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Dear Real Estate Advantage Members,

Welcome to this month's Power Program Inner Circle ...giving you the best advantage in today's market!

Keep this information handy!  To find out when the next Power Hour Team Coaching call will 
be, or to listen to past recordings, please visit us online at:  www.ThePowerProgram.com

To call Frank  Darryl Davis Seminars: 1-800-395-3905.
To fax Frank  Darryl Davis Seminars: 1-631-929-1865.
To e-mail Frank  Darryl Davis Seminars: info@DarrylDavisSeminars.com
To cancel your subscription, email your request to: info@DarrylDavisSeminars.com

Our Mailing Address: 
Attention: The Power Program Inner Circle,
4 Ring Neck Court, Wading River, NY 11792

As a reminder, if at any point you want  to cancel your membership, please contact us at one of the methods 
above. But, for only $27 a month, you just can't lose with this program 
		  • LIVE coaching calls with Frank each month, 
		  • In-depth interviews with top agents,
		  • Bonuses and special promotional offers!  

If you have any ideas or suggestions for the The Power Program or would like to contribute an article or 
news piece, please do not hesitate to contact my office. We always 
welcome the thoughts of our members. 

Until next month, I wish you all the best and nothing but success 
in all of your real estate endeavours.

Powerfully Yours,
Darryl Davis
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Frank has been a full time Top Producing Realtor on Long Island since February 
2000, specializing in the marketing and negotiating of Commercial & Residential 
Properties including single & multi-family homes, co-ops, condos, townhouses, 
waterfront property, vacant land, foreclosures, short sales and all other distress sale 
situations.

He also markets and find tenants for residential and commercial properties and assist 
with leases.

 

Frank Mosca

Frank Mosca
Licensed Associate Broker
Direct:631-881-5950
Cell:631-235-3900
Text:631-235-3900
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Darryl: Well hey Power Agents, this is Darryl Davis. So listen, I’ve got a very special Power 
Agent on the call, Frank Mosca. Frank, did I say your last name right, or did I mess it up? 

Frank: Yes, you did. 

Darryl: Everybody, Frank is from Long Island, New York. So all you Southern folks are 
going to hear that New York slang in his speaking. But boy, we’re in for a real treat because 
of what Frank has accomplished. So Frank, give them your company information, your 
contact information, in case people want to send referrals your way. Go ahead.

Frank: Well I’m with a company called Realty Connect, USA, with offices throughout 
Nassau and Suffolk counties on Long Island. We’re headquartered in Hauppauge. I won’t 
even try to spell that for everybody, but we’re in Hauppauge. And Realty Connect is 
realtyconnectusa.com. My personal website is Mosca, spelled M-O-S-C-A Realty Group.com, 
and my office line, which will go to my cell phone, if either myself or my assistant doesn’t 
answer, is 631-881-5950. 

Darryl: Yeah. Frank, you know, you just did something – you know it’s interesting. 
Whenever I do these interviews, Frank, people are always like – they’re always concerned 
that they’re going to do a good job or they’re going to give value. And before we even 
started, you already gave value, and I wanted to point it out. And when this happens, I’m 
going to interrupt you, maybe, Frank, because I want to highlight it for people. When 
I asked you to give your name and contact information, here’s what you said. You said, 
“I’m with Realty Connect USA. We have offices in Nassau, all over Long Island, Nassau and 
Suffolk.” 

Now, what was brilliant about you doing that is that you are promoting the bigness of 
Realty Connect USA. And what I want everybody to notice that’s listening to this interview, 
is that the power – when you – with the power of being successful in real estate, it’s not 
just branding yourself and the bigness of your success, but also the company that you have 
aligned with. And so I bet you didn’t even notice you did that, it’s probably instinctive 
because you do it all the time now. But that was very powerful, that you were actually 
saying, hey listen, I’m a big fish, but I’m also part of a bigger pond. Or, another big fish if 
you will, that helps our buyers and sellers. So anyway, that was great, Frank. 

Frank: I also want to let you know I’m not afraid of taking an $800,000 listing, 35 miles 

phone 631-881-5950 • email  MoscaSales@gmail.com • website www.MoscaRealtyGroup.com

Frank Mosca
~ an interview with ~ 

Frank Mosca
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from me, if I can drive to it. So (inaudible) go under a tunnel or bridge.

Darryl: Now Frank you’ve been taking my programs and courses. When was the first time 
that you took the program?

Frank: I heard about you in I think 2003 and I was in the 2004 Power program, the full-
year program, I think that was the last time you ever did it. 

Darryl: Yep. Yep. Now and you tell – and before we get ready for this call, you said 
something to me very interesting and I hope it’s okay that we talk about it. Where you were 
– well let’s do it this way. Last year how many deals did you put together and how are you 
doing this year? 

Frank: Put together would be more than what I closed. I closed 46 – if I look at year-
to-date, 2016 was 46 closed transactions. I don’t even know if it was side, I don’t really 
break down sides, because it doesn’t matter to me. Going to a closing and bringing home 
a paycheck is what matters. 

Darryl: And you did. So if you double-dipped, if you sold your own house to your own 
buyer, you would probably still consider that as one transaction, right?

Frank: Yeah. Yeah. Of course, like I told you, I’m doing my board – I just think it’s a cool 
thing to look at when I come in – but the number I gave you, 46, that’s – those are deals.

Darryl: Okay, I got it. All right. So it could actually be more sides than just 46. Okay. So 
go on. And this year, how are you doing?

Frank: I’m on track to do – I would say I’m on track to do – I’m shooting for 60, and 
hopefully it’s better. And actually I’m a little behind because I had – I stopped working to 
build listings. So I was working with buyers and I did close a big commercial deal in the 
beginning of the year. Which kind of helped set me up to have the support or at least have 
the confidence that I can (inaudible) my marketing the way I want to so I can set myself up 
long-term.

Darryl: Yeah. You know what, here’s something else you just made me think of too, Frank. 
I’ve actually never said this before, but in any of my seminars. But one of the useful things 
to learn – because you just said you did a big commercial deal. One of the useful things, 
especially for a top agent, is to look at not just the number of deals and/or the revenue, 
but actually the amount of – the average commission per transaction. If somebody, let’s say 
last year you did 46 deals like you said. Again, which is probably more sides. Let’s just say 
you did over 50 sides, okay? It’s probably a lot more. But if you did 50 sides and you did 
$1000, whatever that math is you divided into it. Now let’s say this year you do 60 deals. 
Your revenue might look better but if you take the 60 and divide it into your average side, 
and if you see it go down, then that could be a concern from a business point. Does that 
make sense? 

 interview with Frank Mosca (continued) ....
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Frank: Yeah.

Darryl: Said another way, if you do the math and the average per side is more than you 
did last year, then that’s a good thing. Because each deal takes a certain amount of time 
to do and it’s probably a good number to know. Now you told me you have currently 15 
listings, yes?

Frank: I want to say maybe 15 to 17. Like I said, a lot of my stock I get I’m building a 
business in the areas where there is a high turnover rate. So at the rate that I would be 
writing listings if I was – like last year at this time I was doing six to eight a month. And I 
think – I don’t know what I did in April, I would have to go into the office and look at the 
board, but I know that the first three months weren’t what they should have been, because 
I was working with buyers more than I normally do. I was working with buyers so I – and I 
had that other deal in on the middle of it, too. 

Darryl: Yeah.

Frank: And I started building more – I started concentrating more building my assistant 
to be able to handle what I’m ready to start doing, which is bigger numbers and more 
transactions and managing agents more effectively. 

Darryl: Yeah. When you start growing a team like you have, yes, you’re going to take a hit 
in production because you’ve got to get – you’re spending time, not prospecting or building 
your business. You’re making an investment in people to help you run your business. So 
that’s normal for that to happen. So 40, over 50 trans – sides last year, you’re on track to 
doing over 60, currently 15, 17 listings. Now do you mind telling everybody – sharing with 
everybody, where were you financially – where were you in your business two years ago? 

Frank: Two years ago today – well, I joined Realty Connect at the end of 2011. So that’s 
- three years before that I wasn’t really playing the role of a full-time realtor. Because a 
lot of things happened in my life, and I actually took a job working for one of my close 
friends, driving a grease truck. Which I know sounds funny. And I moved my license to 
Realty Connect and this is where I want to be because I know that the kind of business I 
want to build – because I read Gary Keller ’s book, and I remember reading that book years 
ago and saying, how the hell can I do this on Long Island? And Realty Connect is the kind 
of company where you can do that. So that’s kind of – I’m looking at that and that was what 
I wanted to do.  

