built that actually lasted was

built on that principle. I gave something first. Not a pitch. Not a

presentation. Something real. And then, when the moment came, the relationship

was already there.

Joanne's lesson is not sophisticated. It's not a framework you need to study.

It's the simplest thing in the world: show up, serve, and trust that the

relationship will take care of itself.

Choosing Your Network

There's a story I have to tell here that's harder to tell.

I grew up in Baltimore. And some of the people I grew up with people I played

basketball with, people I played red light green light with some of those same

people robbed me. Not strangers. People I knew. People I had relationships with.

The dark side of network is this: the connections you're born into are not

always the connections that will help you build the life you want. Sometimes the

most consequential networking decision you'll ever make is choosing which

relationships to walk away from.

I had to make that choice. The scarcity thinking that Baltimore installed in me
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the survival mentality, the zero-sum view of the world, the idea that someone

else's win means your loss I carried that into my early adult life. I had to

actively, deliberately choose to replace it with something else.

The network you choose is the life you get.

Not just in business. In every dimension. The people you spend time with shape

how you think, what you believe is possible, what you accept as normal. Ivan

Sher's late business partner used to say something that Ivan still quotes: "I'm

only as good as my last transaction." That's a standard. That's the kind of

standard that circulates in your mind when the people around you hold it. You

absorb the thinking of the people in your orbit.

Choose accordingly.

Not every room deserves your presence. Not every invitation is worth accepting.

The relationships you say yes to are as important as the relationships you

pursue, because both are decisions about who you're becoming.

Ivan's Business Partner

Ivan opened one of our conversations by quoting his late business partner.

"What did it take?" someone asked him.

He said: "What did it take? Ten years and the right people. Thankfully, as I

mentioned, my business partner who passed..."

He didn't finish that sentence in the way you might expect. He didn't itemize

what his partner did or what they built together. He let it sit. But in the

sitting, the meaning was clear: the network that matters most is not the one

that produces deals. It's the one that produces wisdom. It's the people who

shape how you think about this work, this life, what it means to do both of them

well.

Ivan built the most recognized name in Las Vegas luxury real estate. And when

he's asked what it took, the first word he says is "God," and the next thing he

says is "the right people."
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Not the right marketing strategy. Not the right database. Not the right

geographic farm.

The right people.

I think about that a lot. About how much of what we spend our time optimizing is

secondary the tactics, the platforms, the funnels, the sequences when the

foundational asset is always the human relationships that make the whole thing

possible and meaningful.

You can have a great brand and no network and you'll get inquiries you can't

convert into lasting business.

You can have no brand and a great network and you'll get quiet referrals that

close themselves.

Both matter. But if I had to choose and I've never had to choose, because they

reinforce each other I'd take the network every time. Because a great network

creates your brand for you, in the conversations of the people who trust you,

where you're not even in the room.

The Pickup Game Principle

I was nineteen years old, and I was playing pickup basketball outside a

building.

I wasn't at a tryout. I wasn't at a showcase. I wasn't strategically placing

myself somewhere visible to someone who could advance my career. I was just

playing the way I always played, the way I'd played since Leroy took me to that

court in Baltimore when I was eight years old. All the way in. No audience

needed.

A college coach saw me through a window. Not at a tryout. Through a window.

He came outside and asked me where I went to school. I told him I wasn't in

school. I told him I was working at a warehouse.

He said come to Coppin State anyway.

That conversation produced a Division I basketball career. That Division I
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basketball career produced the foundation of credibility that eventually got me

to NBA workouts. That NBA path even though it broke in ways I didn't plan for

eventually deposited me in Las Vegas, which is where everything else happened.

All of it traced back to a pickup game I was playing for no one in particular.

The principle is this: be your best self in every room, even the rooms you're

not trying to be seen in. The network doesn't always find you because you

positioned yourself well. Sometimes it finds you because you were fully present

in a moment that had nothing to do with strategy, and the right person happened

to be watching.

You cannot engineer that. But you can show up fully enough, consistently enough,

that when it happens, you're ready.

Map Your Network

I want you to do something before you close this chapter.

Draw a circle. Put your name in the middle.

Now draw six rings around it: one for attorneys, one for wealth managers and

private bankers, one for architects and interior designers, one for mortgage

brokers and lenders, one for luxury agents in other markets, one for anyone who

doesn't fit those categories but has consistent access to the clients you want

to serve.

For each ring, write down every real relationship you have in that category. Not

names you know. Not business cards you've collected. Actual relationships people

who know you, know your work, and would think of you in a relevant conversation.

Now look at what's there. And what isn't.

Where the rings are empty, that's the work.

For each category where you have no relationships: who in your existing network

could make an introduction? What event, organization, or community exists in

your market where these professionals gather? What do you have to offer them
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before you ask for anything?

For each category where you have dormant relationships people you knew once but

haven't touched in a year or more: what can you give them this week? A piece of

market intelligence? An introduction? A conversation with no agenda except to

genuinely check in?

Create a 30-day plan. Five relationships to initiate or reactivate. For each

one, your opening move is a give not a pitch, not a coffee meeting where you

explain what you do. Something of genuine value, offered without expectation.

That's the whole strategy.

