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INDEX

 Abramoff, Jack, 242 
 Accessory apartments, 161 
 Adaptive reuse, 162 
 Ads.  See  Newspaper ads 
 Adviser pitfalls, 46 –56 

 advice versus approval, 46 – 47 
 advisers as media molls, 

54 –56 
 confl ict of interest, 53–54 
 knowledge versus ignorance, 

47–51 
 personal preferences, 51–53 

 Agents.  See  Real estate agents 
 Aging of population, 113–114 
 AIDA (attention, interest, 

desire, action) principles, 
181, 186 

 Air rights, 211 
 Alachua County, Florida, 124 
 Alamo, California, 81 
 Amortization, 12 
 Apartments: 

 converting to condominiums, 
162–164 

 converting to offi ce space, 
164 –165 

 creating accessory 
apartments, 161 

 foreclosed, 138 
 Appraisers, professional, 

248 –249 
 Approval versus advice, 46 – 47 
 Area, 80 –98.  See also  

Neighborhood 
 Alamo, California versus 

Terre Haute, Indiana, 81–82 
 common mistakes, 82–83 
 demand, 86, 87–98 
 for investments, 77 
 looking beyond your own 

backyard, 80 
 senior trends, 114 
 supply, 86 –87 
 value investing, 83–87 

 Aristotle, 6 
 Asbestos, 135, 146 
 Ash, Mary Kay, 20 
 Assumptions, mortgage, 213 
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 Attention, interest, desire, 
action (AIDA) principles, 
181, 186 

 Attics, converting to living 
space, 159–161 

 Attitude: 
 cooperative, 224 
 positive, 18, 23–24 

 Auctions, foreclosed property, 
220 

 Austin, Texas, 92–93, 94 

 Baby boomers, 113–114 
 Bank fraud, 242 
 Barnett, Cynthia, 169 
 Barrington Hills, 125 
 Basements, converting to 

living space, 159–161 
 Bathrooms, 143–144 
 Bathtubs, 146 
 Before tax cash fl ow (BTCF), 

269, 271 
 Benefi ts: 

 selling, 177–179 
 translating features into, 189 

 Berkeley, 172 
 Biggar, Jeanne, 97 
 Billings, Josh, 29 
 Bird dogs, 219 
 Bonwit Teller building, 255 
 Borrowing: 

 curtailing, 30 –31 
 reviewing, 69–70 

 Brierbrier, Doreen, 108 
 Brochures, 182–186 

 BTCF (before tax cash fl ow), 
269, 271 

 Bubble, real estate, 13–15, 42 
 Budget types, 32 
 Building codes, 134 
 Burns, David, 23, 24 
 Burns, Jerry, 173 
 Business operation costs, as 

demand factor, 92–94 
 Buy-downs, seller, 213 
 Buyer’s remorse, 191 

 Calgary, Alberta, 97 
 California Closet Company, 

149 
 Capitalization rates, deriving, 

265–266 
 Capitalized income method, 

216 –217, 239, 245, 246, 
256 –258 

 Carpets, 146 
 Carrybacks, seller, 213 
 Cash fl ow: 

 free, 70 
 increasing, 203–204 
 versus market appreciation, 12 

 Cash on cash return on 
investment, 269 

 Ceilings, dropped, 144 
 Change: 

 anticipating and adapting to, 
113 

 local, 115 
 neighborhood name changes, 

173 
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 Clauses: 
 contingency, 190, 233–234 
 repair, 166 
 weasel, 233 

