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Getting Luxury Listings Sold 
 

 
Debbie: Good morning, it's Debbie De Grote.  
 
 So we'll just give just a minute or two and let everybody get on the line, and then I'll 

let you each introduce yourself, because you guys are all just awesome, and I think 
that this is going to be a great connection and a terrific call.  

 
 So, how this all came about is Lorie, who will introduce herself in just a moment, 

asked me the question, what do we really do, or should do, to get these high-end 
listings sold. So, it's not so much about how we position it to the seller. You know, 
sell the sex appeal of all we do, but the real practical side of what actually does work. 
You know, to drive exposure, to drive traffic. Of course, we could say, it's all about 
price, but of course then, they don’t need us if it's only about price. So, there's got to 
be a little bit more to it. Lorie, maybe you can tell them a little bit about your market, 
where you're located, and the low to high price range, and then we'll do the same 
with Ernie and Boris, and then I'll just- going to be quiet and let you guys share your 
thoughts and ideas. 

 
Lorie: Okay. Well, thank you Debbie, and thanks for putting this call together. My name is 

Lorie Bartron. I am in the Santa Barbara, California market, and our medium price in 
Santa Barbara is about 1.2, and I would say my business is really 1.2 to 3 ½ million- 
is the median of my business. And, right now, I am marketing one of my high-end 
properties in the Hope Ranch area at the 6 million mark. And that's what generated 
this conversation with Debbie- is, really looking to see what is driving business to 
our high-end listings, and how you guys are handling your marketing, other than old 
fashion publication. 

 
Debbie: Okay, and Boris, why don't you go ahead next, if you will, and then we'll go over to 

Ernie.  
 
Boris: I’m Boris Kholodov and I'm in Toronto. My average price now is about 3 million. 

There are- houses where I am, are in that kind of price range. Rarely, do I go above 4 
or 5 million, and very often they'll go 1 million or around there. So, that's basically 
the market that I'm dealing with. It's also a very hot market. SO, we don't have to do 
much to get the listings sold. We just need to list them, that's all. And price them, 
reasonably. They all sell. 

 
Debbie: Now Boris, you did have a couple last year, though, that were in the 3, the 5, that 

were a little bit tougher to sell or is there a price… 
 
Boris: The higher 4s are- It depends on the type of property that we market, but most of 

them now…But last year, they were all flying off the shelf. The key here is not just to 
sell them but sell them for the highest possible price. So, the sellers aren't saying, 
you know, what are you going to do to accomplish a sale? More like, what are you 
going to do to get the highest amount of money, possible? So, I think that's the- 
That's more of the challenge here. What do you do to achieve the results the clients 
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are expecting? Or, more like, what do you do to achieve extraordinary results that 
surpass the expectations of the client? 

 
Debbie: Plus, I think, Boris, too, everybody is impacted by commission cutting, but I know it’s 

quite touch in your market, right? So, maybe… 
 
Boris: Yes, yes. But, I would say- very interesting. I would say that the high- in our market, 

here, the higher-priced listings are actually, not as impacted by commission cutting. 
 
Debbie: Okay. That makes sense. 
 
Boris: It’s more about- It’s more, the lower-priced listings, where people are more 

sensitive. The higher-priced listings, they require more- it’s a different type of 
negotiation that takes place. They’re looking for more exposure, I guess, or at least, 
more of them are focused on that, than saving money. Somehow, that’s the way it is. 

 
Debbie: Okay. And so, Ernie, go ahead. 
 
Ernie: Sure. Sure. Well, we’re appreciative of your arranging the call, Debbie, and Lorie is 

just up the coast from me. I’m based in Beverly Hills. I’m tickled to hear we have 
Boris is Toronto on the line, because I was just talking about our relationship with 
Canadian high net-worth buyers yesterday on a listing appointment in Beverly Hills. 
So, I’m glad to have someone from that market represented. 

 
I do radiate outwards from Beverly Hills, Los Angeles is an enormous city, probably 
very much like Toronto. So, we have very different and distinct neighborhoods, 
which translates to difference values. For instance, our median selling price in Bel 
Air is 2.4 million. In Santa Monica, its 3.4, and in Beverly Hills, it’s also 3.4. I’m sorry, 
6.1 is our median price in Beverly Hills, but most of the rest of Los Angeles hovers 
around 1.3 50 for the median price. So, yes, these prices sound high across the board 
of American cities, other than the largest metropolitan areas with concentrated 
wealth, like outside New York City and in Manhattan. 
 