So I kind of worked my butt from – 2012 is when I started and it took until the summer 
of 2014 to have the cash flow where I knew that I could – which gave me the confidence. 
Because two years ago today, I was borrowing money from my parents to pay my mortgage, 
let’s put it that way. I didn’t know where any dollars were coming from, just because the 
cash didn’t flow didn’t make that yet.

Darryl: Well, you see, I want everybody to hear that. So two years ago you were borrowing 
money from your parents to make your mortgage payment. And here it is two years later and 
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you’re going to do over 60 transactions, you have a team, you have 15, 17 current listings. 
That’s pretty awesome. And it’s awesome that you pulled yourself through that successfully. 
Now I know that you probably have areas that you still want to improve and work on, but 
that in of itself is a major breakthrough and a major accomplishment. What would you say 
was the pivotal turning point for you? Where did it start to work for you where you didn’t 
have to worry about paying your mortgage anymore? (Crosstalk). Go ahead. 

Frank: I guess I kind of worked like an animal for two years and I did almost anything in 
the beginning. I worked – and before I came to Realty Connect I did work for a big company 
and I did learn a lot. I learned – actually all the skills I have I learned there. In fact when I 
took the Power program you would say things, and I was like, okay, we’re already – that’s 
what we talked about in our training so I do that, but it was cool to hear it and be around 
other agents when I did that. But I guess in 2012 when I started building what was going 
to become more like mine, because that’s what this company does for an agent that has the 
experience to do that. 

So I built it like I was building my own business. And I did rentals, not for a rent – yeah, 
it’s fast money, but when you’re making 90 percent it’s nice to rent a $3000 house and get 
$2700. That’s a nice thing. But I was doing more rentals, really, to build my client base. 
Because I do a good job as a landlord’s agent. And I don’t do it as much as I did, but I still 
have my clients that have houses for rent. And I would do that for them and now they trust 
me with everything else and I get a lot of referral work from that. And these are – some of 
these people are people that own 27 – that’s a lot of rental properties. So in my head, I’m 
like, well okay, one day I’m going to get 27 listings. It might not be in areas I don’t want to 
go without a bullet-proof vest, but I’ll take them. 

Darryl: All right. So let me – I want to highlight that and I want you to think if there’s 
anything else you would attribute to, but this is awesome. First of all, you had a change in 
your mindset, which is, “I’m going to build a real estate business.” 

Frank: Yea.

Darryl: So that’s very, very important, because in most agents – I shouldn’t say most – 
but a lot of agents, they still think they’re sales people and not business people. So you 
changed your mindset, saying, all right, enough is enough. I had major changes happening 
in my life, that you had to deal with, and financially being one of them. And so all right, I’m 
going to have a financial breakthrough, I’m doing that. I’m already in real estate, I know 
the basics of real estate, but I’m going to build a real estate business. So that’s number 
one. Number two is you work like an animal – so I’m trying to give people formula of what 
you just said, Frank. So you work like an animal really hard, putting in long hours, to build 
that business so it can be successful. And part of that formula was doing rentals, because 
number one, it’s more immediate cash to maybe listing and selling contract to closing and 
dah, dah, dah, dah. Second of all, every one of those owners that are renting their property, 
they might have other properties. They might become a seller. Those tenants may become 

 interview with Frank Mosca (continued) ....
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in the future buyers. Did I hear you right? 

Frank: Yeah. Absolutely. 

Darryl: All right. And you said something else to me, too, before we started this call, 
which is you’re working with live investors, too. Wealthy people looking to flip properties, 
and what’s that one you’ve got that now is a developer? Tell everybody about that one.

Frank: Well, this is still a maybe, but I get along really great with this guy and he 
likes working with me because we get along. Like, I’ve been with him and there was an 
introduction I got from a really good real estate attorney who I became friends with over 
the last couple of years, too. And it’s just a very comfortable relationship between him and 
I. And this property that him and another builder partner that he has, are acquiring is a 
waterfront development of, I forget whether it’s 27 or 32 single family homes, at the mouth 
of the canal that used to be a marina. 

Darryl: All right. So let’s even say if it was 25, the average list price is going to be what 
on these properties?

Frank: It’s going to go from 600 to probably 900 to maybe 1.1 million. There are houses 
in this area that – there’s 1.1 million dollar comps of bay front in this area. And that’s by 
this builder, who is phenomenal. 

Darryl: Okay. All right. So we just round it off to a million, I dropped the number of 
listings to 25. There’s 25 million dollars in potential listings over the next couple of years. 
The other thing you just said now, too, is that this came as a referral from an attorney. And 
this attorney you built a relationship with over the past couple of years, again, I think is 
probably your hard work ethic, your hard commitment to building a real estate business, 
as opposed to a sales business, is that this attorney probably recognized that level that you 
were playing at and so he felt comfortable to put his name behind your name to recommend 
you to this other person. 

You’re doing a lot of right things, Frank, which is really good. And you know what? Just 
go back on that, too, is that when you take – when any agent takes more seriousness 
about what they do when they look at themselves as a business, every successful agent I 
know personally in my life, that’s how they work. They work as business people, they’re 
committed to the business, they’re committed to their customers. You know, when you 
think about business, running a business, there’s things like customer service. There are 
things like communication. There are things about more value than what’s being charged. 
So there’s these philosophies of running a business and when an agent things that way 
then it raises the bar for them. And the most important thing is people like attorneys or 
inspectors or so on and so forth, they recognize. All right, if you had 100 agents, this one 
guy, Frank, he seems to be standing above the rest, not that he’s better than the rest, but 
his work ethic and commitment to being a business person, that’s the person I want to align 
myself with. So, great stuff. 

Now what else have you been doing, Frank, that you did would you attribute? So we just 
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said a bunch a things about working hard, building a business, the rentals that spun off to 
other things. Is there anything else that you would attribute to turning things around from 
two years ago to now?

Frank: You know what? As tough as things were, even when the market started becoming 
very difficult in 2006, when things started to turn and that’s when I was very active before 
I had to start doing different – getting involved in odd jobs. I never worked – as hard as 
things got, I never worked at a desperation mode. I remember even when I needed money, 
I never acted like I needed money. In fact, I can tell you that there was a deal that closed 
and I needed the money more than everybody else involved and I did it for nothing. I took 
no commission. There was a couple of extenuating circumstances in the deal and if I did 
take a commission, or if there was another dollar more, it would have had to be a short sale. 
And it was already a coop deal and it was just – to get into it would be another flame in the 
conversation. But I’ve done a couple of those where I’ve reduced. Because my whole thing 
is – and I don’t know if I’ve heard you say it, but it’s just common sense in this business. 
This is not a business where you just have cash flow. So I just did whatever I do to create 
cash flow, but I make sure you’re not going to make a sucker out of me either in the process.  

Darryl: Mm-hmm. Mm-hmm.

Frank: There’s a point where you’ve got to say, okay, we’ve done all we can do. And now 
if I don’t do what I’ve got to do, then I just wasted this time and I don’t make anything. 
You know how much money I make off of realtors that walk out of the house because they 
want – and I’m just going to use a number – they want 7 percent and I do it for 5 percent? 
And then I laugh at them because they just lost a lot of money. 

Darryl: Right.

Frank: And it’s like if someone waves $20,000 in your face, you’re not going to take it 
because you want 25? I think you’re going to take $20,000. But that’s okay, they walk out 
of the house, and I take it. But not that every deal is a $20,000 commission, but my point 
is – and without being a cut-rate broker, because that’s something I definitely don’t believe 
in either, and the whole thought of that is another conversation, too. But just making sure 
that there’s cash flow in my life, because I’ve got bills that come every month. And I have a 
daughter and I have house, and I have a dog that’s outside right now that needs food. So I 
need to know that there’s always cash flow coming. So whatever I’ve got to do to do that is 
what I do. And listings (inaudible) are the biggest one of that. 

Darryl: All right. Well yes, you’ve probably heard me talk about cash flow and how 
important it is in our business. And the best way to do that is getting those listings, building 
that listing inventory. But I’ve got to ask you, how could you not be desperate? How did 
you do that? You can’t even pay your mortgage two years ago. How did you do that? I know 
there’s agents listening to this that they’re having financial struggles now. And they probably 
think about it 80 percent of their waking moment. And that’s got to be a distraction for 

 interview with Frank Mosca (continued) ....
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them. So how did you now think about it 80 percent of the time? 

Frank: You know what’s funny? Back in 2003 or 2002 I got my broker ’s license. And I 
was so happy that finally on my business card it didn’t say sales person. Okay? And I say 
this in the office all the time – and I don’t know if I’ve ever said this to you – but to me 
money is a side effect. I like that it could be a really nice side effect, but money decides if 
I am doing the right thing. And most people don’t use a realtor because they come off like 
a sales person. 