 Cleanliness, 144, 156 
 Climate, and senior trends, 

114 
 Closing costs, 231 
 Closing date, 232 
 Cohen, Herb, 229 
 Colleges and universities, as 

basic employers, 90 
 College students, as tenants, 

107 
 College towns, as senior trend, 

114 
 Community attitudes and 

actions, as demand factor, 
96 –97 

 Comparable sales valuation 
method: 

 address and proximity to 
subject, 249 

 data sources and verifi cation, 
250 

 income properties, 266–267 
 overview, 215–216 
 residential properties, 245, 

246, 248 –254, 258 
 sales price and price per 

square foot, 249–250 
 transfer (sales) history, 

253–254 
 Uniform Residential 

Appraisal Report, 238 

 value adjustments, 250 –253 
 Competition for properties, 

218 
 Competitive advantage, 139–

140.  See also  MVP creation 
 Compromise, 228 –229 
 Concessions, 226 –227, 242 
 Conciliation, 228 –229 
 Condo associations, 121–122 
 Condominiums: 

 converting apartments to, 
162–164 

 as investment, 49–51 
 Myrtle Beach, 104 –105 

 Confl ict of interest, adviser, 
53–54 

 Contingency clauses, 190, 232, 
233–234 

 Contract rules, 122–123 
 Conversion value, buying 

below, 212–213 
 Co-op associations, 121–122 
 Cooperative attitude, 

developing, 224 
 Cosmetic maintenance, 202 
 Cost of living, 93–94 
 Cost valuation method: 

 income properties, 267–268 
 residential properties, 245, 

246, 254 –256 
 Uniform Residential 

Appraisal Report, 239 
 Cousins, James, 57 
 Credit score, 69–70 
 Cremer, Jill, 38, 118 
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 Criticism, listening to, 188 
 Curb appeal, 155–158 
 Custodial maintenance, 202 

 Dead space, 148 –149 
 Deal points, purchase 

agreements, 231–233 
 Deals, fi nding, 217–222 

 advertising and promotion, 
221–222 

 bird dogs, 219 
 competition for properties, 

218 
 foreclosure sales, 220 –221 
 Internet, 220 
 networking, 218 –219 
 new home builders, 222 
 newspapers (for-rent/lease 

option ads), 219 
 newspapers (for-sale ads), 

219 
 newspapers (notices), 220 
 real estate agents, 221 

 Decision making, 38 –59. 
 See also  Entrepreneurial 
principles 

 consulting experts, 38 
 data accuracy, 41–44 
 importance of, 39–40 
 organizing your thinking, 

58 –59 
 questioning advice, 46 –58 
 ranking priorities, 40 –41 
 rules of thumb, 44 –46 
 self-reliance, 38 

 Demand, Utility, Supply, 
Transfer framework.  See  
DUST framework 

 Demand factors, 86, 87–98 
 business operation costs, 

92–94 
 community attitudes and 

actions, 96 –97 
 employment and incomes, 

87–89 
 entrepreneurial spirit, 97–98 
 overview, 86, 87 
 population growth, 87–89 
 quality of life, 94 –95 
 wealth, 95–96 

 Demographics, 100 –103 
 Dependability, 33–34 
 Depreciation, 254 –256 
 Direct income capitalization, 

261–266 
 Disclosures on noise, written, 

150 
 Discontinuities, 49–51 
 District concept, 123–124, 125 
 Diversity, 100 
 Don’t-wanters (seller type), 

209–210 
 Doors, 114, 146 
 Downsizing, as senior trend, 

114 
 Dubai, 35–36, 80, 89–90 
 DUST framework: 

 entrepreneurial objectives, 
67–71 

 overview, 58 –59, 65–67 
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 Dyer, Wayne, 24 