But, I’m finding that we have great momentum in, what we call the “feeder markets.” 
That’s up to 2 million, and that’s your first-time home buyer category. It’s your early 
professional working category. Those who are in their first lap or two in their 
careers, establishing their families. My wheelhouse and my sort of comfort range 
where I see most of my- the bulk of my income coming as an agent, happens 
between 4 and 8 million. But, we do have a number of listings in the double digits. I 
think I have 4 listings right now, between 10 and 20 million, with one coming on at 
26 million in April, and one in May at 32 million. But primarily, our bread and butter 
happens between 4 and 8. 

 
Pat: I’m Pat Marquis from Aspen, Colorado. Our price point median is around 4 to 5 

million, in the central core, which is where I mostly concentrate, although, we get 
into the- a little farther out, and then you do get the lower prices. It’s no match for 
condos. The median is right around 800,000 to a million, but small one or two 
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bedroom condos. So, we’ve got a wide range where we really can service a lot of 
people, and yet, within a very small area. 

 
Debbie: Okay. So guys, who wants to go first? Ernie, I know that you may be- maybe you’d 

like to lead us off because I know you do some pretty intense property launches, and 
maybe you can talk a little bit about that and we’ll just go down the list and let 
everybody, maybe share their best 2 or 3. So Pat, just to refresh, it’s not so much 
about what we sell the sellers on, the sizzle. It’s more about the actual meat of 
getting that property exposed on the market to drive the right kind of traffic. So, 
Ernie, would you like to go first? 

 
Ernie: Surely. You know, earlier in the call, you had mentioned- thrown on the table, 

Debbie, the idea of what we must do to attract the buyers in the current mindset of 
the marketplace, and I feel that compelling images is where it all begins for us. We 
spend a lot of time and focus on professional photography and the quality of that 
photography, but not only good photographs, being artful in the way they’re 
presented, and also, looking for the uncommon element. It’s so typical when we see 
what buyers must be faced with when they start their home search on their phone 
or on their home computer. A typical parade of homes. It starts with the front 
exterior, and then you have entry and living room and all of that. We try to really 
mix that up. We consider what might be the most intriguing, uncommon, beautiful 
element of our property, and start with that to capture attention, and to not be like 
the rest of the crowd. And then, we give to the viewer the procession of rooms. I do 
believe less is more. If I’ve got a 5 bedroom house, I’m only showing 2 bedrooms in 
photos. I am not going to show all 5 bedrooms. They will lose interest on the third 
and fourth bedroom, you know? The only person that really wants a video catalog of 
every square inch of the house is the buyer who ends up buying the house. But that’s 
not what you’re necessarily trying to attract in your first launch. You just want to get 
the most attention, but not bore them. So, it starts with compelling images. 
Obviously, location has something to do with the attraction of the buyers. They 
usually are looking in a geographic location, and then, of course, price. But, I think it 
all starts with imagery. 

 
Debbie: Okay. Lorie, anything you want to throw in there? 
 
Lorie: I think that my struggle is that- we’ve got a great launch. We’re known in our 

community for our marketing, which makes us even more interesting. So, we really 
do a great launch as well. I really like what Ernie just said about the artful and 
uncommon photos. Particularly, right now, I am trying to market the 6 million dollar 
property in Hope Ranch, which has been very busy. You probably heard about the 
struggles we’ve had with our weather and our mudslides, and we’re on high alert as 
we speak, but a lot of people are focusing on this area of Santa Barbara, which is 
Hope Ranch. So, it’s after the launch. It’s after gorgeous photography. It’s after 
gorgeous brochures. It’s after the beautiful, aerial, glowing videos and videos. That’s 
really what I’m looking for, to see what you guys are doing to keep the focus on the 
property, or to get it out to the target market. We are doing some Facebook target 
marketing. Really trying to think outside of the box. But those are the conversations 
that I’m looking to have.  
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Debbie: Okay. Boris, any thoughts you want to add to that? So, once it’s launched on the 

market, the ongoing marketing effort. 
 
Boris: I guess I just wanted to add to the launch. I think besides the compelling imagery, 

you have to have a compelling description. That’s just as important. So, those are the 
two components that I feel are the most important. Basically, it comes down to 
positioning the property correctly. In my opinion, if you position the property 
correctly and you have the great launch and then the property is just sitting on the 
market, then you just have to reduce the price. But, to do that, you have to keep the 
lines of communication very open with the seller. And you have to report to the 
seller as to what’s going on, etc. But really, all the sexy advertising that you can do, 
and the Facebook ads that you can do and everything else, it’s really to keep the 
seller happy, but I don’t think it produces any noticeable effect on the outcome. In 
rare cases, it could, and it does sometimes- surprises. As long as the property is 
positioned correctly, as long as it looks good everywhere it is exposed, and it looks 
not just- it not just looks good but it catches the attention of the right type of buyer. I 
guess, the other idea behind compelling images, as Ernie said, then the compelling 
awarding, what you have to do is, when you list the property you have to imagine 
the type of buyer that’s going to buy it, and then when you direct the images and 
when you write the description, you have to almost speak to that particular buyer, 
and that works. But, personally, I’m not sure if there’s anything that you can do to 
keep the property from- Lorie, is this a specific property that you have right now 
that’s not getting any showing, no activity, and you’re trying to stir things up? 