I just had an appointment last Friday morning, I think, and there was already two realtors 
in there and one of them is a sales person. And the old woman who was sitting at the table, 
who I know I’m going to get the listing, saw that that person was a sales person. And I don’t 
have the sales person conversation. Honestly I don’t use a flip chart, I don’t use an iPad. I 
know my market, I know what the numbers are, and go in there with a conversation. And 
I tailor it to the personality I’m talking to and I’m never dishonest, by nature or anything 
else. And that’s how I want to come across because otherwise if people are trusting you 
with their life savings and that’s how you’ve got to be. Otherwise, you’re a salesperson. 

Darryl: Wow.

Frank: So, if we’re not working out of desperation in a time like that, I guess is the true 
test of how someone is. And I’ll never be that person because I know what my competition 
is and I don’t do it to be better than my competition, but I do it because that’s how I am. 

Darryl: Wow, that was profound what you just said, is that in the toughest times, 
financially, that really says who you are and what you’re committed to. And so for you, what 
had you not show up as desperate, is you’re really committed to this business. You’re really 
committed to the industry. You’re committed to your clients in doing the – I mean, like you 
having that sale, putting that sale together, that you didn’t even take a dollar otherwise it 
would have been a short sale, when you can’t even pay your mortgage, that’s very telling. 
That’s how committed you are to the business and now you’re reaping the rewards for that. 
That’s awesome. 

So if somebody is struggling financially and they’re getting distracted by that, they’ve got to 
really ask themselves are they committed to their buyers and sellers, are they committed to 
this business, are they committed to this industry, or are they committed to the worry about 
the money? And that’s great. The other thing you said, which was awesome, is that people 
can pick up whether you’re a sales person or you’re really committed to serving them, not 
selling them. And when you love the business and you’re committed to serving people, all 
that stuff, then real estate will show up less as work because everything that you’re doing 
is you’re doing it because you have a passion for it. All right, very good stuff, Frank. All 
right. Good. Is there anything else that you would attribute to you having that financial 
breakthrough two years ago to now? Then I’m going to ask you a few other questions. 

Frank: Yeah. I guess you’ve always got to concentrate on listings no matter what. The other 
thing too is – I mean I could, but I don’t – but if I did have a million dollars in the bank, I 
would be worried about money because I don’t have a lot of deals and contracts or I don’t 
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have a good stock of sellable listings. So my bank account is my inventory, whether it’s my 
under contracts, my first accepteds, my sellable listings, and making sure that that bank 
account is stocked is what I guess keeps me going. Every time I have – I’m going to a closing 
this afternoon. I hate when things close, honestly, because it means that I have less money 
in the bank. 

Darryl: Now Frank, I don’t know the last time you heard me do my seminars, because we 
go so way back, but – excuse me as I just coughed during this recording – have you heard 
me do the shoe store analogy, which is something I’ve been doing the last few years, like 
three years or something. It’s a new analogy. Have you heard that? 

Frank: Yeah. Yeah. I actually use that and I say it a little bit differently, but that’s like – 

Darryl: – yeah, well you’re – yes, you’re calling it the bank account, so it’s the same 
concept. Whatever your business is, shoes, real estate, and that’s awesome that you just 
said that. When you have a closing, you’re like, oh sh – well, we can’t curse – this is not just 
New York there are people in other parts of the country listening. You’d be like, oh shoot. 
That’s great, I got a closing, but I’ve just got one less listing in my inventory, and that’s 
going to be a problem later on if I don’t replenish. That’s awesome, very good. Now how 
are you getting your listings?

Frank: I still work for (inaudible) owners, I have a really, really good agent who I met 
that was coming out of another career path that wasn’t going anywhere because it’s just 
the way that industry is. He came into the office, we became friends and sort of business 
partners, and he’s been – and he took your – I forget what it’s called now – I think it’s 
S.U.R.E. Results. 

Darryl: Yes.

Frank: He took that last year and I actually helped him. I pushed him into it basically. 
And that was awesome. Now, he’s calling the expired listings. I have the Landvoice leads 
coming to me and I don’t even look at it. I probably haven’t opened up a Landvoice e-mail 
since I opened the account. And I don’t even know how to get into my account. But I have 
him copied on those and he’s calling the expireds. 

Darryl: Awesome. 

Frank: He’s getting the expired listing appointments probably – I forget how many – I’m 
really bad at numbers, like I said in the conversation before this. He’s hitting the expired 
side. I still, when I feel like it, will do for sale by owners, but I’ve kind of been distracted 
by a few other ways that I’ve been getting listings, and a lot of it’s suddenly become referral 
work, which is great. And one of the things that I’m awful at is staying in touch with my 
(inaudible). And what’s funny is I sent an e-mail out and I was just sitting in my bed the 

 interview with Frank Mosca (continued) ....
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Saturday before Easter and I’m saying, I have to do this, I have to do this. And I have a top 
producer account that keep and I never push anything out of it. I just sent a regular Happy 
Easter from me, Happy Easter to your family, one line, bang. And I’m getting about three 
listings from that, including two pieces of land that are buildable, a good asset. 

Darryl: Wow. Wow. (Laughter)

Frank: I don’t know why I don’t do that more often.

Darryl: That’s awesome. All right. So you’ve got the expireds, you’ve got your past clients, 
although you’re weak on that, and the FSBO. Are you doing the FSBO, are you still calling, 
or that other agent is doing it?

Frank: No, he’s – FSBOs aren’t his thing. And a lot of things are not (inaudible). And 
honestly, expireds were never my thing. I suppose I always had an easy time, at least it 
seemed that way, I’d call five and get an appointment right away. Maybe I was just lucky, I 
don’t know. And some of my best clients were for sale by owners that – now, if I didn’t do 
that – I can tell you that right now just from one client, I got about five million dollars in 
sales that I’ve had in the last 10 years from this person, and it was only about three or four 
– no, only three deals that he’d pull that much money. 

Darryl: Well that’s still five million dollars from one FSBO call.

Frank: From one FSBO call that I met his cousin or close friend that he calls his cousin, 
and sold his house in Deer Park, and then he bought a for sale by owner, but that was fine. 
But he liked me so much that he introduced me to – now his (inaudible) who are awesome 
people that – just good people to be in business with – and they use me for everything that 
happens in their family. And they have a lot of commercial interest, which has been nice, 
the last – 

Darryl: Do you do any door-knocking or mailings, either one of those? 

Frank: I do. I have my assistant doing mailings. I have a good one-piece flyer that I send 
out that kind of says everything, because I tend to print too much otherwise. And it just 
makes sense to have them open something up and see something. Door-knocking I don’t, 
but I was actually driving – because one of my investors said, “hey, you’ve got to go look 
at these houses.” And I’m playing with the computer and I’m about to find a couple of 
properties for $65,000. So I had to make a detour, start going out East, and as I’m doing 
that – and you know the area – I’m driving in Manorville and one of my family members is 
talking about selling their house and downsizing. 

So I see a cute ranch with a For Sale by Owner sign in front of it. So I got out of the car and I 
didn’t even have time to talk to the guy. I basically ran up to the house and said, can I come 
back in a couple of days, and basically he said, “come back tomorrow.” I did. I went there 
and I was wearing nicer clothes the next day, I didn’t expect to be doing door-knocking. 
And it’s actually an already listed property that’s expiring in the next couple of days. So I’ve 
got to follow up and see if I’m getting that, but the man basically got out of his chair while 
I was talking, and called up the owner of the company that they’re listed with and told him 
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he wants a release. 

Darryl: Wow. Wow.

Frank: And I said, honestly, if I would have known this – because I went back to the office 
later on that day, did a CMA. I said, Oh my God, this guy’s listed. He invited me so as you 
actually know, I did go.

Darryl: Right. Right.

Frank: I didn’t put words in his mouth, I just went there and talked to him.

Darryl: Okay. And then once you did that, you didn’t know he was already listed, so that’s 
– 

Frank: – I had no idea. But you know what? I know he’s not happy and I know that 
someone else – everybody else is doing the same thing, so let me keep my appointment. 
Otherwise I’m not like that. Because I think being a good realtor to other realtors is as 
valuable as all the other relationships you have because I know that I’m not – I never 
(inaudible) on my own listings and that’s why I don’t care how many sides I have, I just 
care about a deal. I know that most of the time – 8 out of 10 times another broker is going 
to sell my listing. So that’s all I care – is the one side. 

Darryl: So you make sure that you keep a good relation with the other realtors because 
you know (crosstalk) you’ve got to work with them and they work with you. Okay.

Frank: And that makes my life very, very easy to have those good relationships throughout 
Long Island. 