 Earnest-money deposit, 190, 
231, 233 

 Echo boomers, 114 –115 
 Economic depreciation, 

255–256 
 Economic forecasts, 54 –55 
 Edmonton, Alberta, 94 –95, 97 
 Electrical outlets, 145–146 
 Emotional connection, 

establishing, 226 –228 
 Employment and incomes, as 

demand factors, 87–89 
 Energy audits, 165 
 Enthusiasm, importance of, 18 
 Entrepreneurial 

characteristics, 8 –9 
 Entrepreneurial objectives: 

 fi nancial goals, 71 
 reviewing spending and 

borrowing, 69–70 
 talents, inclinations, 

resources, priorities, 67–69 
 Entrepreneurial principles, 

22–59.  See also  Decision 
making 

 curtailing destructive 
spending and borrowing, 
30 –31 

 dependability, 33–34 
 learning and improving 

continuously, 34 –36 
 networking, 29–30 
 positive attitude, 23–24 

 positive self-talk, 24 –29 
 time management, 31–33 

 Entrepreneurial spirit, as 
demand factor, 97–98 

 Entrepreneurial thinking: 
 versus motivated sellers, 9–11 
 versus property appreciation, 

11–15 
 Environmental health hazards, 

146 
 Environmental laws, 135 
 Escrow account, earnest-money, 

190 
 Eviction of tenants, 201–202 
 Exceptions to rules, 47–48 
 Expenses: 

 miscellaneous, 264 
 operating, 165–167, 215–217 

 Experts: 
 and decision making, 38 
 identifying MVP features, 

111–112 
 Exterior, building, 157 
 External depreciation, 255–256 

 Facts: 
 backing up sizzle with, 

187–188 
 importance of, 41–44 

 Fair Isaac Corporation 
(FICO), 69–70 

 Fancy versus facts, 43 
 FAR (fl oor area ratio), 128 
 Features, translating into 

benefi ts, 189 
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 Federal Housing 
Administration (FHA), 138 

 Fences, 157 
 FICO (Fair Isaac 

Corporation), 69–70 
 Fields, W. C., 119 
 Financial goals, 71 
 Financial planners, 55 
 Financing, 189, 213 
 Financing contingencies, 

232 
 Fixtures, 75–76 
 Flint, Michigan, 89 
 Flipping, and property value, 

253–254 
 Floor area ratio (FAR), 128 
 Florida, 124 
 Flyers, 182–186 
 Focus groups, 112–113 
 Following up: 

 successful signing, 190 –191 
 unsuccessful close, 191 

 Forecasts: 
 economic, 54 –55 
 real estate prices, 13–14, 54 
 stock market, 92 

 Foreclosed property, 138, 
220 –221 

 Formaldehyde, 146 
 40 Wall Street, 35, 154, 194, 

207 
 Frazier, Charlie, 20 
 Free cash fl ow, 70 
 Functional depreciation, 255 

 Gaithersburg, Maryland, 
173 

 Garages, converting to living 
space, 159–161 

 Geibel, Dean, 118 
 Gentrifi cation and other value 

plays, 167–173 
 becoming neighborhood 

entrepreneur, 170 –173 
 neighborhood potential, 

169–170 
 revitalizing neighborhood, 

168 –169 
 Gilcrest County, Florida, 

124 
 Goals: 

 choosing, 18 
 fi nancial, 71 
 giving substance to, 5 
 and time management, 32 

 Golf courses, 19 
 Golfers, as market segment, 

104 –105 
 Government, as basic 

employer, 90 –91 
 Government offi cials, working 

with, 118 –119, 171 
 “Great buy,” defi ning, 

207–208 
 Greenspan, Alan, 54 –55 
 Greer, Sal, 230 
 Griswald, Robert, 195 
 Gross rent multiplier (GRM), 

256 –258, 260 
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 Habits, 6 
 Hall, Craig, 159 
 Handymen on call, 166 
 Harlem, 83 
 Healy, Jerramiah T., 118 
 Heating oil tanks, 135 
 Helmstetter, Shad, 26 
 Home, as term, 151 
 Home businesses/home 

occupations, 129–131 
 Homeowners’ associations 

(HOAs), 121–122 
 Honesty, selling with, 186 –187 
 Honey Creek Mall, Terre 

Haute, 90 
 Houses, converting to offi ce 

space, 164 –165 
  How I Turned $1,000 into a 

Million in My Spare Time  
(Nickerson), 62, 81 

 Huey, Mark, 118 
 Hyatt, 214 

 Improvements.  See  Property 
improvements 

 Income: 
 as demand factor, 87–89 
 multiple streams of, 154 
 sources other than rent, 