Do it for thirty days. See what starts to move.

Building a brand and building a network are not separate tasks. They feed each

other. Your brand makes the introduction when your network opens a door. Your

network generates the proof that your brand needs to be credible. Over time, you

can't tell where one ends and the other begins it's all just the reputation

you've built, circulating through the rooms you've invested in, doing work you

can't see.

That reputation takes time.

Time in which deals will fall apart. Clients will go dark. Markets will shift. A

relationship you spent six months building will send their business to someone

else for reasons you'll never fully understand.

The agents who survive that time who come out the other side with something that

actually compounds are the ones who stay in the room.

Not because they're tougher.

Because they understand why they're there.

That's what the next chapter is really about.

*End of Chapter 10*
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BIG SALES

By Sam Coleman
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CHAPTER 11: Perseverance The Deals That
Almost Didn't Happen

The deal almost died three times.

I'm going to call the client Marcus that's not his real name, but the details

are real. He was a physician, a relocator from the Bay Area, serious money and

serious opinions about how he wanted to spend it. He had been looking at

properties in the $3.5M to $4.5M range. We'd spent three months together touring

homes, going through the data, narrowing down the communities and we had finally

landed on a property in MacDonald Highlands that felt right. Not perfect by his

calculation, but right. The views were there. The layout worked for how his

family lived. The price, after negotiation, was where it needed to be.

Then his financing fell apart.

Not because of anything he did wrong. His lender a national bank he'd used for

years had an internal policy change mid-process, and suddenly the terms he'd

been quoted were gone. We had two weeks before the contract expiration date. He

called me frustrated, halfway to walking away, and said words that I've heard

before and that agents who don't know what they're doing respond to the wrong

way: *"Maybe this just isn't the right time."*

I said: "I hear you. Give me seventy-two hours."

I worked the phones. Relationships matter in this business, and I called every

private lender and mortgage relationship I had. By hour forty-eight, we had a

new lender. Better terms than the original. Marcus was back in.

Then the inspection turned up something.

A drainage issue. Expensive, not catastrophic. But expensive enough that Marcus

went quiet for four days, which in real estate terms is an eternity. I didn't

panic. I called, texted, gave him space when the space was warranted, and

maintained presence without pressure. On the fifth day, he came back. We
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negotiated a seller concession that covered sixty percent of the projected

repair cost. He accepted.

Three weeks later, he tried to back out again not because of the house, but

because his partnership at the hospital was going through a restructuring and

his future felt uncertain. This wasn't a real estate problem. It was a life

problem wearing a real estate costume. I knew that. I called him, and I did

something that I think a lot of agents are afraid to do: I asked him what was

actually going on.

Not about the house. About him.

He talked for forty minutes. About the partnership, about the move, about what

this decision meant for his family and whether this was the right time to anchor

themselves to a city when so much was in flux. I listened. I didn't sell. And at

the end of the conversation, when he'd said everything that had been sitting on

his chest for weeks, I said: "Everything you just described is real. And none of

it is a reason to walk away from the right house. But if you need more time to

get clear on the bigger picture, I'll wait."

He called me back two days later. We closed thirty days after that.

What saved that deal wasn't a tactic. It wasn't a framework, a script, or a

closing technique I pulled from a training seminar. It was the willingness to

stay in the room when the room got uncomfortable. It was the belief not always

logical, not always comfortable that the deal was worth fighting for. And the

discipline to keep showing up, keep following up, keep holding the thread, even

when the other end had gone slack.

That is perseverance. Not the word on a motivational poster. The thing you do at

hour forty-eight when you're working phones and you still haven't solved the

problem.

Let me tell you what perseverance actually costs, because I think we do people a

disservice when we make it sound heroic.

It costs sleep. It costs comfort. It costs the certainty that your effort will

be rewarded by a specific date. It costs the peace of mind that the work you've
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put in months of it sometimes, years of it in a career is going to produce the

outcome you've been building toward.

Luxury real estate is a long-cycle business. The deals I work now the $3M, $4M,

$6M transactions have sales cycles that sometimes stretch eight, ten, twelve

months from the first conversation to the close. That's not the exception.

That's the expectation. Which means that on any given day, I am working on deals

where the commission might be months away, where the client I'm serving may not

sign a contract this quarter or possibly the next. The money is real when it

arrives. Before it arrives, it's a number in my head attached to a relationship

I'm working to maintain.

Most people do not tell you about that part.

They post the sold sign. They share the screenshot of the commission check. They

talk about the win in the present tense, fully formed, as if it arrived in the

mail one morning without anyone's blood in the envelope. What they don't show

you is the sixty-day stretch where nothing closed. The two deals that fell apart

in escrow in the same week. The referral that went to another agent because the

timing was off. The moment you looked at your pipeline and felt the familiar

anxiety of the feast-or-famine cycle the thing nobody warns you about when you

first get into this business.

Here's what that anxiety actually feels like. You have a deal in contract maybe

a $2.5M listing, commission around $60,000. And it falls apart. Not because you

did anything wrong. The buyer lost funding. Or the inspection revealed something

that spooked them. Or the seller changed their mind. Or and this happens more

than you'd think in luxury the buyer's spouse flew in from out of town, saw the

house in person for the first time, and decided it wasn't right. None of that is

under your control. All of it hits like a punch.