Darryl: Yes. All right, very good. Now when you go on a listing – you said you don’t use 
an iPad or a laptop or even a book. Do you bring CMAs, printed CMAs? 

Frank: Yeah.

Darryl: You do?

Frank: Yeah. I do bring CMAs, definitely. I bring a folder with – I have a resume in my 
folder, I have three pages of testimonials. And if you go on Zillo I have more, and I don’t 
– I should have more but I’m going to send out e-mails to everybody to get more – three 
pages of testimonials from sellers, buyers, whatever. I have an information sheet about my 
company, which is just a one-page, three or four paragraphs and that’s on one side with a 
brochure that I made up and my card. And then on the other side of the folder is my CMA. 
And it’s basically a regular CMA as you know. 

 interview with Frank Mosca (continued) ....
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Darryl: Okay, yeah.

Frank: I bring a public record. I call the town, I find out what their real taxes are, because 
most people don’t know what their real taxes are because they’ve been paying as a senior-
based or whatever it might be (inaudible).

Darryl: Right. Right. We have that discount here in Long Island. All right. So mailings, 
you’re doing mailings. Are you doing farming mailings every month consistently or no?

Frank: I just started and I’m not as consistent because I’m a little anal about what comes 
out. Like they sent out – I was pressed for time and it came out after Christmas but it was 
more like a Happy New Year card, and it looked so boiler plate, I don’t even like looking at 
it. And I have a copy in my living room, because I was just cleaning things out. (Crosstalk)

Darryl: Go ahead.

Frank: I was just saying that I take a lot of time – and I really don’t have time to do it, but 
I won’t spend that much money and I do really nice cards, until it looks like something that 
someone’s going to look at and not just throw in the garbage and say, hey, this looks like 
something I might want to look at. Or as you know, people just put them in (inaudible ) 
box and they go right to the garbage pail. But at least they see someone’s name and maybe 
they think about it and might want to sell. 

Darryl: Exactly. It’s planting seeds. There’s one company – have you heard of 
ProspectsPLUS?

Frank: I’ve heard of them, but I don’t think I’ve looked into them. 

Darryl: Yeah. Just look into them. Prospects with an “s” at the end of it. ProspectsPLUS. 
They’ve been around for a long time. I want to say at least 15, 20 years. They’re just for 
realtors and I know the owner personally and – anyway, I’ve been looking through this. I’ve 
never promoted them, but in the last year I’ve been looking at what they’ve been doing and 
they do some incredible things. So check it out as far as they’re mailing pieces. I think you 
can actually give them a list and they’ll do all the work for you, so you don’t – all you have 
to do is cut the check every month. So, all right. Great. So we got the listing appointment, 
and then the buyers, what’s your biggest source of getting buyer leads? 

Frank: Mostly online advertising. Zillo has been good and the zip codes that I paid for; 
Zillo, Realtor.com. You almost have to be on, because when – especially when you pay for 
it, your name stands out more. So to me that’s important too, if you want to be recognized. 
And then of course you’ve got to make sure the profile looks sharp too. So before you 
spend money make sure that you know how to do that, or at least make yourself look – 
make yourself be presentable, because people are looking at you and comparing to two 
other people and sometimes three next to the house of theirs – to them. Zillo’s been good. 
Now there’s a local Trulia so it’s the same thing. I have a couple of other things I do online. 
There are companies that will – like, people go on it – I forget what they’re called – but 
I’ve gotten referrals from them. Mostly listing referrals and you give them 25 or 30 percent, 
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 interview with Frank Mosca (continued) ....

usually I think it’s 25. But I’ve gotten a few from that. 

Darryl: You don’t know what that – you know what the company is? It doesn’t ring a bell?

Frank: Fast Expert is one of them, they’re fastexpert.com.

Darryl: Okay. All right, cool. Fastexpert.com. All right. Good. And anything else that generates 
the leads for you?

Frank: On the buyer side, really the online stuff. There’s (inaudible). (inaudible) sometimes, 
but that’s not really online stuff. I actually have – there’s a company called Homefinder.com 
that was okay. And I bought into it because I was able to get 40 zip codes across Long Island, 
mostly in Suffolk County. I don’t think I have any in Nassau, but mostly all in Suffolk County, 
about 40 or so zip codes. I think it might 36, but still a lot, for under $300 a month. 

Darryl: Okay.

Frank: And now as you know, Newsday is been here forever and Newsday is I guess more 
online. And now I’m seeing the e-mails come in for the leads coming in as Newsday lead. And 
I talked to the rep, because they changed management. She said, “oh, no. Now all these are 
going through the Newsday site.” So the leads from that is coming in like the Zillo was. So 
that’s a great company, too. 

Darryl: Okay. Perfect. Cool. Now listen, this was great, Frank. There’s so much great stuff 
that you just shared. Is there anything, before I close it out – and I have a gift for you, you 
don’t even know yet, I wouldn’t tell you – but is there anything that you want to say or that we 
haven’t said that you think would be important for an agent to remember or to know to bring 
a business to the next level? 

Frank: Just I guess the biggest thing for me is – education was always good, was always 
an important thing for me. I’ve heard all of your – maybe not all of them, but I used to 
drive around listening to your seminars, all the interviews with other agents and I think it’s 
important for agents to hear that. This way when you speak real estate to somebody, whether 
it’s an attorney or a consumer or seller, you’ve got to sound like you know what you’re talking 
about and it’s not scripted. To me that’s the biggest thing. And I’m sure I don’t sound scripted. 
Right now I’m probably different than I think talking to somebody else, or a little old lady, but 
you don’t ever want to sound scripted, if you can help it. 

Darryl: Yeah. Okay.

Frank: Sometimes you will in the beginning, but that one’s big, education is big. And then 
again just doing it for all the right reasons. 

Darryl: Yeah.
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Frank: (Crosstalk) You’ve got to put yourself behind the money, and then the money comes 
next. 

Darryl: So don’t sound scripted, do it for the right reasons, that’s awesome. All right. This 
is great. Well Frank, here’s that – you were so wonderful, this is what I’m going to do. I’m 
doing that – do you know about the workshop I’m doing on Long Island on May 5th, the live 
workshop? 

Frank: I may have seen something on it.

Darryl: All right. Anyway it’s a full day and there’s a cost involved. I’m going to give it to you 
for free if you want to come, stay for part of it, all of it. I’ll send you the information, okay?

Frank: Okay. Great.

Darryl: All right. So that’s it for us. Frank I’m going to end the call and then, actually – yeah. 
If anybody, once again, if they want to speak to you, they simply can call your main number or 
your e-mail? Give it to them again, one more time.

Frank: All right. The desk line is 631-881-5950. And then you can go to – oh my e-mail, 
you can use moscasales@gmail.com. And that gets monitored by my assistant and now she 
probably checks my e-mail lately more than I do. That’s why I give out the desk line, because 
at least I know if I miss a call on my cell, which now I have my greeting changed to redirect 
most of – all visits to my desk. Otherwise it’s impossible to be everywhere at one. 

Darryl: Right. That’s true. All right. I’m going to end this call, but Frank, stay here with me. 
I’m just going to say goodbye to everybody. So gang, that was Frank Mosca, great stuff. If you 
only implement one item and you did that every month, that would be such a powerful thing. 
And don’t forget we don’t just help people buy and sell real estate, we actually bring people 
to their next level in their life. The more people we help, the more money we make. So the 
money is just a gauge as to how many lives we’ve helped. So go help a lot of people and I look 
forward to talking to you on the next Power call. 

Thank you, 
Frank!
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50 Ways for Home Builders to Waste Money
Little things have a way of adding up. In the current economy, they could kill your business. Or 
they could save it.

By:
Builder Staff

It’s fair to say that home builders are more worried about cash flow and cost efficiencies today than ever 
before. It’s a necessity. After all, that botched foundation pour, costly callback, or unchecked billing error could 
mean the difference between making or breaking a wafer-thin margin.

Which makes it all the more mystifying that so many builders continue to leave money on the table, or—as 
some expert observers and peers will tell you—commit the operational equivalent of throwing a pile of cash into 
a dumpster and setting it ablaze. Even in the most brutal of economic conditions, capital is being squandered in 
some amazing and clueless ways.

So, if your ultimate goal is to bury your business, forgo all of your worldly possessions, and live in a yurt on the 
edge of eastern nowhere, then by all means, go ahead and do what many builders have been doing for years. 
Sticking to the status quo could be your ticket out.

But if you’re looking to shore up your bottom line, run a tighter ship, and maintain the time-honored American 
tradition of turning a profit, then read these tips as a cautionary tale. And, if you have cautionary tales of your 
own to tell, pass them on. Submit a comment at www.builderonline.com/tradesecrets.