158 –159 
 Income property valuation, 

258 –272 
 cash on cash return on 

investment, 269 

 comparable sales approach, 
266–267 

 cost approach, 267 –268 
 gross rent multiplier, 260 
 income capitalization, 261–

266 
 total return on investment, 

269 –272 
 Income statements, sample, 

263 
 Income valuation approach: 

 income properties, 261–266 
 residential properties, 239, 

245, 246, 256 –258 
 Indiana apartment building 

investment example, 12, 19 
 In-law suites, 161 
 Inspection contingencies, 232 
 Insurance, property, 123, 262 
 Internet, as information 

source, 220 
 Investigation, setting up, 

71–78 
 exploring questions to ask, 

72 
 geographic area, 77 
 identifying and describing 

property, 73–76 
 time period for holding 

properties, 77 
 understanding rights and 

restrictions, 76 
 Investment adviser pitfalls.  See  

Adviser pitfalls 
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 Jacksonville, Florida, 96 –97 
 Jahn, Helmut, 38 
 Jersey City, 118 

 Kipling, Rudyard, 4, 8 
 Kitchens, 143–144 
 Knowledge: 

 building, 3–4 
 discontinuities, 49–51 
 general rules versus 

exceptions, 47–48 
 staying up to date, 48 –49 

 Koch, Ed, 119 
 Koenig, Harry, 166 

 Lampposts, 157 
 Landscaping, 156 
 Land-use laws.  See  Zoning and 

land-use laws 
 Laundry facilities, as revenue 

source, 158 
 LCR (lot coverage ratio), 128 
 Lead paint, 135, 146 
 Learning, continuous, 34 –36 
 Leases: 

 designing for target market, 
196 –197 

 individual, 108 
 written notice for moving 

out, 203 
 Lenders, lying to, 242 
 Letters 

 preapproval, 233 
 thank-you, 57–58 

 Lien payoff, 214 –215 

 Light, natural, 144 
 Liquidity, 70 
 Lobbying, 171, 172–173 
 Local trends and changes, 115 
 Location.  See  Area 
 Locational depreciation, 

255–256 
 Lockers, storage, as source of 

revenue, 159 
 Lot coverage ratio (LCR), 128 
 Lying to lenders, 242 

 Mackay, Harvey, 30 
 Magazines, as information 

source, 111 
 Mailboxes, 157 
 Maintenance, 166, 199, 202 
 Maintenance and repair costs, 

165–166, 264 
 Management, property.  See  

Property management 
 Mankiw, Gregory, 14, 54 
 Manufacturers, as basic 

employers, 89 
 Mar-a-Lago, 19, 211 
 Marcos, Ferdinand, 194 
 Market appreciation.  See  

Property appreciation 
 Marketing, 176 –191 

 fl yers and promotional 
brochures, 182–186 

 newspaper ads, 177, 179–181 
 sales tips, 187–191 
 sell benefi ts, 177–179 
 sell the sizzle, 178 –179 
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 sell with honesty, 186 –187 
 signs, 186 
 target market, 176 –179 

 Market segmentation, 100 –
115 

 aging of population, 113–114 
 anticipating and adapting to 

change, 113 
 avoiding standard labels, 

105–107 
 college students, 107 
 demographic differences, 

100 –103 
 diversity, 100 
 echo boomers, 114 –115 
 fi nding unique and intense 

needs, 108 
 golfers, 104 –105 
 identifying MVP features for 

your tenants, 109–113 
 individual leases, 108 
 local trends and changes, 115 
 nurses, 108, 109–110 
 psychographics, 103–105 
 tailoring operating 

procedures, 108 –109 
 target marketing, 107 

 McKinney, Frank, 38 
 Media molls, advisers as, 

54 –56 
 Medical services, as basic 

employers, 90 
 Mental budget, 32 
 Metro Homes LLC, 118 
 Miliken, Roger, 20 –21 