 
Lorie: It’s getting very little activity, and yes, I’m trying to stir things up. 
 
Debbie: So Boris, a couple of thoughts on that, though. I’ll just throw this out to you guys that 

things I’ve seen work, but of course, nothing’s a miracle cure, but in certain high-end 
areas I’ve noticed that sometimes you have buyers, and Pat, you may see this a lot in 
Aspen where they own a property there, the location is not the most ideal, and they 
move up, they move up to a better location. But, I’ve noticed that in some high-end 
markets that their best feeder can potentially be neighbors in smaller or less 
expensive properties, and sometimes mailings to those people, or a sneak preview, 
for those neighbors has created some transactions in the 4, 5, 6 million dollar range, 
and then, also, what I’d be curious is, I remember coaching a lady, and Ernie, it’s 
been so many years. I cannot remember her name. She retired since in Malibu. And 
one of the things that she said was her best method of selling her properties there is, 
she had a little core group of about 10 agents or so that kind of did all the business 
in town, and they had a standing conversation every Friday, where they joined each 
other on the phone and just talk about their properties, and their buyers, and try to 
actually- they called it “Let’s Make a Deal.” Okay, well, this one will take a lease 
option if you do it now, and this one will drop, I think, if you can get a quick closing, 
and they would just brainstorm this tight little group, and they were all competitors, 
but they knew they needed each other in that small market, and her thought was 
that was one of the most productive prospecting activities and one of the best things 
she did to get her listings sold. So, I don’t know. Ernie, do you have any thoughts on 
that? 
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Ernie: Well, you know, for you Debbie, and the group, I’m inspired by hearing that idea. We 

do have that in Beverly Hills, and we have two network groups that have met. But I 
must tell you, because of the market pressures in the last couple of years, we used to 
meet every other Thursday at a property. We would briefly tour. We would sit in the 
living room and share all of our “Let’s Make a Deal” opportunities. But it hasn’t 
disbanded, we now just email each other, but I love the idea that you just launched. I 
think, just like- this is a conference call among agents in various areas and different 
specialties and focuses. I’m going to try and start that among my group because it 
sounds quite opportunistic to me, and much easier to get on a group conference call, 
like we’re on right now, and- than getting to a location, everybody settling in and 
saying their niceties. Who of us has that amount of time anymore? We just don’t. So, 
a quick, efficient conference call among elite agents that have good properties to 
exchange, I think that’s something that I’m going to attempt to implement here and 
I’ll report to you and let you know how it goes. 

 
Debbie: And Ernie, I saw once- and, you know, we all know those shows are ridiculous, but I 

happened to be on the Elliptical when it was “Selling New York” and sometimes I 
just love watching that stuff because I like to see the properties, you know, and see 
the price points, and they did actually have something they were doing that was 
interesting, which is taking a select group of those types of agents or brokers, and 
inviting them over special and specific, and taking turns looking at each other’s 
higher-end listings and critiquing them, and selling that as a benefit to the seller- 
you know, I’m going to bring in the top five agents. We all work closely together. 
And they’re going to give us their thoughts or feedback on the home, and I’m going 
to share that with you, and so, why would they do that for me, well, because, then, I 
went and did it for them on their property, and, you know, getting just some- 
sometimes it’s nice to just have others say, yeah. This thing is way too high, right? 
Because, you’re driving yourself nuts. What am I doing wrong? So Pat, I know you 
work with a lot of buyers coming into Aspen, but you’ve also had some really big 
listings. So, if we take it not so much from the aspect of the resort market, but just 
anything- You’re with Sotheby, so there’s a lot of marketing, international thing, all 
of that. Anything that could work for these groups in their various markets that 
you’ve done? 

 
Lorie: Come back to me on that. Let me think about it. 
 
Debbie: Sure. Absolutely. Okay. So, Boris, Lorie, anything else? Guys, feel free, and we don’t 

have to stay on any longer than we have ideas, but just feel free to jump in if there’s 
anything else you want to add. 