Then, make a new plan, Stan. Hop on the bus, Gus. Drop off the key, Lee. And get yourself free.—J. Sullivan

1 | Compete with the public builders on price.

Profit? How passé! Over their past two fiscal years, the top 15 public builders lost an aggregate $12.8 billion on 
revenue that plummeted by nearly 40 percent to $24.7 billion. But that hasn’t stopped them from buying more 
land, building more houses, and slashing prices to goose sales. Thanks to the federal government’s net-
operating-loss handout, the publics can worry less about making money awhile longer. With the playing field 
this lopsided, smaller builders must approach customers from different angles, such as design and location. 
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Keep in mind, too, that some publics are already targeting two fertile areas by focusing on scaled-down and 
energy-efficient homes.—J. Caulfield

2 | Get into an arms race with gables and façade details.

If you’re looking to outshine the competition with curb appeal, think about paint colors first. “Remember that 
color is the least expensive material with which to create the most impact,” says architect Aram Bassenian, “as 
opposed to junking up the elevations with extra ornamentation that costs more and doesn’t necessarily 
work.”—J.S.

3 | Switch subs and suppliers for the lowest bid.

Do you like it when home buyers shop around for the lowest price, regardless of quality or service? Work with 
your top subs and suppliers to negotiate better (yet still fair) prices that help keep everyone working above the 
break-even line. Let them know you aren’t shopping their bids, and they might sharpen their pencils in return for 
your loyalty and steady work.—R. Binsacca

4 | Overlook lot orientation.

For expediency’s sake, builders most often orient their lots based on the street grid. But the truth is that the 
single biggest move you can make toward energy efficiency is to orient your house for maximum benefit based 
on the sun and the breeze. Taking advantage of prevailing breezes promotes natural cooling, helps to cut down 
on heat gain, reduces the work on mechanical systems, and helps save energy. And site orientation “has a 
crucial role in future performance of the building and enjoyment of occupants,” the Austin Energy Green 
Building program says in its Sustainability Source Book.—N. F. Maynard

5 | Expand without reconnaissance.

It ducked The Great Depression II, but the housing industry is still marching through The Great Evacuation, 
with builders exiting markets that looked promising only a few years ago. (Woodside Homes’ decision to leave 
Washington, D.C., and four markets in Florida, only six years after entering them, is a recent example of this.) 
Much of the mistimed growth that buried numerous builders over the past five years occurred without much 
thought given to necessity. If you can’t answer the question “why,” objectively and quantitatively, from the 
vantage of customers in the market you covet, stay home.—J.C.

6 | Estimate lazily.

The average lumber takeoff for a 2,500-square-foot house is about $15,000, and 15 percent of that (or $2,250) 
is commonly added as a “waste factor” built in to accommodate miscuts and shorts caused by vague (or 
nonexistent) framing layouts and poor site supervision. Tighten your estimating with better framing details and 
work with your lumber dealer to optimize your frame packages to reduce your waste factor to 5 percent or less. 
Apply the same discipline to sheathing, drywall, interior trim, and siding to reduce the “lazy tax” of those hard 
costs, too.—R.B.

7 | Market houses as you always have.

Builders finally realized that customers don’t shop the real estate sections of their Sunday newspapers. But 
Denver-area marketing consultant Lance Jackson thinks many builders still drink the Kool-Aid about houses 
selling themselves, so they’re clueless about whether their ads are positioned on the right media platform(s). 
The goal, says Jackson, should be to engage buyers by cultivating an identifiable brand in a sea of anonymity. 
Internet outreach should inspire action, not just browsing. And your May-December romance with Facebook 
and Twitter won’t last if the sparks those social media ignite aren’t fanned by live salespeople who listen and 
follow up.—J.C.

Page 2 of 1150 Ways for Home Builders to Waste Money - Builder Magazine

8/14/2010http://www.builderonline.com/business/50-ways-that-builders-waste-money.aspx?printerfr...



2146

8 | Overbuild your structural frame.

A quarter-century of real-world research proves that you use more sticks than you need to build a high-quality 
house. So unless you can truly afford to spend 30 percent more for lumber you don’t need (an amount that 
Utah builder Guy Haskell, for one, saves by advanced framing), plus the dump fees from the excess waste 
you’ll create by not value-engineering your structural frame, take a look at using 2x6s at 24 inches on-center, 
among other optimum value-engineering practices, and then fill those wider and deeper framing cavities with 
insulation to boost your home’s thermal values, to boot.—R.B.

9 | Tear down and trash it all.

If you’re razing an old structure and building new, think creatively before you haul everything off to the landfill. 
That pile of debris could contain a trove of vintage items that could give your next project some character—
such as antique balustrades, fireplace mantels, wood beams, transoms, and light fixtures. “Think of it as a pile 
of money and not a pile of waste,” says building scientist Mark LaLiberte.—J.S.

10 | Reduce your sales office hours.

Builders forgot how to sell. They allowed their field salespeople to become order takers when there were plenty 
of orders to take and left them stranded when market conditions tanked. At that point, a huge disconnect 
occurred: Some builders started receiving customers “by appointment only,” thereby eliminating any possibility 
of spontaneity or persuasion; other builders employed “human directionals” to drum up warm bodies. When 
customers want to shop is unpredictable even in the best of circumstances. Yet many builders’ sales offices are 
still dark two or three days a week and rarely stay open past 6 p.m.—J.C.

11 | Ignore code changes.

It’s hard enough to get a new house started without getting red-tagged to a screeching halt. Check with your 
local building department and/or visit the International Code Council’s website (www.iccsafe.org) at least every 
six months to stay current and avoid costly delays. Of current interest in the regulatory realm: high-wind codes 
outside of coastal areas, energy efficiency, stair design, and fire sprinklers.—R.B.

12 | Rely on volume spaces for “wow” factor.

Those double-height foyers may have dazzled prospective buyers five years ago, but today they are often seen 
as the building equivalent of the Hummer. These non-functional voids are expensive to frame, insulate, drywall, 
and paint (the minute the ladder goes up, so do your labor costs) and more expensive for the homeowner to 
heat and cool.—J.S.
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13 | Don’t offer mortgage help.

No one says you have to get into the lending business (good luck, anyway), but think about how prospective 
buyers might take to you helping them prequalify for a loan or at least figure out how much they can likely 
afford instead of fending for themselves? Partner with friendly local lenders to serve as a conduit and help 
grease the mortgage loan wheels for your buyers—which will not only help you secure a contract but probably 
keep it from being cancelled. Highlight the service on your website, in all your marketing materials, and during 
the initial sales conversation to get the word out and help drive traffic.—R.B.

14 | Expect your house to meet an owner’s every need.

Sometimes it’s more cost-effective to pay a premium for land in the right location, versus rock bottom prices in 
nowhere-ville. Build within walking distance of a movie theater, coffee shop, and fitness center, for example, 
and you won’t feel as pressured to build those amenities into the house itself, says designer Marianne Cusato.
—J.S.

15 | Ignore duct placement and sealing.

Most builders run their ducts through the attic, the garage, crawlspace, or through the basement because it’s 
easy. Never mind that ducts in unconditioned spaces are a big source of energy loss because of temperature 
differences between the ducts and ambient air. The result of taking the easy route in installation is that you then 
need to insulate the ducts and oversize your HVAC equipment so your buyers can be comfortable. But locating 
your ducts in conditioned spaces allows you to reduce the size of the mechanical equipment, eliminate duct 
insulation, and lower your material costs. End of story.—N.F.M.

16 | Believe everything your suppliers tell you.

Supply-chain managers were among the first casualties of the housing recession. So where are builders 
turning for objective assessments of products and their vendors, especially when “construction organizations 
are not proficient at identifying the capabilities of their suppliers,” write W.C. Benton and Linda F. McHenry in 
their 2009 book Construction Purchasing & Supply-Chain Management? Builders, they observe, also “do not 
recognize the impact of the economic changes on bulk materials prices.” Protect yourself by devising internal 
processes that measure suppliers’ performance along several criteria: quality, price, delivery, dependability, 
and financial stability.—J.C.

17 | View technology as a cure-all.

Deep personnel cuts have awakened Luddite builders to the operational efficiencies technology can deliver. 
But some builders now seem convinced that these tools, such as iPads and smartphones, can substitute for 
employees. Using technology merely to lower costs “amounts to standing on a whale fishing for minnows,” 
cautions tech forecaster Paul Saffo. “It just allows you to do the old thing more efficiently.” He believes a better 
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use for technology is “to create new, effective ways of touching the market and creating new businesses. If you 
do that right, the cost savings will come.”—J.C.

