


Chapter 1

Pricing black magic

There is a general rule of thumb in the real estate business that wise professionals keep on reminding themselves about when pricing a new listing. It suggests that if a property is as little as 5% over what is perceived to be the market value, the seller may lose as much as half of the potential buyers.

Not a good idea. Worse: if the property is listed at 10% over “market value”, roughly 70% of the would-be buyers are lost.

This is especially true at the high-end where prices are typically a bit softer and often challenged.

Hence question 1, to the home seller:


	“Do you want to just list, or do you want tosell”?



If listing is the deal, be my guest, any price will do. If, however, the idea is … to sell, then put a price on the house which is likely to attract as many potential buyers as possible, as soon as possible, and produce a sale at the best possible price.

Now, question 2, for the listing agent:


	“Do you want to sell the house, or doyou want to buy the listing”?



It seems easy enough to get a listing by telling the sellers that their home is worth a lot more than competing Realtors are recommending. But, aside from a host of ethical issues, what good does it do? Games people play …

Sometimes, the market is hot. Sometimes it’s not. When it’s hot, a good many home sellers and Realtors are thinking that prices don’t matter much when dozens of anxious buyers are waiting in line with a bid in their hands, hoping to get a house.


Well, wake up. Price matters.

Typically, one of the most agonizing questions both sellers and their agents dread the most (aside from the commission issue…) is indeed “What price should we put on the listing to produce the fastest sale at best price?”

The question is always relevant, regardless of the market conditions. Depending on the local market, the uniqueness of the property and its price range, sellers and agents may seriously explore different approaches to maximize the chances for a happy ending.

The choices, indeed, have always been the same and will always be the same:


	Overprice: deliberately or by ignorance

	Underprice: deliberately or by ignorance

	Price at what we perceive to be “market value”



Remember that there is no magic recipe that works every time. Again, you need to take the pulse of the market at that very moment and understand that what works at the low-end rarely works at the high-end. Just supply & demand common sense.

Let’s look at the three options and briefly analyze the pros & cons of each one.


1 Overpricing

Hard to define what is an overpriced listing. As far as I am concerned, an overpriced listing is one that does not sell! In other words, a property is not “overpriced” if a buyer buys it, even if we thought it was when we put the For Sale sign on the front lawn.

The supply & demand dance can do strange things in a good/hot/exuberant market.

Look at this scenario: with little inventory, huge pent-up demand, cheap mortgage money, strong economic news, growing job market and companies’ earnings … who knows what the ultimate sale price can be. At listing price level? 5% over? 10% over? 20% over? … % over?

How many offers on the property? 2? 10? 20? More?

Now, before you get too carried away, let’s use a little wisdom that only experience gives us. In the real estate business, the present does not last any longer than the weather in Massachusetts.

As for the past, it is not necessarily a good guide to predict the future. It is not because prices have jumped yesterday that we can count on the same thing tomorrow.

What we can say, looking backwards, is that if a house in the region has been on the market more than a month and did not sell yet, chances are it is overpriced.

Overpricing, in any market, is a dangerous idea. In my book, it is a terrible idea. If the market is slow, it makes no sense. If the market is hot but the house does not move quickly, it will soon grow old and collect dust as Realtors will always prefer showing new listings rather than those which have been aging on the shelves. Your choice.




2 Underpricing

Talk about dangerous games … You must have a strong heart to deal with that option. It can work to the sellers’ advantage. It can hurt just as well.

In a burning-hot market, this approach to pricing has been known to be as popular and risky a recreational sport as bungee jumping.

The idea is to tease anxious buyers with a price 10% or so lower than what we perceive to be the market price and create frenzy, manufacture a bidding war which may result in multiple offers and an ultimate sale price well over the asking (and presumably over what we the house would normally sell for …).

Some unscrupulous agents make a good living advising their clients to take that route. They may even win more listings using such a gimmick with some degree of success.

That, of course, is a bit (more than just a bit) deceptive since it is a strategy that can backfire. Keep in mind that underpricing does not guarantee a higher price. It could go the other way.