 
Lorie: No, I’ll just say that your idea, Debbie, on networking with the other top agents is a 

really great idea, and we have just started doing that. We’ve always had, kind of, of 
top 100 in our community that- go-to agents that we do our special invitations to 
and we really do our previews, but I really like your idea of kind of pulling that 
down to, in my case, the top elite agents in this Hope Ranch area, of which there’s 
probably about six of us. So, I think that’s a great idea and that’s a great takeaway. 
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Debbie: You know, another thought I had is, what about two guys- this is something I used to 
do. It works really well for me and it just seems so basic, but I always had a printout 
laying on my desk, it was alphabetized, right out of Top Producer, which is a CRM I 
was using at the time, of all of my past clients and spear of influence. So, not 
miscellaneous, random leads, but the good quality people which I think at the time 
was 800 or so, and what I would do is, whenever I took a new listing, I would always 
go to that list, and I would try to identify five prospects. Now, not that they were for 
sure saying they were hunting for a home, but five- they could potential move up 
into that property, or five that might know someone for that property, and it just 
became a go-to. Who are my top five that I should reach out and talk about this? 

 
And it was interesting, you know, again, on the Elliptical, back a while back, 
watching some show on Home and Garden, and it wasn’t a real estate reality show, 
but it was more about beautiful homes across America, and they were interviewing 
this couple, and they were sitting in this beautiful mansion in Atlanta, and it was 
valued at- it wasn’t for sale, but they made sure to say it was valued at around 5 
million, which of course, in our markets, would be much, much more. But, just 
gorgeous, and they’re sitting there interviewing these two gentlemen about this 
estate, and the lady interviewing said, how did you happen to find this property? 
And the one man said, well, you know, my spouse and I, we bought a home for a 
million dollars from our agent, and it needed so much work. We put another million 
dollars into it. We had just signed the last check to the contractor, we were 
celebrating with a glass of wine on the patio, and our agent called and said, I found 
your dream property. And we said, no, no. We’re not looking. We’re not interested. 
We just finished this home and it’s beautiful and we haven’t even enjoyed it yet. She 
said, I know, but you need to see it. And she took them to see it, and they absolutely 
fell in love with it, bought it on the spot. She went back and listed theirs- ended up 
selling it for like, 2.8 million, and I could tell in the conversation- so, she sold them 
one- I don’t know that it was 5 million when it was listed, but close to that, then 
went back and double-ended theirs for 2.8. All for a phone call that I thought, I don’t 
know if I would’ve made that phone call, because if I were going down my list, I 
would’ve thought, oh yeah, they’re not interested. They just bought that and they 
just finished remodeling. There’s no way they’d be interested in this. And it was just 
a reminder to me that rich people get bored, rich people like to move, and the right 
property can spark a heck of a lot of emotion. I mean, Ernie, look at what Katy Perry 
has gone through to buy the nunnery, right? I mean, that is an insanely emotional 
purchase. 

 
Ernie: A five year process, which we have finally won, but there’s been a lot of distraction 

and disruption, and media interaction and inaccuracies, but we never lost our focus 
and we just kept moving forward in spite of a lot of resistance.  

 
Debbie: Yeah. So, that would be just another suggestion, guys, because you all have very 

incredible, valuable databases that, quite frankly, none of you call as much as you 
should, you know. You’re all working on that. But it would be a great point of contact 
on every listing you had, because, certainly, it’s not going to offend them that you 
thought of them. 
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Ernie: That’s right. 
 
Pat: That’s totally right. I do recall- I had a client who had about a three- I think we sold it 

for 3.2 million dollar place, and I ended up showing them something for 17.9, which 
they bought and totally loved, and they, too, considered, maybe, selling, but they 
were nowhere near that price range until they saw it. And it was something they 
were just thinking about. Maybe moving up a little to five or six million, and I 
showed them this one and it was totally- like I said, totally above what they were 
looking for, but I knew that they could handle that, and totally love it, and probably 
will never move.  

 
Debbie: Now, remind me of something, because I don’t go into the MLS every day and I know 

the system changes, but I know that there used to be- I used to be able to look at and 
see what- in other words, what agents were looking for properties in the price 
categories, like, the MLS would tell me, okay, these agents may have a matching 
buyer, right? Because it knew, based on that those agents were searching for, that 
they might have a buyer that’s a match for my listing. Does it still do that, and is 
there a way to see that, and then have somebody on your team reach out to those 
agents and say, I noticed that you do have buyers that you’ve been searching for that 
are a match? Have you seen this property? Do you know about it? Do you have 
questions about it? Does that still happen? Is that still available? 