And then you have to get up and keep going.

I've been there. Multiple times. The worst version of it is when two deals fall

apart in close succession, because then the math becomes impossible to avoid.

Two $60K commissions evaporating in a two-week window is a $120,000 hole in a

pipeline that you've spent months building. And you still have to show up every

morning, still have to make calls, still have to bring your A-game to the next
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appointment with someone who has no idea what the last six weeks of your

professional life looked like.

That's the part nobody talks about. But it's also the part that separates who

stays in this business from who leaves it.

The buyer who came back after sixty days of silence I'll call her Renee.

She had reached out in the spring, referred by a client I'd worked with two

years earlier. She was looking for something in the $2M range, newer

construction, specific community requirements. We toured five properties over

two weeks. She seemed close. I could feel the decision forming. And then she

went quiet.

Not just slow to respond. Quiet. No replies to texts. Phone calls going to

voicemail. The particular kind of radio silence that every agent learns to read

and dreads. I've seen agents in that situation do one of two things: either they

panic and start bombarding the client with messages, increasing the pressure

until the person feels hunted. Or they disappear completely, chalking it up to a

dead lead and moving on.

I did neither.

Every two weeks, I sent Renee something useful. Not a check-in. Not a "just

following up" message, which is the email equivalent of an empty room. I sent

her market intelligence a specific comp that had just closed in a community

she'd mentioned, a price reduction on a property that hit her criteria, a note

about something changing in the inventory. Each message took five minutes to

write and said, implicitly: *I'm still here. I'm still paying attention to your

situation. There's no pressure, but I haven't forgotten you.*

Sixty-three days after her last response, she called.

She'd gone quiet because of a family issue that had nothing to do with real

estate. A family matter she hadn't wanted to get into when we first spoke. Now

it was resolved, she was ready to move forward, and she wanted to pick up

exactly where we'd left off. We found her property within three weeks and closed

within forty-five days.
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I think about that deal often because of what the alternative would have looked

like. If I had pushed too hard during the silence, I would have soured a

relationship with a woman who was going through something difficult and didn't

need more noise in her life. If I had given up and moved her to the dead file, I

would have lost a deal that was already mine I'd done the work, built the

relationship, and just needed to maintain it.

Persistence without pressure. Follow-up that serves the client rather than the

agent's anxiety. That's the discipline. And it's harder than it sounds, because

every day you're not hearing back from someone feels like a day you might be

losing them. But the truth is, the clients who are right for you will come back.

Your job is to make sure that when they do, you're the person they call first.

There's a deal I lost that I want to tell you about, because perseverance

doesn't always mean winning. Sometimes it means staying in the game long enough

to learn something you needed to learn.

I had an inspection fallout a $3.8M property, deep in escrow, and we hit

something structural. Not cosmetic. The kind of issue that becomes a negotiation

within a negotiation. The buyer wanted a $150,000 credit. The seller was willing

to give $40,000. The gap was $110,000, and both parties had dug into their

positions in a way that made the middle feel impossible.

I spent two weeks working that gap. I got my contractor on the property for an

independent assessment. I got documentation that narrowed the actual repair cost

to something closer to $85,000. I proposed a split that got us to $75,000 in

credits with a price adjustment that made the math work for both sides.

The seller declined and terminated.

I was angry. I won't pretend I wasn't. I'd put real work into solving a real

problem, and the seller had chosen to take their chances on the open market

rather than close a deal that, in my assessment, was the best outcome available

to them. The buyer moved on to another property. The listing sat for another

seventy days before selling for $200,000 less.

I was right about the market. I was wrong about being able to convince the
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seller of that. And the lesson I took from it the one that's made me better is

this: you can bring knowledge and strategy and effort to every deal, but you

cannot force a client to make a good decision. Your job is to give them the

information and the framework to decide wisely. What they do with it is theirs.

That's hard to accept when you've spent weeks on something. But the agents who

can hold that acceptance without bitterness who can close the file, absorb the

lesson, and walk into the next appointment without carrying the last one those

are the agents who last.

The referral that took eighteen months.

I want to be careful about how I tell this story because it teaches something

that most sales training will never tell you: some seeds take a long time to

grow, and rushing them doesn't help. It kills them.

The introduction came through a wealth manager I'd built a relationship with

over the prior year. His client a business owner, late fifties, semi-retired was

"thinking about" real estate in Las Vegas. Not ready to buy. Not actively

looking. Thinking about it. Which in any normal sales psychology means: follow

up a few times, qualify, and if there's nothing there, move on.

I treated him differently.

Every six to eight weeks, I sent him something that reflected I'd been paying

attention to his situation not generically, but specifically. I knew he was

interested in a guard-gated community with golf proximity. I knew his wife was

from Phoenix and wanted something with a particular feel. I sent them one

article about a community event in one of the neighborhoods I thought fit their

criteria. A comparison of absorption rates in two communities they'd mentioned.

Not marketing. Intelligence.

Fourteen months in, he called and said he was ready. He'd been watching me that

entire time. Every message I'd sent had landed. He'd seen other agents reach out

too "just following up" emails that said nothing, calls that were clearly about

the agent's needs rather than his. But mine were different. "You've been paying

attention," he told me. "I knew when the time came, I was calling you."
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We closed a $4.1M property sixty days later.