Do I like this option? No. No way. Am I clear? I just don’t like to play games.




3 Pricing at “market”

If you, as a home seller or as an agent, think you know at what price a buyer and a seller are likely to come to terms in any market, because you have a bunch of reliable comps (recent local sales of similar properties, active listings …), I suggest you use that option rather than play with a grenade.

There is no scientific way to determine, at listing time, what the end-price is going to be. Market value is an after the fact thing. Sorry.

Having said that, you can play pro and guess market value, based on a very thorough study of the local/regional market past & present activity and the myriad of factors susceptible of influencing prices.

It’s OK to put a tiny cushion on top of that price to allow for possible negotiation.

If the price is too high, you will soon know and you will cut some right away or according to a pre-established calendar of reductions.

If the price is on the low side, well, you will benefit from an enhanced buyers’ interest. If the price is right, you will obtain a quick & easy sale.

A win-win. I like that. We all sleep better when we do business that way. Your choice.

Oh, by the way, remember than, more often than not, the buyer sets the “market price”, not the seller.










Chapter 2

Best company for the agent and the client

Right or wrong, I have been consistent all along my career with the belief that real estate agents can only be as good as the company they happen to be associated with. In other words, they cannot be better.

This being said, I suspect that some (many?) agents would argue the point. They may be of the opinion that they are indeed better because they evolved in a positive way over the years or months and, in the process, outgrew their firm that stagnated or retreated.

To some extent, they may feel that their company (or their office) is keeping them from being as successful as they can be.

I can buy that, but if it is true that their company does not add value, in other words does not really contribute to their success, what are they doing there? As independent contractors, they are certainly free to do whatever they feel which conforms better to their professional needs/aspirations/ambition, including shopping for a new “home” where to move their license.

In a perfect world, the company and the agents enjoy a happy and mutually beneficial relationship. They compliment each other. Either one can make the phone ring. Each its own mission. Typically, the firm creates and the agent delivers. It’s a partnership. Up to a point.

The on-going trend in the real estate business is challenging many professionals these days. It is getting harder to decide where to hang their hats. The partnership is not always made of equals.

It is a fact that the traditional real estate companies spend less and less promoting the associates or their listings. As a result, the ambitious and smart agents who want to move to the next level, have to spend more and more of their own money to fill the gap.

To keep on growing, they need at least to advertise their listings in the community and, in the process, market themselves to prospective sellers and buyers.

The companies are not complaining. Obviously they benefit greatly from the co-branded ads paid for by their own associates.

We know why most companies and offices are reluctant to spend much marketing money to advertise their inventory of homes for sale: they don’t have it. Or not enough of it in the competitive context of reduced commissions and increased commission splits to the agents.

We also know that most agents, given the choice, are just as reluctant about spending their own dollars. When the market is down, they can’t afford the bills. When the market is hot, they may feel they don’t have to since listings don’t stay long on the shelves.

So, considering the above arguments, who, between the company and the agents, is driving the business? Let’s go back to the original question: can agents be better than their firm? What are agents expecting from their company anyway?

Depends. It takes all kinds to make the real estate carousel turn. Some firms offer “full” service













• Multi-disciplinary expertise





• Management at the office level





• High-end marketing













Author biography


The itinerary of a French journalist/American real estate icon … Or the eternal search for business excellence


Alain Pinel entered professional life in 1965 as a political writer for the French daily newspaper “L’Aurore”, covering such topics as Congress and the Prime Minister. Over the next six years, Alain Pinel wrote for several newspapers and magazines or commented the news on the radio, ie:



	“France Soir” (largest French newspaper then) - European Common Market.

	“Nouvel Observateur” (weekly magazine) - Western and Eastern Europe.

	“L’Ouest Industriel” (monthly conomic/business magazine) - Editor-in-Chief.

	“R.T.L” (largest European radio broadcasting)



In 1972, Alain Pinel’s life took another direction. Together with his wife and a one year old son, Alain sailed to a new adventure and a new career in California. In his new country, he successively became Regional Manager for La Salle Extension University in Northern California and Western Zone Manager for U.S Industries/Beacon, before settling in a business arena where his name soon became well known: Real Estate.


