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Success Profiles 
Generating leads, listings, and leverage are keys to success for tip-producing agents 

Want to net $1 million a year in 
commissions?  It’s a simple task, says 
Gary Keller, cofounder and chairman 
of Keller Williams Realty 
International, which is based in 
Austin, TX, and has 17,000 agents in 
251 offices. 

Successful agents focus on the 
“three Ls,” Keller writes in his new 
self-published book, The Millionaire 
Real Estate Agent. Those Ls are leads, 
listings, and leverage, says Keller, 
who based his book on his own 20-
year career in real estate and on 
interviews with top-producing  agents 
from throughout the country. 

“When you interview 
millionaires, the most surprising thing 
is that they’re all doing the same 
things,” Keller says.  “It’s common 
sense. But then you ask yourself, ‘If 
it’s common sense, why isn’t 
everyone doing it?’” 
Focus on Fundamentals 

Among the top producers Keller 
interviews are Gregg Neuman, a 
former bartender whose 15-member 
team did 356 transactions in San 
Diego, CA, in 2001 and brought in 
gross commission income of $3 
million; Sherry Wilson, a former 
middle-school teacher whose 16-
person team closed 351 transactions in 
2001 in Purceville, VA, and grossed 
more than $3 million; and Valerie 
Fitzgerald, a former fashion model 
whose none-member team closed 57 
high-end sales in Los Angeles in 2001 
and generated $3.2 million in 
commissions. 

All of those top producers started 
in the industry as neophytes just 
hoping to make a living and all three 
overcame what Keller calls the most 
basic hurdle for anyone seeking 
success. 

“One of the greatest stumbling 
blocks to achieving great success for 
most people is that they cannot get 
their heads around how obvious and 
uncomplicated success can be.” Keller  
writes. “One of the greatest myths in 
life is that the road to success is 
hidden away, and if you could find it, 
it would be twisting, uphill, covered in 
fog, and full of pitfalls.” 

The belief that “I can’t do it” 
results from this misconception, he 
says.  In fact, Keller says, success is 
merely a matter of focusing on the 
fundamentals. 

“Success is mastering the basics,” 
he says.  “You need the basics before 
you can be creative.” 

 
The Three Ls 

In Keller’s world, the basics are 
the three Ls. 
1. Leads. “No leads mean no sales,” 

Keller writes.  “You should think 
of yourself as being in the lead-
generation business.” 

2. Listings. Working with sellers is 
more lucrative than working with 
buyers.  “While leads are vital to 
your sales business, seller listings 
are critical to your ability to build it 
to its highest level with the lowest 
costs and highest nets,” Keller 
writes. 

3. Leverage. “An effective focus on 
leads and seller listings eventually 
brings you to a point where you 
have more business than you can 
possibly handle alone and will 
create the opportunity to start 
focusing on leverage,” Keller 
writes.  Leverage is the people, 
systems, and tools an agent uses to 
maximize sales. 

You’ll notice that top-producers 
Neuman, Wilson, and Fitzgerald all 
employ large teams.  If you want to  

enjoy time with your family and an 
occasional vacation, you and your 
agents will need to do the same, says 
Keller. 

“The ultimate key to tilting the 
money/time ratio in your favor will be 
leverage,” Keller writes. 

While Keller focuses on agents 
rather than managers, he offers plenty 
of advice on recruiting employees and 
planning a profitable business model. 
And in the end, he says, brokers are in 
the sales business as much as their 
agents are. 

“What real estate brokerages should 
do is embrace these concepts and work 
with their agents on these concepts,” he 
says. 

Keller’s book, coauthored with 
Keller Williams vice president of 
Research and Development Dave Jenks, 
sells for $20 and can be ordered 
through Keller’s website, 
www.millionaireagent.com 

Contact: Gary Keller, Keller 
Williams Realty International, 512-237-
3070. REBI 
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To generate leads, establish set systems and actively seek out leads 

 
 
You and your agents might think you’re in the real 

estate sales business, but you’re really in the 
business of generating leads, writes Gary Keller in 
his new book, The Millionaire Real Estate Agent. 

“Leads are fuel to your economic engine,” Keller 
writes. “And here is a truth that you must never lose 
sight of: You can never have enough good leads. 
Never.” 

Many agents make the mistake of being lead 
receivers rather than lead generators, he writes.  
While passively receiving leads works well in a hot 
market, those over-the-transom tips tend to dry up 
when the market cools or otherwise shifts. 

So the most successful agents actively seek out 
leads. Keller says that there are three areas to focus 
on in your lead-generating efforts: 

1. Prospect and market.  First, divide your target 
market into people you have met, either by phone or 
in person, and those you haven’t met. 

For those you haven’t met, you’ll use the 
traditional methods – newspapers ads, yard signs, 
open houses, radio spots, etc. – to put your name in 
front of them. 

Among those you’ve met, your aim is to market 
yourself more closely.  Your closest focus will be 
devoted to your “allied resources,” people with whom 
you expect to do business in the coming year, or 
from whom you expect to receive a referral. 

You’ll want to meet with them in person a few 
times a year.  Your formula when talking to them is 
“Educate, Ask for Help, and Reward.”  Tell them 
you’re in the business of selling real estate, seek any 
referrals they can provide, and reward them when 
they deliver. 

“Too many real estate agents make the mistake of 
rewarding only those referrals that turn into closed 
transactions,” Keller writes. “Reward the right 
behavior! Your sphere of influence isn’t in the 
business of screening clients before they refer them 
to you – the act of referral is what should be 
meaningfully rewarded.” 

2. Set up a database and feed it.  Carve out time 
on your calendar once a month or even once a week 
to plan and review your database.  

 

 
 “Think of it as a living thing that will need 

constant feeding to be kept alive,” Keller writes.  
“People will need to be added regularly as you 
make new relationships and lose old ones.  Feed 
it, fatten it, but, whatever you do, don’t put your 
database on a diet.” 

3. Systematically market to your database. 
“Real estate sales is a contact sport,” Keller 
writes. “Actually, it is a close-contact sport, and 
the best players believe it is a frequent and 
systematic close-contact sport.”  Keller offers 
three methods to remain in close contact with 
your market: 

• “8 x 8.” Everyone you know or meet goes 
into this program.  Once a week for eight weeks, 
you contact these people by  mail or phone. 

In the first week, you drop off a letter of 
introduction, your personal brochure, and a 
market report. In the second week, you send a 
recipe card, calendar, or other marketing item.  
In the third week, you send a house 
maintenance tip or refrigerator magnet.  In the 
fourth week, you phone the person to ask if her 
or she knows of anyone buying or selling a 
home.  The you repeat the process of three 
weekly mail pieces followed by another phone 
call in the eighth week. 

• “33 Touch.”  After putting your contacts 
through the “8 x 8” program, you goal is to stay 
in contact with the names in your database by 
committing yourself to 33 “touches” a year. This 
takes the form of emails, just-sold cards, market 
reports, birthday cards, your personal newsletter 
and phone calls.  Remember, Keller writes, 
there’s no such thing as overkill. 

For every six people you market to in this 
way, you can expect to generate one sale.  So to 
generate 50 closed deals a year, you’ll need 300 
people in your “33 Touch” database. 

• “12 Direct.” People you haven’t met go into 
this category.  It’s simple: You mail something to 
everyone on this list once a month. 

Keller says that for every 50 people you 
market yourself to 12 times a year, you can 
expect to generate one sale. So to generate 50 
sales a year, you’ll need 2,500 names in this 
database. 

 
Contact: Gary Keller, www.millionaireagent.com 

 
 