Eighteen months. Twelve or thirteen touchpoints. One deal. $120,000 commission.

The math on patience, when it works, is remarkable. But the patience only works

when it's backed by genuine service when you're actually providing value in

every touchpoint, not performing service while really just keeping yourself

visible. Clients can tell the difference. The ones worth having can always tell

the difference.

I want to talk about what keeps you going during the long cycles, because

knowing the tactics isn't enough if you can't hold yourself together when the

pipeline is thin and the calendar looks quiet.

Here's what I do. Every day, regardless of how the pipeline looks.

First thing, before I look at anything else, I study the market. Not casually. I

check MLS for new listings at my price points, any price changes, what went

pending, what closed. I track the data that makes me credible when I walk into

an appointment. This is not exciting. It is not the thing you do when you're

feeling inspired. It is the minimum. The baseline. The thing that means when a

client asks me a question at noon on a Wednesday, I have the answer not because

I looked it up in the car on the way there, but because I already knew it that

morning when I woke up.

Second: I follow up. Every lead gets a touchpoint on a schedule. Not a random

check-in whenever I happen to think of them. A schedule. This person gets

contacted every two weeks with something useful. This person is thirty days out

from a decision and gets a weekly market update. This person has been quiet for

sixty days and gets a soft check-in about something specific to their search.

The follow-up is not reactive. It's planned. And it happens even when I don't

feel like it, because feelings are not a reliable indicator of business

necessity.

Third: I create content. Even when nobody's watching. Especially when nobody's

watching. The posts, the videos, the market updates that I put out into the

world when my engagement numbers are modest and nobody's responding those are
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the ones that build the foundation. Because content accumulates. The person who

finds me six months from now and goes back through my feed to decide if I know

what I'm talking about is going to see months of consistent, intelligent market

commentary. Not a burst of activity when I felt motivated followed by weeks of

silence. Consistency. That's the brand. Consistency builds trust even with

people I've never met.

Fourth: I take care of my body. I know this sounds like it belongs in a

different kind of book, but I'm telling you the physical discipline and the

business discipline are not separate things. When I'm training consistently,

when I'm eating well, when I'm moving my body with the same intentionality I

move my business my mind is sharper, my patience is longer, and my energy in

client interactions is real rather than performed. The body affects the mind.

That's not a wellness cliché. That's a business reality.

Fifth: I anchor to something bigger than the deal. For me, that's faith. I start

and end my days in a place of prayer and reflection that keeps the temporary

setbacks from feeling permanent. Not everyone shares that practice, and I'm not

prescribing it. But the principle underneath it having an anchor that isn't

attached to market conditions that's non-negotiable regardless of what form it

takes. Because there will be weeks when the market doesn't cooperate. There will

be months when deals die and leads go cold and you question every decision

you've made. If your stability depends on the pipeline being full, you will not

survive the inevitable seasons when it isn't.

Let me take you back to the real estate exam.

I talked about it in the introduction the six attempts, the five failures, the

drive home after each one. But I want to sit in it longer here, because I think

the full weight of it is something people need to feel, not just know.

The first time I failed, it was clarifying. I hadn't been ready. I understood

that. I went back, studied harder, adjusted my approach. I thought I had it.

Second time: I was more nervous than the first. And when you're more nervous,

you're less sharp. You overthink. You sit with a question that you know the

answer to and talk yourself out of the right answer. I walked out and did the
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math on the way to my car and knew before I got to the parking lot.

Third time: Something changed. Not in a good way. The voice in my head started

sounding less like a test-prep coach and more like a verdict. *Maybe this isn't

for you.* Which was the same voice that told me I was too small for basketball,

and the same voice that I had to beat then. But the thing about that voice is

that it adapts. It finds your specific fear and speaks it in your specific

language. And my specific fear at that point wasn't that I wasn't smart. It was

that I'd been wrong about my next chapter. That real estate wasn't going to open

the door I needed it to open. That I was going to be driving Uber forever.

Fourth time: I was still driving Uber. A hundred dollars most days. Jaden was

small. My wife was working. We were building something together on a foundation

that didn't have much margin. I came home from the fourth failure and I sat in

my car in the driveway for a few minutes before I went inside. Not crying. Just

sitting. Letting the silence be what it was.

My wife met me at the door. She didn't ask how it went she could see how it

went. She just looked at me and said: "You're going to go again."

It wasn't a question. It wasn't even really encouragement. It was more like a

fact she'd already settled in her own mind. The expectation had been set, and it

wasn't set by her expecting more from me than I could deliver. It was set by her

knowing what I was made of, which in that moment I had temporarily forgotten.

I went again.

The fifth time I failed, I understood something about the exam that had nothing

to do with the material. The exam wasn't testing my knowledge. Not primarily. It

was testing my relationship with difficulty. It was asking, in the most

impersonal way possible, whether I would keep going when going was hard. And

four times I had said yes. The question was whether I would say it a fifth time.

I said it.

The sixth attempt was different. Not because I knew more I knew what I knew.