 
Pat: It doesn’t happen in the Aspen MLS that I’m familiar with. What we do is, we send 

out emails if we’re looking for something special, in a price range of whatever. We 
let them know that our clients have seen everything that’s on the MLS, do you have 
anything that’s about to come available? Do you have a pocket listing? Do you have 
any knowledge of something that might work for these people? And we do get good 
response from that. 

 
Debbie: Okay. Lorie? 
 
Lorie: Our market in Santa Barbara is the same as Pat was just talking about. We do it with 

an MLS blast, and then, I thought of something else- is that we have- my team has 
started doing an email blast-out with pocket listings and coming soons, and that has 
probably generated more interest than a lot of our other marketing, and now I see 
other agents are starting to do the same thing. So, that’s been very successful. 

 
Debbie: Now, going back to target marketing, and then, also, the sneak preview situation, I 

wonder- and I had done this in the past. It’s been, obviously, a long time, but I 
wonder if it would make sense, when you think about who your target buyer would 
be, and looking at, geographically- let’s just say, for an example, within a couple of 
miles, or a mile of the property, and inviting someone to that open house, you know, 
to that sneak preview that you think would make sense, whether it’s a local, sexy, 
new chic restaurant owner, or the private practice hand surgeon or plastic surgeon, 
you know, that lives a mile or two away that might be the right income profile for 
that. So, we could do the targeted Facebook ads, but I’m also wondering, a really 
nicely crafted invitation, mailed to them, inviting them to that special preview. Just a 
thought, and again, you always think, well, if it doesn’t get that listing sold, what 
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other opportunity will it connect me to, and then, of course, it is, obviously, one 
more thing to tell my seller that I’m doing, that’s a little unique, a little bit more 
proactive, so that that gives me that leverage to get the price reduction, because, of 
course, if they don’t feel you’ve turned every stone, they’re not going to reduce it, 
right? They want to make sure that it’s absolutely certain that nobody wants that 
house at that price. So, just a thought on that, just wondered. 

 
Ernie: You know, my dilemma, Debbie, for doing upfront mailing announcements is we are 

usually under a time crunch. There’s such incredible competition in our little town, 
and usually, if we’re competing with other agents for an estate listing, it goes down 
to the wire, then we’ve got to scramble and get our photography ready and our- So, 
to mail in advance either my agents or neighbors, which is a great idea, but, you 
know, that may take up another two weeks of time that- the sellers are just 
impatient here. So, we have to do things online to have the immediacy of the 
reaction, whereas using the mail, which I think is a more elegant, sophisticated way 
to invite people and to alert the neighbors or our realtor colleagues, the time factor 
now, is usually not one that works with our target. 

 
Debbie: I wonder, and I know what you’re saying, Ernie. I wonder, though, if you knew- that 

you have the appoint- if you have the letter prepared, so you’ve got- that’s all done. 
All you have to do is print it. And, if you knew that that appointment is coming up, 
and so you have your team start to pull, who would those people be, potentially. So, 
you go in to the seller and as part of the listing you say, we have this ready to go. 
We’ve already prepared the letter, we’ve already targeted who it’s going to be. We 
have that ready for the sneak preview. You know, then it’s really a matter of just 
printing that letter and getting it out in the mail. I mean, I just wonder if we could 
turn it around in that way, because I think that might have the potential to really 
expose you guys to some new higher-end clients, you know, get your name in front 
of them.  

 
Ernie: We’re willing to try that. We definitely should, and work toward having something 

that’s ready to go. All we have to do is slide in the details. 
 
Boris: Thanks. Ernie, hold that thought because we’re going to want to know what you 

wanted to say. I just had a question about how, I guess, one of the things I think you 
can do to sell a property that’s not moving is, when there is a showing on the 
property, you can do it better, and I’m wondering if you have any ideas about how to 
conduct a showing in a way that maximizes the buyer’s interest. So, I guess- 