  Millionaire Next Door, The  
(Stanley), 20, 31 

 Mobile home regulations, 124 
 Money budget, 32 
 Mortgage assumptions, 213 
 Mortgage contract 

restrictions, 122–123 
 Mortgage helpers, 161 
 Mortgage payoff, 12 
 Most valued property.  See  

MVP creation; MVP 
features, identifying; MVP 
rule 

 Motivated seller approach, 
10 –11 

 Move-in, creating fl awless, 
197–198 

 Move-outs, processing, 202–
203 

 Mr. Magoo mistake, 82, 85 
 Multiuse approach, 154 
 Murphy beds, 149 
 MVP creation, 138 –173 

 accessory apartments, 161 
 adaptive reuse, 162 
 bathtubs, 146 
 becoming neighborhood 

entrepreneur, 170 –173 
 carpets, 146 
 cleanliness, 144 
 competitive advantage, 

139–140 
 converting apartments or 

houses to offi ce space, 
164 –165 
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MVP creation (continued)
 converting apartments to 
condominiums, 162–164 

 converting garage, attic, or 
basement to living space, 
159–161 

 curb appeal, 155–158 
 cutting operating expenses, 

165–167 
 inventory competitors, 

140 –142 
 kitchen and baths, 143–144 
 multiuse approach, 154 
 natural light, 144 
 neighborhood potential, 

169–170 
 noise abatement, 149–150 
 overall impression, 142–143 
 revenue other than rent, 

158 –159 
 revitalizing neighborhood, 

168 –169 
 rightsizing rooms, 147 
 safety, security, and 

convenience, 145–146 
 sense of proportion, 147 
 special purpose use, 161–162 
 special touches, 145 
 stairs, 146 
 storage, 148 –149 
 Swifton Village, 138 –139 
 views, 145 

 MVP features, identifying, 
109–113 

 focus groups, 112–113 

 informal conversations, 
109–110 

 insiders and experts, 
111–112 

 paying attention, 110 –111 
 MVP rule, 64 –65 
 Myrtle Beach, 104 –105 

 Napoleon, 44 
 Needs, fi nding, 108 
 Negotiation, 222–234 

 compromise versus 
conciliation, 228 –229 

 developing cooperative 
attitude, 224 

 establishing rapport and 
emotional connection, 
226 –228 

 exploring possibilities, 
222–223 

 learning about sellers, 
225–226, 229 

 negotiating agreements, 
223–224 

 reducing seller anxiety, 
233–234 

 role of agent, 230 –233 
 tips from Donald Trump, 

206 –207 
 Neighborhood.  See also  Area: 

 appearances and aesthetics, 
171 

 convenience, 170 
 lobbying city government, 

172–173 

bindex.indd   282bindex.indd   282 5/12/2006   10:55:23 AM5/12/2006   10:55:23 AM



I N D E X

283

 name changes, 173 
 noise, 150 
 nuisances, 171–172 
 potential, 169–170 
 racial demographics, 242 
 revitalizing, 168 –169 
 safety and security, 172 
 supply, demand, and price 

ranges, 242–243 
 talking up, 173 
 upgrading schools, 172 
 zoning and building 

regulation lobbying, 171 
 Net operating income (NOI), 

81, 261–265 
 Networking, 29–30, 218 –219 
 Net worth, 70 
 New home builders, 222, 

246 –247 
 Newspaper ads: 

 crafting, 177, 179–181 
 for-rent/lease option ads, 219 
 for-sale ads, 219 

 Newspapers, as information 
source, 110, 220 

 New York City zoning and 
land-use laws, 119 

 Nickerson, William, 62, 81 
 NOI (net operating income), 

81, 261–265 
 Noise, 149–150 
 Noise ordinances, 131 
 North Hollywood, 173 
 North Potomac, Maryland, 