18 | Quit the HBA.

What’s that $700 or so per-year membership fee getting you, anyway (besides this magazine)? Could (or 
would) you really put that money to better use than the discounts you could leverage with affinity partners such 
as UPS, credit card and payroll processing services, business form providers, warranty programs, and the 
NAHB Career Center? Not to mention invaluable networking opportunities. Chances are you probably aren’t 
aware of all that your local HBA, BIA, or BCA membership affords your business, so before you stop paying the 
dues, check out the benefits and use them to really save money.—R.B.

19 | Eschew market research.

Outsourced surveys and independent research reports can be expensive, but spending an hour or two of your 
day to read the local newspaper and/or business journal, talk with suppliers, subs, and lenders, give a home 
buyer seminar to a community group, and set up a simple survey on your website and at your sales center(s) 
can go a long way toward identifying market opportunities. And, even easier, the NAHB’s “Consumer 
Preferences Survey” and the National Association of Realtors’ “Profile of Buyers and Sellers” report, both 
available online for a modest cost, provide national and MSA-level data to broaden your perspective.—R.B.

20 | Assume you know what your buyers are willing to sacrifice.

Today’s home shoppers realize they can’t have it all, but there are still deal breakers. When in doubt, find out 
what those are before you spec. Your target buyers might be just as happy with a single-height kitchen island 
as the pricier two-tier version; but they might balk at a master bath that trades out double vanities for a single 
sink.—J.S.

21 | Oversize your HVAC.

How much does a ton of cooling capacity cost? How about a disgruntled homeowner? Ditch the simple (and 
simplistic) per-square-foot calculation to size your heating and/or cooling equipment for a Manual J calculation 
of your home’s actual heating and cooling loads. Even if you don’t build to a higher thermal standard, right-
sizing that gear can not only reduce the size and cost of the HVAC equipment (which you can pass on, pocket 
the profit, or pay for other thermal upgrades), but also result in higher buyer satisfaction thanks to a more 
comfortable indoor environment and lower energy bills.—R.B.

22 | Use trades like indentured servants.

The downturn revealed the two sides of “partnership” between builders and their trades. The uglier side found 
builders demanding unilateral concessions from contractors desperate for work. The more helpful side found 
builders and trades working as teams to value-engineer houses to make them more efficient, and to get their 
costs and prices down. In an era when new-home construction could stay low for a number of years, you and 
your trades need to build on the positives of your relationship, with an understanding that you will sink or swim 
together.—J.C.

23 | Don’t track callbacks.

How’d you like to save $2,200 per house, cut a month out of your cycle time, and experience no on-site 
injuries? That’s what Atlantic Builders in Fredericksburg, Va., did after implementing a quality management 
program that included tracking warranty work and fixing problems in design and training instead of on the fly—
or not at all.—R.B.

24 | Buy more land, as long as it’s cheap.

For all the lip service paid to NVR’s land-lite strategy, some builders are back in the real estate market with a 
vengeance, gobbling up bargains. Most have wised up and now prefer to control finished lots only. But 
expecting customers to reappear in all the old places is a risky game if, as John McIlwain of the Urban Land 
Institute asserts, “the suburban century is over.” Land-hungry builders would be better served by stocking up 
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near central cities where McIlwain foresees stronger buyer demand, with the strongest being “in places that 
provide a vibrant 24/7 lifestyle.”—J.C.

25 | Send all your construction waste to the dump.

As an industry for processing construction waste matures, the cost to separate stuff such as leftover lumber, 
drywall, cardboard, metals, and asphalt shingles for recycling may be less than hauling it to the landfill. 
Deconstruction expert Paul Hughes of Fairfax, Va., salvages or recycles up to 85 percent of a teardown, while 
Columbia, S.C., architect Mark Bostic turns the lumber waste and clearing debris of his new-home projects into 
landscape mulch and erosion control material. Besides the obvious environmental benefits, you may earn a tax 
credit and/or charitable donation write-offs and perhaps even make some money if the waste (such as bricks or 
metals) is valuable enough.—R.B.

26 | Neglect construction training.

Construction workers experience more than 130,000 injuries and illnesses (a tenth of them fatal) every year, 
according to the Bureau of Labor Statistics, primarily from preventable incidents including overexertion, falls, 
and incidents with equipment—with costly results. “It’s possible to prevent most injuries, but errors are more 
likely when someone tries to save time or money,” on basic training and safety, says Scott Gennarelli, an 
attorney with Salenger, Sack, Schwartz & Kimmel in Woodbury, N.Y. To save money and still train properly, 
consider partnering with suppliers and/or other builders to conduct training sessions and share the cost to buy 
the NAHB’s wealth of jobsite training materials at www.builderbooks.com.—R.B.

27 | Forget about your customers after the sale.

The astronomical cancellation rates that builders endured during the recession were a wake-up call that buyers 
need their hands held right up to closing day. But the relatively few builders that earn high scores from 
customer satisfaction polling indicate that too many still miss the boat when it comes to enlisting buyers and 
owners as missionaries for their communities. Referrals don’t happen by accident.—J.C.

28 | Practice chaos management.

Say someone blasts your business on a blog or starts a campaign to discredit your performance claims, 
leading to a drop in sales traffic and contracts. Instead of ducking into a hole or leaping into “chaos” mode, a 
crisis management strategy is a crutch you can lean on right away. “Crisis craves a structure,” says Gene 
Grabowski, senior vice president of Levick Strategic Communications, a crisis management consulting firm in 
Washington, D.C. He calls crises that fall outside the traditional definition of natural disasters and criminal acts 
as “high-stakes,” meaning they are less obvious but potentially more damaging than the conventional kind. 
“Very few companies are prepared” for crises, he says, and end up paying the price with lost sales and legal 
fees.—R.B.
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29 | Let your purchasing manager value-engineer your plans.

Estimators who are doing their jobs right will always be looking to save money, but blanket cost reductions can 
hurt you if they cut into your value proposition. Killing the walk-in pantry or switching from a 9-foot to an 8-foot 
ceiling height might save you $5,000. But the savings won’t matter if you can’t sell the house.—J.S.

30 | Select products based solely on price.

Let other builders spend time explaining to customers why the upgraded insulation is worth the extra $2,000 or 
why the dishwasher upgrade that is 145 percent more efficient than Energy Star standards cost $1,000 more 
than the base unit. You can take the easy way out by choosing the lowest SEER and save a nice chunk of 
change in the process. But, if you’re smart, you’ll at least offer the upgrade and explain to buyers why the better 
insulation and dishwasher will result in lower energy bills. They will thank you by telling their friends, which 
could result in another sale.—N.F.M.

31 | Steal a floor plan.

A knock-off with a slight variation of the front elevation and a slightly larger guest bath might appear to be the 
easy (and cheap) way to go—until you get sued for infringement under the Architectural Works Copyright 
Protection Act. If the design is registered with the United States Copyright Office prior to the violation, the 
owner may recover damages of up to $150,000 if the infringement was done on purpose and with forethought. 
That’s much more costly than hiring a designer to come up with something original.—R.B.

32 | Leave Politics To Your HBA.

Not too long ago, a building inspector in New Jersey informed a local builder that the purely decorative, 
unmanned guardhouse at the foot of its active adult community violated code because the structure wasn’t 
wheelchair accessible. Residential development and construction are being subjected to more codes and rules 
every day. Some regulations are moronic, others meaningful, but almost all add cost to the process. Forceful 
advocacy, though, requires involvement, so don’t complain if you’re letting trade groups, themselves depleted 
of members and financing by the recession, do your heavy lifting.—J.C.

33 | Don’t train YOUR salespeople to EXPLAIN THE VALUE of energy efficiency.

Poll after poll states that while buyers demand energy-efficient houses, they also want quick investment 
returns. The long-term savings associated with tighter construction, blow-in insulation, upgraded HVACs, solar 
panels, geothermal, and other energy-efficient products and practices aren’t resonating with the general public. 
Appraisers don’t help when they fail to factor efficiency into a home’s value. So knowledgeable, passionate 
salespeople are critical to bridging this information gap, especially as energy efficiency is slowly being 
mandated and energy “labeling” could become the next marketing twist.—J.C.
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34| Stop networking.

If you knew everything, would you be in this shape (or reading this article)? Stop paying for high-priced 
consultants and get some fresh best practices and marketing ideas—and share those that work for you—with a 
group of non-competitive peers who know the building business. Get started by looking into the NAHB’s Builder 
20 Club program or by sniffing around your local HBA and buying breakfast for a few willing business 
associates.—R.B.

35 | Treat your house plans like clothing sizes.