 
Debbie: Boris, that’s a great question, and Ernie is an expert at that, because I’ve been on a 

coaching call with him before. I’ll never forget this Ernie. I’ve told this story often. 
You’re a very gracious, firm, but, you know, iron fist in the velvet glove, and you said, 
dear please, no, no. Don’t park your car there because when the buyer pulls in he’ll 
scrape his new Maserati on the driveway and he will not buy the home. Please, move 
your car. And so, Ernie is obsessed with how his properties are shown, and really 
trained his team. So Ernie, any thoughts or tips you’d share there? 
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Ernie: I believe that was a good group we had on the phone. I may not be telling them 
anything or sharing anything that you don’t already know, but I- But we spend so 
much time, money and effort on trying to get the buyer to our listing, and then what 
happens often is, I’ve watched some of my colleagues- they’ve gotten the buyer 
there, and then they’re just terrible showing hosts. So, all of this preparation, but I 
think understanding that it continues at the showing, and what I teach my group is 
that the showing occurs before you get to the house. I clear- Here, in Los Angeles, it’s 
a car city, so it may not be appropriate for Boris in Toronto, if he’s selling a 
metropolitan city-side location, like New York City, but for Santa Barbara and Aspen, 
this may be true. Cars are how people are going to arrive, and I think that the agent 
cars should basically be invisible. I can’t believe how many top agents pull up to a 
showing and park their car right in front of the house. What a big mistake. The buyer 
should have the premium parking space, and should not have to navigate around the 
agent cars at the showing. So, that’s one of the first things I teach people- is, get the 
preparation before the buyer even gets to the front door, of how their arrival is 
going to occur. 

 
And then, as you said Debbie, I try to be gracious and very mannerly, and etiquette, 
and connect with the buyer, even if they’re coming with their own agent, of course. 
I’m very respectful of the agent relationships. But, I don’t let people just wander 
through a house. I expect some cooperative elements, and I’m not going to bore 
them with a tour and open every closet door. I think that’s also a mistake most 
agents make. You should be able to read what the buyer wants to see and know, and 
what they don’t need or don’t care to know, and monitor yourself accordingly. But, 
most agents just start on some, sort of resided speech that they feel everybody 
wants to know. Not every buyer’s the same. Some buyers want to know every detail. 
Others just want to see the rooms and how it lays out. So, the agent should be very 
sensitive to what the buyers’ reactions are, and the body language will tell you. But, I 
don’t let a buyer just wander on their own. I guide them, get them started, and once I 
feel like I’ve oriented them to the space and the house, I then give them the freedom 
to explore on their own. 
 
But I’m always nearby because I feel that, as agents, we are the monitors and 
protectors of our listings, and, you know, this is the public that we have walking 
through our house. So, I have to think of the listing as if I was the owner, and my 
agent was letting people walk through, what would I want? Well, I’d want them kind 
of keeping an eye on things and hearing what’s exchanged, but not having to hover 
too much. So, I’m sorry, I talked too long, but that’s- 

 
Debbie: No, that’s good Ernie. In fact, on that, in the listing language 2.0, that new scripting 

for working with sellers that Allen Dalton and I came up with a few months ago, one 
of the things in there that you might consider, depending on the seller, of course, but 
basically it’s talking to the seller about how important you do you feel it is how the 
home is sold and, of course, are shown, they’re going to say, very important, and say, 
so, Mr. and Mrs. Seller. I’d like to get your guidance and advice. Are there any special 
tips that you have for me, or think that I should consider as we’re touring buyers 
through the property, because I want to prepare a document called Suggested 
Showing- Seller- or Suggested … It’s basically showing suggestions. Now, for you 
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guys there, escorting them, you could say to the seller, for me to use, as I show 
people through the home, but if I’m not here, I want my team to have your 
instructions and I’ll add my expertise on top of that. It’s kind of interesting. When 
Allen brought that up, I thought, oh, you know. Big deal. But our agents are saying, 
oh no, the sellers are all about it. Oh my gosh, yes. I’m so glad you asked. I think you 
should show it this way. Be sure you show the backyard first. And they’re all 
involved in it, and, you know, when you think about it, it kind of makes sense 
because they live there. They do know. Allen always says, I want to get a transfusion 
from you of all the things you love about the home. So, cooperative showing 
suggestions, I think that’s what he called it. 

 
Lorie: I think that Ernie spelled that out very well, and I am of the same mindset that 

really- it’s show time. We’ve spent all this money, all this time marketing. When they 
walk in the door, I give the respect to the other agent, but I definitely take control of 
those showings, and then do it in a very similar fashion that Ernie was speaking 
about. What I want to share with you is a couple years ago, I had a very high-end 
buyer who was wheelchair bound, and making appointments, she was showed 
properties in the high-end- actually, in the Los Angeles area, and Ernie, you and I can 
probably talk about these agents who showed the property. It was very clear who 
was prepared for the showing and who wasn’t, and who made my client feel 
welcomed, and how they showed the property to someone in a wheelchair, and that 
probably drove home the showing aspect to me more than anything else. So, I 
always try and prepare for who the buyer is, and how they would like to look at the 
property. But really, you know best once they get there and start reading the agent 
and the client. 