Alain started his real estate career in 1976 with Fox & Carskadon Realtors, in Los Altos, California. Three years later, he became the Managing Broker of the new Saratoga office, in the heart of the Silicon Valley. In 1984, Alain was made Senior Vice President in charge of the South Bay region and a year later, became the Executive Vice President and General Sales Manager of the company. Over his five year tenure in such a position, Fox & Carskadon tripled its volume of sales (to $3 billion) and emerged as one of the top residential firms in the country.


In 1990, Alain Pinel left Fox & Carskadon/Better Homes & Gardens and founded a new company by his name: Alain Pinel Realtors, using international marketing and state-of-the art technology to identify and grow with the booming Silicon Valley. After having established Alain Pinel Realtors on the path of an ambitious business plan, Alain left the company with his two partners and decided to live another dream: International Real Estate.


In 1991, Alain returned to France and took the position of Sales & Marketing Director for Sofap Helvim, one of the leading development firms in France. He then became Sales & Marketing Director for Sefimeg, then the largest investment firm traded on the French stock exchange, specializing in the buying and selling of large office/industrial/apartment buildings.


The American love affair resumed in 1995. Coldwell Banker brought Alain back to California as Senior Vice President to manage the West Bay region, subsequent to the acquisition of Fox & Carskadon Realtors.


In 2000, Alain’s region, comprised of San Francisco, the Peninsula and the Silicon Valley, was the leading region in the country with an annual sales volumes of nearly $13 billion and about 14,000 homes sold.


In July of 2002, well on the way to another record breaking year, Alain returned to Europe and settled in the South of France to pursue other interests with his wife Corinne.


Leisurely life on the Riviera was not meant to last very long. Shortly after his arrival, Alain, together with three partners, founded Imminence, a start-up which soon changed the way real estate is done in France and part of Europe. With a core business built around a comprehensive adaptation of the American MLS system of brokers’ cooperation. Imminence quickly expanded to provide a complete menu of services to the industry, from marketing, financial, productivity and planning tools to training and educational programs.


In Winter 2007, Alain spent a few days in Massachusetts to visit his son. Little did he know then that his “vacation” would eventually lead to a new exciting chapter of his real estate career After succumbing to the charm of the coastal village of Cohasset, he and Corinne bought a pied-a-terre there and, six months later, decided to leave the Riviera to experience New England living.


Well, they liked it enough for Alain to decide to get the state broker’s license and resume his real estate odyssey in the US, although this time on the East Coast. He soon became SVP & General Manager in Massachusetts for William Raveis, the leading independent company in New England and the 11th largest real estate company in the US.


During Alain’s tenure, William Raveis was voted #1 “Best Place to Work in Massachusetts” by the Boston Business Journal and “Best Real Estate Company in Massachusetts” four years in a row by the readers of Banker & Tradesman. Over the same four years, William Raveis saw its Massachussetts MLS market share jump 50%.


After four years of harsh winters and lots of snow shoveling, Alain resolved to leave Massachusetts and return to “his turf”, the San Francisco Bay Area. A meeting with an old friend, Gino Blefari, was enough to convince him to join Intero Real Estate Services (the leading brokerage in the Silicon Valley) on Day One of 2012, as SVP, Managing Officer and General Manager of Prestigio International, Intero’s estates division.


Over the following six years, Alain wrote a weekly online blog regarding all aspects of the business (marketing, financial, fiscal, luxury, etc.) which became an industry standard and a must-read for a worldwide audience.


In 2018, a year and a half after the Pinels permanently moved to their vacation home in Palm Desert, Alain said goodbye to Intero. Commuting for that long, back & forth between Southern California and the Bay Area was no fun. Besides, when you live in paradise, you might as well take the time to enjoy it for a while and relax in the pool under the sun or in the shade from the mountains and the palm trees, right?


The adventure continues ….







Note to the readers


Paris, Napa, Sacramento, Los Gatos, Saratoga, Los Altos Hills, Cannes, Boston, Atherton … The many towns where the hazards of life took me, so far.