What was different was that I'd separated myself from the outcome in a way that

previous attempts hadn't allowed. I was going to pass or I wasn't. But I was

going to take the exam. What happened after I submitted it was going to happen
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after I submitted it. All I could control was the work I'd done to prepare and

the work I did in that room.

I passed.

And here is the honest truth about what I felt when I saw the score: it wasn't

triumph. It wasn't the Rocky-arms-raised-at-the-top-of-the-stairs moment. It was

quieter than that. It was closer to a deep exhale. Like I had been holding

something heavy for a long time and I finally got to set it down.

What changed between the fifth attempt and the sixth wasn't the material. What

changed was me.

Every failed attempt had stripped away something some illusion about how hard

this was going to be, some assumption that if I just tried harder the door would

open. By the sixth attempt, I had no illusions left. I just had the work, the

preparation, and the decision to try one more time.

Those five failures were not wasted. They were the exact cost of the license I

was about to get. Every agent who passed on their first try got the same license

I did. But I knew something they didn't: I knew what it cost. And that knowledge

has never left me.

Perseverance is not a personality trait. I need to say that clearly, because the

language around perseverance tends to make it sound innate as if some people are

built to push through and others aren't, and you just have to hope you're one of

the ones who can take a punch.

That's not how it works.

Perseverance is a practice. It is built like everything in this book. You build

it by making the decision, repeatedly and without fanfare, to try one more time.

To follow up one more time. To make one more call when you don't feel like it.

To stay in the room when the room is uncomfortable. Those decisions, accumulated

over time, become the thing people look at from the outside and call

perseverance.

My mother, Peggy Coleman, understood this in a way she never needed to
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articulate. She raised my sister and me in Baltimore, mostly alone, on a

foundation of showing up. Not speeches. Not motivational frameworks. Just

showing up. Every day. When things were hard. When money was short. When the

situation required more of her than any person should reasonably be expected to

give.

She didn't have a coach telling her about her "why." She didn't have a

framework. She had two children who needed her to keep going, and so she kept

going.

That is where I learned perseverance. Not from a book. Not from a seminar. From

watching my mother choose, every single day, to stay in the room.

The luxury real estate career I have the $350 million in career sales, the homes

in MacDonald Highlands and The Ridges, all of it started in Baltimore in an

environment that could have pointed me in a thousand different, worse

directions. I got out of it because my mother modeled the most important thing I

ever learned: that you don't wait to feel like fighting. You just fight. And

then you feel it.

There's a concept I come back to constantly, and I want to name it here because

it's the counter-argument to every excuse you'll ever make about not being

ready, not feeling it, not having what you need to move.

Inspiration comes in motion.

You cannot wait to feel motivated before you act. Motivation is not a

precondition it's a byproduct. You don't wake up every day fired up and ready to

put out twenty-five signs. Some mornings you wake up and the ceiling looks the

same as it did yesterday and everything in you wants to stay horizontal. The

podcast can only do so much. There's only so much Eric Thomas, only so much Tony

Robbins you can consume before the gap between the inspiration and the actual

work becomes its own kind of avoidance.

At some point, you just have to get up and go.

And here's what happens when you do: the inspiration arrives. Not before you

move. After. It's the act of moving that calls the motivation forward. The first
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sign you stake into the ground is the hardest one. The second sign is easier. By

the fifth sign, you're in it. By the tenth sign, you're in the work the way only

motion gets you into work.

This is not a productivity hack. This is the truth about how humans are built.

We are not motivated and then act. We act and then we are motivated. The

sequence matters.

Applied to real estate: you don't wait to feel like a luxury agent to start

pursuing luxury business. You start pursuing it the calls, the content, the

market knowledge, the open houses in the right properties and the identity

follows the action. You don't find who you're becoming. You build it. One sign

at a time. One call at a time. One failed exam and another attempt and another

attempt until the answer is yes.

That's the whole book. That's all of it. Right there.

When you fight for your limitations, you get to keep them.

That's a line I carry. I've said it to myself on the mornings when the voice

comes in with its list of reasons why today might not work, why the deal might

fall apart, why the client might go cold, why this market might be working

against me. The voice has evidence. It usually does. The voice is good at its

job.

But every time I argue for the limitation every time I give the reason serious

real estate in my head, let it set up shop, let it become a conclusion rather

than a concern I am actively choosing to keep it. I am filing the paperwork on

my own ceiling.

So I've learned not to argue for them. Not to silence them, exactly they don't

go away, and pretending they do is just a different kind of avoidance. But to

acknowledge them and keep moving anyway. To say: yes, this is hard. And also:

that's not new information. Let's go.

Exercise: Write Your "Why"
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Before you move to the final chapter, I want you to do something harder than any

exercise in this book.

Write your Why.

Not your goals. Not your vision statement. Not the aspirational language that

sounds good out loud but doesn't actually hold you when things fall apart. I'm

talking about the raw, honest, specific reason you keep going. The one that's

true even when nothing else is.

One paragraph. Handwritten if you can.

Mine references Jaden my son, who deserves a father who shows him what getting

up looks like. It references my wife, who believed in me when the evidence for

believing was thin. It references my girls, who are growing up in a home where

showing up is expected because they've never seen anything different. It

references my mother, who showed me that perseverance isn't heroism it's just

what you do.