 
Boris: Very smart. Very smart. Now, is there anybody using the lock boxes for high-end 

listings, or am I the only one? 
 
Ernie: We do not use them in Los Angeles, except in the suburbs. They would not be 

accepted in Beverly Hills or Bel Air. I mean, our owners would not allow it. 
 
Lorie: In my area, you really wouldn’t see a lockbox on any property over a million five. It’s 

very rare. 
 
Boris: But, what if it’s two million and it’s a dog that needs a huge renovation, and it’s like- 

it’s really- there’s nothing inside of any value… 
 
Lorie: I would say, even more reason for you to be there and talk about what the 

possibilities are, and maybe share- 
 
Boris: Okay. 
 
Lorie: -ideas of what a contractor has said, or floor plans that could happen, or how to 

make it into something special. 
 
Boris: And, so, if you have a high volume of showings and a high volume of listings, how do 

you organize these door openers. That’s the question I have, because I have a huge 
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inflow of listings every spring, and I can’t be everywhere, and I have people that 
help me, and then it sort of dies down and everybody sits around and does nothing. 
It’s a big challenge I’ve had for a few years. It started from doing it myself and just 
being present for many showings. What kind of system do you have in place to 
organize that? 

 
Lorie: I’d be happy to take a minute and answer. I’ve just put together my premier agents. 

So, I work with a team and I have four other agents on my team. But, we have so 
many listings now that it’s getting hard to do the showings, have them open, and we 
needed more manpower, if you will. So, I do a lot of mentoring of new agents, and I 
am kind of pulling the cream of the crop; agents who’ve been in the business maybe 
a year or two years that still haven’t really gotten their business going, but they 
show a lot of promise, and I’ve chosen- and this is just recently- in fact, Debbie, and I 
think I didn’t talk to you about this, but I’ve chosen three or four agents who are 
now my premier agents, and the trade is that they are going to help us, and we have 
promised them some of our best listings as open houses, and that has really helped, 
Boris, to- because we can’t be in all places at all times. But, I think that that’s 
something that maybe you could look at as, either mentoring or taking on some 
special agents, where they get the benefit of having open houses, if you do open 
houses on those listings. 

 
Boris: Alright. But, you would say- Now you’re saying under a million five, then you hang a 

lockbox? 
 
Lorie: Correct. 
 
Boris: And would you say that’s consistent with your market, or would you say that’s you? 
 
Lorie: It is consistent with our market, but I probably take it to the next level- 
 
Boris: Okay. 
 
Lorie: -because I really want an agent to be at those showings. So, I would say, it is 

common in our area that you’ll see a lockbox between a million five and two million, 
but I stay away from that. 

 
Boris: Yeah, because, even sometimes what I have, I list something for two and a half and I- 

well, nobody has to be there, and all the agents are thinking, you know, Boris, you’re 
a loser. Like, why would you go? Give me the key and I’ll show the property when- 
you know. It’s a different attitude. Here, if you’re above, maybe five million, it’s more 
common, but I feel that the three to four million dollar range where I’m at, mostly 
really deserves it but it’s not done for them. I guess, early you haven’t seen a lockbox 
in many years. 

 
Debbie: See, Boris has a goal that you could all live by. Work as little as possible for as few 

months of the year, and make as much money as he can, and he does a good job with 
it. 
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Ernie: I’m impressed. 
 
Lorie: Wow. 
 
Debbie: Yeah. So, Boris, share with them how many months of the year you typically - I 

mean, I know you’re always on call, but really, typically working full-speed, is how 
many months? 

 
Boris: So, this year is off to a very slow start, so it’s probably going to be less than normal 

because the market is really not moving. But usually, I would’ve said, work 
February, and work January because you’re preparing for February. March is dead 
because of March break here. It’s a two week holiday. And then, after that there’s the 
Easter weekend, so nobody wants to put their house for sale. But then, there’s April, 
May, and June. Those are the three big months, and the rest of the year is just 
coasting. But that’s because the market is very, very seasonal here. 

 
Debbie: Yes, it is. 
 
Boris: 65% of all sales occur in these four months, and then the rest of the year gets 35%. 

So, my thinking is, you can work as hard as you can while it’s easy to take the low 
hanging fruit, and then you don’t have to- you don’t like climbing the tree to get all 
the difficult things. But, there are people who work all year round. It’s normal here, 
too. But, it’s just a very seasonal market. Maybe Pat’s is in the same type of very 
seasonal market. 

 
Debbie: Right. 
 
Pat: Yes, I am. 
 
Boris: What do you think about that? 
 
Pat: Yes, I am. The summer months are wonderful. 
 