I now live in Palm Desert California, with my wife Corinne, and … Bruno, a “Dr. Jekyll & Mr. Hyde” mini wire-haired dachshund.


In early 2019, I finally obeyed my wife and wrote this book. It was a most pleasant recreation after years of running in the fast lane of the real estate industry. It allowed me to think back about a heart full of beautiful work-related memories and re-charge my brain with a new challenge.


No, I am not retiring. I tried that before and it did not work. Just relaxing for a short while before embarking on a new mission.


Over the years, I had the good fortune of working alongside extraordinary agents, managers and company owners. Many of them I hired, trained, coached and tried to inspire.


Most of them are still active in the field and leading the pack with their respective firms and in their respective markets, whether in California, New England or Europe.


I hope all the pros I came to know and help at a moment in time are a little bit better today as a result. As for me, there is no doubt I became a better human being and a better leader thanks to the terrific experiences we shared.


I want to say Thank You to them all.


Thank You also to the tens of thousands of buyers and sellers who placed their trust in them and in me.


And Thank You to you, who just read my book.


Alain Pinel
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Business Books


Business Books publishes practical guides and insightful non-fiction for beginners and professionals. Covering aspects from management skills, leadership and organizational change to positive work environments, career coaching and self-care for managers, our books are a valuable addition to those working in the world of business.





15 Ways to Own Your Future


Take Control of Your Destiny in Business and in Life


Michael Khouri


A 15-point blueprint for creating bett er collaboration, enjoyment, and success in business and in life.


Paperback: 978-1-78535-300-0 ebook: 978-1-78535-301-7





The Common Excuses of the Comfortable Compromiser


Understanding Why People Oppose Your Great Idea


Matt Crossman


Comfortable compromisers block the way of anyone trying to change anything. This is your guide to their common excuses.


Paperback: 978-1-78099-595-3 ebook: 978-1-78099-596-0



The Failing Logic of Money


Duane Mullin


Money is wasteful and cruel, causes war, crime and dysfunctional feudalism. Humankind needs happiness, peace and abundance. So banish money and use technology and knowledge to rid the world of war, crime and poverty.


Paperback: 978-1-84694-259-4 ebook: 978-1-84694-888-6


Mastering the Mommy Track


Juggling Career and Kids in Uncertain Times


Erin Flynn Jay


Mastering the Mommy Track tells the stories of everyday working mothers, the challenges they have faced, and lessons learned.


Paperback: 978-1-78099-123-8 ebook: 978-1-78099-124-5





Modern Day Selling


Unlocking Your Hidden Potential


Brian Barfield


Learn how to reconnect sales associates with customers and unlock hidden sales potential.


Paperback: 978-1-78099-457-4 ebook: 978-1-78099-458-1





The Most Creative, Escape the Ordinary, Excel at Public Speaking Book Ever


All The Help You Will Ever Need in Giving a Speech


Philip Theibert


The ‘everything you need to give an outstanding speech‘ book, complete with original material writt en by a professional speech-writer.


Paperback: 978-1-78099-672-1 ebook: 978-1-78099-673-8



On Business And For Pleasure


A Self-Study Workbook for Advanced Business English


Michael Berman


This workbook includes enjoyable challenges and has been designed to help students with the English they need for work.


Paperback: 978-1-84694-304-1





Small Change, Big Deal


Money as if People Matt ered


Jennifer Kavanagh


Money is about relationships: between individuals and between communities. Small is still beautiful, as peer lending model, micro-credit, shows.


Paperback: 978-1-78099-313-3 ebook: 978-1-78099-314-0


Readers of ebooks can buy or view any of these bestsellers by clicking on the live link in the title. Most titles are published in paperback and as an ebook. Paperbacks are available in traditional bookshops. Both print and ebook formats areavailable online.


Find more titles and sign up to our readers’ newslett er at http://www.jhpbusiness-books.com/


Facebook: https://www.facebook.com/JHPNonFiction/

Twitter: @JHPNonFiction
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