That's my why. It doesn't belong on a poster. It belongs in a drawer I open on

the hard days.

Yours is different. It should be.

Write the real version. Not the version you'd put in a LinkedIn post. The

version you'd read alone in your car after a deal falls apart. The version that,

when you're done reading it, makes you start the car and drive to the next

appointment.

That paragraph is the most important real estate tool you have.

Then write three sentences specific, honest, non-negotiable that you commit to

reading when you want to quit.

Put them somewhere you'll find them when you need them.

Because you'll need them.

*Chapter 12: Move With Purpose*
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CHAPTER 12: Move With Purpose

There's a moment I want to tell you about.

Not the one from the Introduction not the night I drove the Uber through The

Ridges, not the garage door opening, not the quiet revelation in the car that

there was a level I hadn't found yet. That moment was about the gap. This one is

different. This one is about what it feels like when the gap closes.

I was standing inside a home in MacDonald Highlands. One of the most exclusive

communities in Las Vegas guard-gated, mountain views, homes starting in the

multiple millions. I had been to MacDonald Highlands many times. But this day

was different. This day, I was there as the listing agent.

The home was vacant. Eleven-foot ceilings, a primary suite that looked out over

the valley, travertine floors that your footsteps barely registered on. Late

afternoon light coming through the glass in the way that only desert

architecture captures that warm, specific Nevada gold that belongs to no other

place. I was doing a final walkthrough before the listing went live. The

photographers had come and gone. The home was exactly the way I'd prepared it.

I stopped in the middle of the great room.

There wasn't a particular thought that started it. It was more that the room the

house, the view, the silence pressed a question up through me without asking for

permission. *How did you get here?*

And for a few minutes, standing in that room in MacDonald Highlands, I let

myself answer it honestly. Not the elevator pitch version. The actual answer.

Baltimore. An outdoor basketball court when I was eight. My mother making sure

we had what we needed even when what we needed was more than she had. A coach

who told me I was too small and made me want to be impossible to ignore. An ACL

in Houston when I was finally close enough to touch the thing I'd been chasing.

A plane ticket back from Dallas on a Sunday. A hundred dollar day in an Uber. A
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night in The Ridges when a garage door opened and changed what I thought was

possible. Five failed exams. A horn honk. A first commission check that wasn't

enough and then a second one that was.

And then: years. Years of open houses and follow-up calls and market reports and

content nobody watched and content that found the right person at the right

moment. Years of relationships built before they were needed, trust earned

before it was tested, a brand built sign by sign and deal by deal from scratch.

I wasn't found by this room. I was built into it.

That distinction the one the whole book is about, the one this moment confirmed

is what I want to leave you with.

Let me name what actually happened across the chapters you've just read.

Because it wasn't primarily that you learned frameworks. It wasn't primarily

that you acquired tactics or absorbed strategies or collected tools. All of that

happened the COURT methodology, the data disciplines, the psychology of affluent

clients, the brand architecture, the network principles. You have all of it.

But underneath all of it, something more fundamental was happening.

You were becoming someone different.

The agent who picks up this book and the agent who puts it down those are not

the same person. Not because the book changed them. Because the book required

something of them. The exercises. The honest writing. The identity audit. The

acknowledgment of where the self-image has been capping the career. The

decision, implicit in the act of reading all the way through, that the ceiling

the market saw when it looked at you wasn't the actual ceiling.

That's an identity shift. It's subtle when it's happening and obvious in

retrospect. The client you approach with different energy next week because

you've done the work in Chapter 3. The listing presentation that feels different

because you've built the 8-point prep checklist into a habit. The follow-up

cadence that's now a system rather than a reaction to anxiety. The way you walk

into a room. The way you talk about yourself. The way you hold a difficult
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conversation with a seller who doesn't want to hear what the data says.

You're not the same agent you were when you opened to page one.

And the question the final chapter asks the only question worth asking is: what

do you do now?

Here's what the next twelve months can look like if you implement this.

I'm not going to promise you a number. I don't know your market, your current

volume, your specific situation, your sphere of influence, or the particular

gaps between where you are and where you want to go. Anyone who promises you a

specific outcome from a book is either lying or selling something beyond what a

book can deliver.

But I can tell you what's possible. Based on what I've seen. Based on what

happened to me, and what I've watched happen to agents I've coached through this

work.

In the first sixty to ninety days: mindset shift. This is the earliest change

and the most foundational. The identity work of Chapters 1 and 3 doesn't produce

a commission check. What it produces is a different orientation a different

sense of what you're capable of and what you're entitled to pursue. You'll

notice it first in the clients you're willing to approach. The conversations

you're willing to have. The price points you're willing to call your range. The

shift happens in the language before it happens in the results.

By month three or four: the quality of your appointments changes. Not

necessarily the volume. The quality. Because the COURT framework fundamentally

changes the way you prepare and the way you show up. You're bringing data you

didn't used to bring. You're listening in a way you weren't trained to listen.

You're reading the room with a discipline that gets sharper with practice.

Clients feel this. They may not name it they'll say "I just felt comfortable

with you" but what they're feeling is the difference between an agent and an

advisor. And they choose advisors.