Boris: Yes. 
 
Pat: Of course, our ski slopes close April 15. So, from April 15 to June 15, there is nothing 

going on. 
 
[Cross talk] 
 
Boris: So, do you take the time off? 
 
Pat: Yes. Yes. 
 
Boris: Yes. Okay. 
 
Pat: Basically, even though they’re supposed to open until April 15, beginning June 15- 

after March Madness and all the parties, a lot of people leave, and, like I said, June 15 
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you come back and prepare for things, and we have food and wine then, and then it’s 
dead for a couple of weeks, and then you go to July 4. So, really our July, August, and 
September are really busy, and then it dies down. 

 
Debbie: Well, I know for Ernie and Lorie, that doesn’t seem to ever happen, huh guys? 
 
Lorie: I’m thinking that I might be moving… 
 
[Cross talk] 
 
Debbie: Well guys, I want to be respectful of your time, so I know we’ve almost been on an 

hour. Truly, you guys are the top teeny, tiny fraction of the top quarter of the 
percent in the nation, so I encourage you guys to stay connected. 
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Ernie Carswell 
310.345.7500 
ernie@carswellandpartners.com 
 

Ernie Carswell is one of the most accomplished and respected 
real estate agents in the industry today. With more than 25 years 
of experience in the business, Carswell’s extensive roster of 
satisfied clientele includes the likes of Fortune 500 CEOs, 
professional entertainers, top studio executives, leading 
attorneys, government officials, ambassadors and foreign 
dignitaries. 
 
Carswell is one of the most admired names in luxury real estate 
and frequently receives accolades for his outstanding work in 
the press. A native of South Carolina, Carswell’s real estate 
career began in the exclusive Highland Park neighborhood of 
Dallas, Texas. He moved to New York in the 1980’s to become an 
agent, selling properties on Manhattan’s Upper East Side, before 
landing in Southern California in 1990 where he still currently 

resides today. 
 
 
 
Pat Marquis 
970-925-4200 
Pat@aspen4sale.com 
 

As a Master Certified Negotiation Expert with over 30 years of 
real estate experience in various aspects of the industry, Pat 
Marquis' real estate experience is uniquely broad and deep. She 
has developed, assembled, brokered, operated, and renovated 
many commercial, residential, multi-family residential, and hotel 
properties and has held licenses in Florida, California and 
Colorado. She offers keen market insight and the facts that back 
it up.  
 
On a personal note, missions have always been her passion, 
having gone to South Africa and Juarez Mexico with Crossroads 
Church, Peru with Children's Hunger Fund, a medical mission in 
El Salvador with Joyce Meyer's Hand of Hope and various other 
missions around the world. She is also a former Vice President of 
Child Help USA and former President of Wings of Childhelp, 

helping severely abused and abandoned children.  
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Lorie Bartron 
(805) 563-4054 
lorie@bartrongroup.com 
 

Ranked in the top ½ of 1% of agents nationwide (BHHS), Lorie 
has provided world class service and expertise for her clients for 
30 years. She is widely respected among her clients and 
colleagues for her incredible negotiation skills and vast 
knowledge of all phases of the real estate business. Lorie has 
held positions as Associate Manager, and Director of Training at 
Berkshire Hathaway HomeServices, California Properties and 
has provided mentorship and guidance for both experienced and 
new agents alike. She has also served on the Board of Directors 
at the Santa Barbara Association of Realtors, and on the 
Professional Standards Committee. 
 
For over 35 years Lorie and her husband have raised two 
daughters and enjoyed the wonderful Santa Barbara lifestyle. As 
a passionate supporter of local nonprofits including 
LifeChronicles, BHHS Charitable Foundation the Santa Barbara 
Village, Girls Inc. and United Way, Lorie can often be found 
donating her time or water skiing at Lake Naciemento. 

 
Boris Kholodov 
416 920 5888 
boris@agentboris.com 
 

Boris has sold over a thousand properties over the past 16 years 
and has acquired experience and knowledge other brokers 
cannot match. He is known for making impossible sales possible 
and has sold numerous properties other agents had failed to sell.  
Boris has negotiated multiple price records for them, including 
the top price ever paid per square foot for a Toronto single 
family home, the second-highest price for a freehold townhouse 
and the highest prices per square foot in several top-tier 
condominium buildings.  
 
Boris believes in Toronto real estate and in the community. 
Boris speaks five languages: English, Spanish, Russian, French 
and Mandarin Chinese. A large portion of Boris’ clientele is 
international, and he markets his properties internationally. 
No matter the price range and the type of property, Boris treats 
every client with great care. 