Say your library includes plans that are 1,800, 2,350, and 2,700 square feet, but the hot seller is clearly the one 
in the middle. Why maintain the range? Try scrapping the underperforming small and large sizes and instead 
develop two more plan options in that sweet 2,350-square-foot spot range, advises architect Steve Moore.—
J.S.

36 | Don’t benchmark.

Bean counters cost money and tracking your financial performance takes time. And besides, you know how 
lousy things are, at least financially. But what about other aspects of the business? Bob Kaper Jr., co-owner 
and general manager of Kaper’s Building Material in DeMotte, Ind., benchmarks performance metrics such as 
on-time delivery. For a builder, it might be warranty claims or energy performance. “If you are able to prove 
claims, it distinguishes you from others making the same claims,” says Kaper. “Not only is [your] performance 
great, but it can’t be disputed.”—R.B.

37 | Pigeon-hole yourself.

Perhaps you’ve never built a house under 3,500 square feet or sold anything for less than $500,000. So? 
Sticking with that formula could be suicide in an era of tighter lending standards and shrinking household sizes. 
Rather than digging in your heels, use your good reputation as a point of leverage to offer something scaled to 
current market conditions. Remember that buyers who were ready and willing to spend $500,000 three years 
ago may now set their limit at $350,000.—J.S.

38 | Pretend construction defects don’t affect your reputation.

The Internet is a megaphone for anyone with a gripe. And homeowners with complaints about construction 
defects in their new houses aren’t shy about posting grievances online with the hope they’ll go viral. Yet many 
builders still view warranty issues as insurance nuisances rather than potential P.R. nightmares. Why? 
“Builders still think quality is going to cost them money,” observes Stan Luhr, president of the quality assurance 
firm Quality Built. He suggests that builders could prevent defects in the first place by “standardizing 
complexity” and “creating redundancies” that curb construction snafus.—J.C.
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39 | Promote your best carpenter to superintendent.

He may be a wizard with a hammer, but can your best carpenter make and manage an entire schedule and a 
legion of subs and suppliers to keep your homes on schedule? That’s a different skill, and it might be the guy 
hauling materials who has it. Identify, test, and train people who have management skills to watch over your 
jobsites. If your best carpenter really wants a promotion, then have him shadow your best super to see if he 
has the right stuff.—R.B.

40 | Design on module, no matter what.

Designing to standard lumber lengths, window sizes, and carpet widths can save money and reduce waste—no 
doubt—but it can also cost more if you lose sight of the bigger picture. “Don’t force the 4-foot module if it 
doesn’t make sense,” says Steve Moore, president of BSB Design. “The livability of the house isn’t necessarily 
improved by 2 extra feet, and it might be better to design a 38-foot-wide floor plan instead of the 40-foot deal if 
that allows you to increase your overall density and end up with an extra unit you can sell.”—J.S.

41 | Give your customers an invitation to comparison shop.

There’s a way to be honest about costs without giving away the farm. Specify a standard set of default products 
and include them in the base price of the home, advises building consultant Chuck Shinn. “You can allow 
customers to upgrade from there, but if they do, you only need to show the total cost difference between the 
upgrades they’ve selected and the standard package. That way they can’t comparison shop for individual 
products, and you are assured of making your margin.”—J.S.

42 | Put your mission statement in a drawer.

Google “mission statement builder” and 284,000 results pop up, most of them, with minor variations, saying 
similar things about pursuing “excellence” through “quality construction,” “customer service,” and “associate 
development.” But as businesses flourished and then foundered over the past decade, many builders 
abandoned those basic principles in their frenzied pursuit of growth and then survival. As you get back on your 
feet, you have a second chance to revisit and revise your mission statement, and to rethink how, in the next 
crisis, those words can withstand the pressures of expediency.—J.C.

43 | Forget about on-site safety.

OSHA’s latest enforcement tactic targets industries—including residential construction—with histories of 
violations, repeat offenses, and inherently unsafe working conditions. Of nearly 39,000 inspections conducted 
annually by the agency, more than 120 resulted in fines of $100,000-plus. Compare that to the $41.95 price tag 
for OSHA Quick Guide for Residential Builders and Contractors, a step-by-step guide to setting up a jobsite 
safety program.—R.B.
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44 | Negotiate only on price.

Before you start talking (or arguing) price with a prospective buyer—or worse, giving in to a discount that 
narrows your margin even further—offer some indirect value, such as warranty upgrades, marketing help on a 
contingency sale, or touch-ups after move-in. “What [buyers] say they want isn’t always what they really need 
to get,” says Ed Brodow, a business negotiation expert and trainer in Monterey, Calif. Try the same tactic (with 
you as the buyer) with your suppliers to get better credit terms and delivery services that actually are worth 
more than a direct price cut.—R.B.

45 | Neglect your website.

Sure, you can save a few bucks without a webmaster to update your site periodically, but consider that surfing 
the Net for new homes is the first step in the process for about a third of all buyers, and 94 percent of them use 
it as a tool to search and refine their home buying choices at some point, according to the National Association 
of Realtors. ’Nuff said.—R.B.

46 | Forgo sales training.

“When times are slow and sales drop, the first place to point the finger is at the sales team,” says sales trainer 
Nicki Joy. “Builders have to pay attention to what drives the business [sales], but tend to view the salespeople 
as the least important thing.” So while cutting sales training—such as seminars, books, online coursework, or 
simple (yet effective) tactics such as role-playing, swapping leads, and shopping the competition—may appear 
to be low-hanging fruit to help right the budget, it’s actually killing the tree.—R.B.

47 | Blow off buyer research.

If the monthly Census figures on starts, sales, and permits are your alpha and omega on what’s going on in the 
industry, you need to stop navel gazing and explore forward-looking information sources. But be wary about 
predictions that hang the housing industry’s future entirely on demographic tectonics. Stay alert to the latest 
research on different buyer and owner groups, and spend some dough to compare broad brush findings with 
the finer strokes of your own focus groups to uncover what potential customers want (and will pay for), before 
they find it in your competition’s neighborhood.—J.C.

48 | Locate your plumbing runs all over the place.

Some builders believe taking the simplest route and planning ahead are for wimps. How else can you explain 
why they ignore stacking and consolidating plumbing runs in a central location and take the more difficult route 
of installing plumbing and mechanicals in multiple places? Complex plumbing runs mean home buyers will wait 
longer for hot water to move through the supply lines. It also means more money in materials and labor. 
Stacking saves money for builder and buyer.—N.F.M.
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49 | Don’t build spec homes.

Even if you could get the money to build one, you couldn’t sell it, right? But consider the benefit of having 
something built and ready for a relocation buyer. In the meantime, the house can serve as a furnished model 
home, sales office, and/or design center. A spec home also can be a real-world training ground for your crews 
and subs and a chance to experiment with new products and/or launch a new floor plan to energize sales. “The 
more you can make it work for you, the better,” says industry consultant Al Trellis.—R.B.

50 | Avoid change at all costs.

Congrats, you made it through the downturn! Now what? “Go back to doing what worked before,” you say? Join 
the legion of builders that insists the housing recession was a cyclical blip, but no cause for drastic reinvention. 
That delusional view ignores how the recession has impacted customers and lenders in fundamental ways that 
have reshaped their perceptions about everything from quality and affordability to home ownership itself. 
Builders who stubbornly resist change because it’s complicated and uncertain should ask themselves: How 
much better off would your business be today had you made decisive changes before your markets imploded?
—J.C.

Related Articles
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Hey you...
For Sale By Owner!
What are you looking in here for?
Trying to gen an idea how much to ask for your home?

I thought so.  Well, that’s one way to do it.
But there’s a smarter way.

All you need to is pick up your telephone
and give me a call.  I’d be more than happy to prepare
a comprehensive price analysis for you.

For free.
Why would I go to all the trouble of doing that for free?

Simple.  If you ever decide to list your house
with a broker, maybe you’d think I was a good guy and you’d
consider using me.  That’s why.

Just pick up your phone and call

No hassles.  No sales pitch.  No kidding.

20
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Dear Inwood Neighbor,

Coldwell Banker is rated 1st in Real Estate services throughout the USA by "Franchise

Time Magazine" and ranked 4th in franchise operations by "Entrepreneur Magazine".

These honors place Coldwel1:Bankerfar ahead of our competition. Coldwell Banker

provides superior Real Estate services to our clients.

If you are thinldng of selling your home, please call me. Coldwell Banker has all the

marketing tools to assist you with the sale of your home. We only show our listings to

qualified buyers. My experience has proven to be successful in our community and with
Coldwell Banker.