By month six: the network starts to move. The referral relationships you've

begun building the wealth managers, the attorneys, the builders, the
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cross-market connections start to produce. Not all of them, not all at once. But

the give-first mentality, compounded over months, begins to return something.

This is where the luxury pipeline starts to feel less random and more designed.

By month twelve, if you've done the work: a different business. Not radically

unrecognizable. But meaningfully elevated. Better clients. Longer-term

relationships. Higher average transaction values. A brand that has been built

consistently enough that some of your incoming leads already know your work

before they call.

That's not a promise. That's a pattern. I've lived it. I've watched it in

others.

The compounding is real. The question is whether you're willing to do the work

for long enough to let it compound.

I want to say something about real estate as a vehicle, because I think this

framing matters more than most agents allow themselves to think about.

The homes are not the point.

I know that sounds strange coming from someone who talks about real estate for a

living. But it's true, and I think the agents who last in this business who

build something that sustains over decades rather than running hot for three

years and burning out are the ones who understood early that the houses are the

medium, not the message.

The money enables the life. The life enables the legacy. The legacy is what

stays when you're gone.

I came into real estate because Joanne mentioned a $30,000 check and something

shifted in my understanding of what was possible. The money was the entry point.

There's no shame in that. You have to put food on the table. You have to have a

reason to get up in the morning and go to work that connects to your concrete

reality. If you're telling me the commission isn't a motivator, I'm not buying

it and neither should you.

But if the commission is the only motivator, you won't last. Because commissions
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are inconsistent. Markets are inconsistent. The feast-or-famine cycle will eat

you alive if the commission is the only thing anchoring your identity to the

work.

What anchors me is not the commission. It's what the commission enables, and

it's what building this business has built in me. The discipline. The ability to

stay in the room. The knowledge that I have something real to offer a client in

a moment that matters to their family. The way my children see me not as the man

who played basketball and then disappeared, but as the man who built something.

That's the why. And the why has to be bigger than the deal.

I want to talk about God.

Not in the abstract. In the specific, practical way that faith operates in my

life because I think when people avoid this conversation, they leave out

something that is actually central to how high performers sustain themselves

over time.

I was sitting in an Uber in The Ridges at night, looking at houses I'd never

imagined being inside, and I had a thought that wasn't complicated: *This is not

God's plan for my life.* Not driving Uber. Not circling a community I couldn't

access as anything other than a driver. I knew with a certainty that didn't

require argument that there was more I was supposed to be doing.

That wasn't arrogance. It was orientation. A compass, not a credential.

Ivan Sher who has built what I can only describe as a luxury real estate empire

in Las Vegas, a man who has been at the top of this market for decades and who I

have had the privilege of working with and learning from was asked what it took

to get where he is. His first answer was a single word: *God.* Not strategy. Not

hustle. Not market timing or the right relationships or the correct series of

fortunate decisions. God. And then everything else.

That is not coincidence. It is a pattern I've seen in people who build things

that last. The foundation isn't ambition. Ambition is important, but ambition is

weather it changes. The foundation is something that doesn't change. Something

that functions in the absence of favorable conditions.
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For me, that's faith. It's the anchor that holds when the deal falls apart. It's

the thing that keeps the tunnel from being purely dark when I can't see the end

of it. It's the reason I can sit with the uncertainty of this business the long

cycles, the unpredictable commissions, the deals that die for no good reason

without the uncertainty turning into paralysis.

I don't know if you share that orientation. I'm not asking you to. But I am

asking you to find yours. The thing that persists when motivation doesn't. The

anchor that holds when the conditions aren't cooperating. Because you will need

it. This business will test you in ways that pure ambition can't absorb.

I need to tell you about generational patterns.

My father left when I was two years old. That's a fact of my childhood, not a

complaint just a fact. He came back into my life around seventeen. By then, I

had been raised primarily by my mother, with the addition of Leroy when I was

seven or eight. The thread of fatherhood in my family history had some gaps in

it.

I am not going to let those gaps continue.

My son Jaden who came into the world before I had figured out what kind of man I

was going to be has a father who shows up. Not perfectly. Not always with the

right words or the right amount of presence or the right balance between the

business that demands his time and the boy who deserves it. But consistently.

Every time Jaden looks up, I am there. Every time he needs something from me

that only I can give him, I am trying.

My stepdaughters are growing up in a home with a father figure who stays. Who

comes home. Who is present at the table and at the games and in the hard

conversations and in the small moments that parents who are racing through life

tend to miss. I am not perfect at any of this. But I am committed to the

practice of it in a way that the patterns in my family history would not have

predicted.

That is what I mean by breaking generational curses.

It's not a metaphor. It's the specific choice, made repeatedly, to be the
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different iteration. To be the place where the pattern stops and something else

begins. My children will not grow up with the particular wound of an absent

father. That wound ends with me. Not because I am extraordinary I'm not. But

because I decided it ends here, and I make that decision every day when I come

home.

The business success matters to me because of what it enables. What it enables

is a life I can be proud of and a presence for my family that says: *I built

this for you. Not for the deals, not for the recognition, not for the sold signs

on social media.* For you.

That's the legacy. Not the transaction volume. The fact that my kids will have a

story to tell that is different from the one I was handed.

My wife taught me more about myself than any business experience ever has.

I know that's a big claim, and I mean it exactly as literally as it sounds.

The skills you build in a marriage the communication skills, the ability to stay

in a difficult conversation rather than walking away from it, the capacity to

hear someone's experience of you without immediately defending yourself, the

practice of being genuinely generous in a relationship rather than just

performing generosity those skills are the foundation of everything that works

in my business.

When I argued with my wife at six in the morning and then sat with a client at

ten, I was bringing the argument into the room. I was irritated at the client

who called twice when I said I'd call them back. I was short with the assistant

who made a mistake that was half my fault. I was not the professional I needed

to be, because I had not resolved what was actually going on. Which was that I

had a need I hadn't communicated, and she had no way to meet it because I'd

never said what it was.

I had to learn to name my feelings. Not to perform emotional openness I don't

care about that. I had to learn it as a practical communication skill, because

every time I couldn't name what I was feeling, I was operating on it blind and

bringing it into rooms where it didn't belong.
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That learning changed my marriage. And changing my marriage changed my business.

The same emotional vocabulary that lets me tell my wife what I actually need is

the vocabulary that lets me sit with a client who is sixty days from a decision

and understand that the hesitation isn't about the house it's about the

marriage, the job, the fear of committing to something at a moment when so much

feels uncertain. I can hear that now. I couldn't hear it before.

I had to learn it in the most important relationship of my life before I could

bring it to work.

The person you become at home is the person you bring to the office. That's not

inspiration. That's observable truth. The integration is real. Who you are in

the hard conversations with the people you love most is who you will be in the

hard conversations with clients.

Build that person first. Everything else follows.

I want to close with the phrase that anchors everything.

*Built, Not Found.*

It started as a brand statement. Something that captured the philosophy of how I

work and how I built the business I have. But the more I live with it, the more

I understand that it isn't primarily a business philosophy. It's a statement

about what I believe is true of human beings.

The life you want is not waiting to be discovered. It will not arrive because

you finally have the right conditions, or because the market cooperates, or

because someone with more resources decides to give you an opportunity. Those

things may happen. But if your life is dependent on them happening, you are not

building you are waiting. And waiting, in this business and in this life, is the

slowest form of retreat I know.

Everything in this book every framework, every story, every principle, every

exercise you did or skipped or promised yourself you'd come back to came from

one belief: that the life you want isn't waiting to be discovered.

It has to be built.
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Not found. Built.

I built mine in stages. From a grocery store parking lot in Baltimore to an

outdoor court where a coach happened to look through a window. From a Uber car

to a guard gate I had to show ID to enter. From a night in The Ridges where a

garage door changed what I thought was possible, to a listing in MacDonald

Highlands where I stood in a room I had earned and understood, maybe for the

first time with full certainty, that where I came from was not the ceiling. It

was the foundation.

Every piece of difficulty in my past was not wasted. The failed exams. The torn

ACL. The Sunday flight back from Dallas. The hundred-dollar Uber days. The deals

that fell apart in escrow. None of it was wasted. All of it was being used. I

just couldn't see how until I was far enough down the road to look back.

You're on that road now. You've picked up this book and you've read it through

to the end, which means something in you has already decided that the ceiling

you're working under is not the actual ceiling. Something in you already knows

there is more.

That knowing is the beginning. Not the end. The beginning.

The framework is in your hands. The story that makes you irreplaceable is yours.

The identity work that makes the framework land that's yours to do and no one

else can do it for you.

Go build something.

Not something impressive. Something true. Something that, when you stand in the

middle of it years from now, you'll recognize as yours because you built it with

your specific hands, from your specific beginning, through your specific

difficulty, toward your specific purpose.

Build the thing only you can build.

And if this book moved something in you if you read these pages and felt the gap

between where you are and where you know you can go the next step is clear.

If you're reading this, you've already started.
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The 12-Month COURT Commitment

Before you close this book, I want you to write one page.

Not a goal sheet. Not a vision board. A commitment addressed to yourself, in

your own words that states three things:

**1. The agent you are committing to becoming.** Not the general direction. The

specific agent. What does that person do every morning? How do they show up for

clients? What price range are they working in twelve months from now? What does

their average transaction value look like? Write the agent you are becoming, in

present tense, as if they already exist because in some form, they do.

**2. The three non-negotiable actions you will take in the next thirty days.**

Not ten. Three. The highest-leverage, clearest-next-step actions that begin the

COURT implementation for you specifically. Make them concrete enough to

complete. Not "build my brand" that's a season. "Rewrite my bio using the Court

to Closing framework from Chapter 1 and publish it on my website and social

profiles" that's a thirty-day action.

**3. The person you are sharing this commitment with.** A coach. A partner. An

accountability peer who will ask you about it in thirty days. The commitment

that lives only in your head is a thought. The commitment you say out loud to

someone who matters is a contract.

Sign it.

Date it.

And at the bottom of the page, write the only sentence you need:

*I was built for this. Not found. Built.*

If this book moved you, the next step is The Luxury Accelerator.

**samcoleman.com/apply**

*End of BIG SALES*
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*By Sam Coleman*

*Built, Not Found.*
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