I am delighted to announce that I have participated in the sale of the
home located at:

5 Fairway Drive, Inwood

Our community is growing and changing everyday. The Real Estate market in Inwood is

not the same market of years ago. I know this fU'Sthand, as I was born and raised in

Inwood, with my 10 brothers and sisters. I attended number 2 school and graduated

Lawrence High School. Before I joined Coldwell Banker, I was a manager at Richner

Communications, publishers of the Herald Newspapers and PrimeTime.

I have many qualified buyers seeking to purchase a home in our neighborhood. If you are

contemplating a move, or know someone who is, please contact me at (516) 805-0318.

Enclosed is a "Property Evaluation Certificate". For your FREE Comparative Market

Analysis, ther.e are NO OBLIGATIONS! I am available to help with all of your Real
Estate Needs.

BEACH WEST REALTY

J~f~
Louisa Bomello
Licensed Sales Agent
Coldwell Banker Beach West Realty

i
;

!

CELL (516) 805-0318 • BUS. (516) 889-7500 ext. 53

880 WEST BEECH STREET, LONG BEACH, NY 11561-1543

Each Office Is Independently Owned and Operated.
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One of Several Financing Packages
Available For This Home

"'

DOWN PAYMENT
AS LOW AS

MONTHLYP&I
PAYMENT AS LOW AS

~

\.

CALL RAND SMITH

'1-800-946-7263
Call Toll-Free 24 Hrs a Day

Recorded Information
* All RATES ARE SUBJECT TO CHANGE. LENDER IS LICENSED BYTHE DEPARTMENT

OF REAL ESTATE. ALL LOANS AMORTIZED OVER 30 YEARS WITH AN APR OF % MAY VARY

24"

-

~

~

12"
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1ST TIME 8UYERS

August 2001 ANNE ARUNDEL COUNTY HOMEBUYER'S JOURNAL- Page 43

i
!
i
I
I

Get the benefits that only the
I #1 Buyers Agent in A.A. County
provides.

Protection
Guaranteed Savings

&
Peace of Mind

at Absolutely No Additional Cost!

"I save Homebuyers
Hundreds of Thousands Each Year"

Bu~~
f!!t!!!I!!tgge

Search for Homes + Buyers Resource Center
MDbuyersagent.com

Annapolis: 410-263-1222 Pasadena: 410-269-1119 Bowie 301-26~-2229 Columbia: 410-997-7777
Internet: www.buyers-advantage.com EMail: info@buyers-advantage.com

Visit our web site at www.homebuyeriVournal.com
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_ Sell It FAST! Sell It For MOREL ._.. .

When youi- home:SOa part of Sandra Nickel's
8inoothJllii:ivEProgram, you can relax about your home sale!

Here's Why:
• You'll get more money. for your home in a shorter time with fewer problems

You'll know that your buyer is qualified before you sign the contract

• You'll have no worries about hidden property defects that might spoil your sale
and/or eliminate your profit!

• You'll avoid last minute hassles and sleepless nights that could be brought on
by unexpected problems

• You'll save money because minor lepairs can be completed upfront,
avoiding expensive last minute overtime charges

• You'll eliminate the risk of.losing your buyer to the anxiety inevitable
when an inspector fiilds problems after the contract is signed.

And Here's More Good News:
Sandra Nickel's SmiJotJiMOVE Program doesn't cost-IT PAYS! So problem-proof your next
home sale, Call Sandra Nickel today and look forward to a SmootlzMavE!

Sandra Nickel's Smooth~GVE, Program Includes:
• A preliminary professional inspection of your roof. foundation, plumbing and

electrical systems

• Servicing and inspection of your heating and cooling system

•. Cleaning and inspection of your chimney

• A preliminary professional inspection for termites and other wood destroying insects

• A detailed checklist you can use to eheck out your appliances, doorbell,
and many other nunor sy'stems

Any problems revealed by these inspections can be solved before they infect )'our sale
with an incurable case of Buyer's Remorse.

And the total $350 you'll invest in protecting your home sale is money you'd probably spend
anyway after the contract is signed - even if it cnded up dying from Buyer's Remorse!

_--------------
12 ----,,-._ .... ,.- .-.,_._._._-~ _.
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Prepared for:
• • • • • • • • • • • • • • • • • • • • • •

Yard Work

Painters

Roofers

Pool Inspection

Plumbers

Repairs

Termite Inspection

CONTRACTORS' PHONE NUMBERS

Movers

Fences

Foundations

Home Inspection

Heat &Air

Electrical

Carpet Care

35272689
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The Loan Process

The loan process makes sense. Refer to the following chart for a detailed trip
through a typical loan process. You may even find it helpful to refer to this chart
when working with borrowers and real estate agents.

Loan Application
Prepared

Reviewed by Manager
Assigned to packager!
Check sheet filled out

Loan File Opened
Information Ordered

Appraisal
Credit Report
Verifications

Title Information
Others, in writing ...

Five Day
Follow-up

On Items Not
Received

Information Received
To Underwriter

Underwritten

Packager fulfills

Suspense

Return for approval

Conditions to Packager

Denied

Notice to branch

Branch forwa:s .. ' J
File returned to process

,-
I

Loan closes t

Approved

Documents ordered

Documents returned
Funds ordered

*Note: Many steps may vary due to local customs.
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Moving Day Checklist

z
~

u

• Send Change of Address to:
D Post Office with forwarding address
D Charge Accounts / Credit Cards
D Subscriptions
D Friends and Relatives

Provide them with floor plans of their new bedrooms so they can participate in furniture placement.

Moving does not always mean a traumatic experience. Comprehensive pre-planning, organization and
family meetings to establish each person's responsibilities will go a long way in maintaining harmony and
efficiency.

• For the Children:
If you are moving out-of-town, provide the children with photographs of their new home and school.
Once they know what to expect and begin to visualize themselves in their new surroundings, they grow
much happier and more cooperative.

Give children small address books for noting names and addresses of friends they leave behind. They can
look forward to filling the remainder of the book with names of the new friends they make after moving.

Planning Is the Key

Give each child his or her own "packing labels" for marking personal possessions.

• Notify:
D Bank - Transfer funds, arrange check-cashing in new city. Carry Traveler's Checks for ready cash.
D Insurance - Notify new location for coverage.
D Utility Companies - Gas, light, water, telephone. Make arrangements in new town. If you are

moving before the final closing on your new home is completed, you need to leave utilities on.
D During the cold season, winterize the plumbing.
D Delivery people - Cancel newspaper, milkman, laundry, etc.

• Miscellaneous Checklist:
D Automobile registrations - Remember to transfer car title, registration, driver's license and auto

club membership.
D Medical records - Arrange for medical and dental records to be transferred. Ask your physician

for a referral.
D Employment Recommendations - Have teenagers obtain written recommendations from their

current employers.
D Empty freezer and defrost.
D Have appliances serviced for moving.
D Clean rugs or clothing for moving.
D Make arrangements with cable television service.
D Plan for special care needs of infants.
D Carry currency, jewelry and documents yourself.
D Double check all rooms, closets, drawers and shelves.
D Leave old keys and garage door openers with your real estate agent.
D Ask your hair stylist for information on preferred hair products and hair cutting instructions.
D Obtain letters of introduction to new club chapters.

I

I
I
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I
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I
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1) Winter buyers are seriQus.
2) Homes "Show Better" when they are decorated for the

Holidays, with Christmas trees and lights.
3) There is a festive spirit in the air.
4) There is plenty of mortgage money available.
5) Lenders aren't as busy as they were with refinances and can

process loans faster.
6) Job transferees are thinking about the move to start their New

Year off right. Rand K. Smith is a member of the National
Super-Star Referral Network and receives the majority of
inbound referrals to the Monterey County area.

7) Many large corporations move executives during tbe off seasons.
8) The market in the Winter is better than ever.
9) We plan special promotions throughout the Winter months to keep the marketing active on

your listing.
10) We want your business and have just developed several exciting NEW programs that are

designed to attract home buyers. We have found that traditional marketing is no longer
enough!

Rand Smith, A True Marketing Specialist!
RAISE YOUR EXPECTATIONS, CALL RAND K. SMITH TODAY!

655-6700
1-800-404-RfitiD

Real Estate by Rand /
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S.T.R.E.S.S.
Stop Taking Real Estate So Seriously........
Corner
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Check Online For Upcoming Calls

To check on our Power Hour Team Coaching calls, 
or to listen to past recordings, 

please visit us online at: 
ThePowerProgram.com

To be a part of or just listen in on 
THE POWER HOUR 

live, with Darryl 10:30 AM (eastern standard time)

Your call in number is
(425) 440-5100

Your access code is 802759#

Future Power Calls 
with Darryl Davis 

Mark Your Calendars Power Hour 
Group Coaching Call

www.ThePowerProgram.com