173 

 Nurses, as tenants, 108, 
109–110 

 Objectives.  See  
Entrepreneurial objectives 

 Occupancy restrictions, 
128 –129 

 Offi ce space, converting 
apartments or houses to, 
164 –165 

 Omni International Mall, 
Miami, 90 

 Operating expenses, 165–167, 
215–217 

 Opinion versus facts, 42 
 Opportunistic sellers, 209 
 Oregon, 96 

 Palm Trump International 
Hotel and Tower, 80 

 Parking areas, 156 –157 
 Parking fees, as revenue 

source, 158 –159 
 Parking ordinances, 129 
 Passion, importance of, 18 
 Payoff of liens, 214 –215 
 Peepholes for entry doors, 146 
 People as ultimate resource, 9 
 Personal fi nance magazines, 

and confl ict of interest, 
53–54 

 Personal property, 75–76, 232 
 Photos, on by-owner fl yers, 

182 
 Physical depreciation, 255 
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 Physical property, 73–76 
 personal property, 75–76 
 rooms and rental units, 73 
 site size and features, 75 
 square-footage fi gures,

74 –75 
 Pinecrest, Florida, 173 
 Pocket listings, 221 
 Population aging, 113–114 
 Population growth, as demand 

factor, 87–89 
 Positive attitude, 18, 23–24. 

 See also  Self-talk 
 Possession date, 232 
 Possibilities: 

 expanding, 41 
 exploring, 222–223 
 opening your mind to, 3 
 searching for, 35–36 

 Postwar units, modernizing, 
147 

 Preapproval letters, 233 
 Preferences, personal, 51–53 
 Premium value, 84 
 Preventive maintenance, 166, 

199 
 Price: 

 buying at below-market-
value price, 208 –212 

 buying below conversion 
value, 212–213 

 buying below use value, 212 
 buying with below-average 

operating expenses, 
215–217 

 buying with below-balance 
payoff, 214 

 buying with below-market-
costs fi nancing, 213 

 buying with short payoff of 
liens, 214 –215 

 defi ning “great buy,” 
207–208 

 forecasts, 13–14, 54 
 per square foot, 44 –45, 250 
 trends, 84 
 in value investing, 

84 –85 
 Price to earnings, 84 –85 
 Priorities, setting, 40 –41 
 Pritzker, Jay, 214 
 Professional service fi rms, as 

basic employers, 89–90 
 Property appreciation: 

 versus entrepreneurial 
thinking, 11–15 

 versus other sources of real 
state profi t, 12–13 

 Property bubble, 13–15, 
42 

 Property improvements, 
142–151 

 bathtubs, 146 
 carpets, 146 
 cleanliness, 144 
 kitchen and baths, 143–144 
 natural light, 144 
 noise abatement, 149–150 
 overall impression, 142–143 
 rightsizing rooms, 147 
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 safety, security, and 
convenience, 145–146 

 sense of proportion, 147 
 special touches, 145 
 stairs, 146 
 storage, 148 –149 
 views, 145 

 Property insurance, 123, 262 
 Property management, 194 –

204.  See also  Tenants 
 anticipating and preparing 

for special problems, 201–
202 

 designing lease for target 
market, 196 –197, 203 

 income property, 262 
 increasing cash fl ow, 203–204 
 maintaining property, 202 
 move-in, 197–198 
 move-outs, 202–203 
 raising rents, 200 –201 
 retaining top-fl ight residents, 

198 –200 
 self-management versus 

employing management 
fi rm, 194 –196 

 trading up, 204 
 Property taxes, 166 –167, 

262–264 
 Property valuation, 236 –273 

 cash on cash return on 
investment, 269 

 comparable sales approach, 
245, 246, 248 –254, 258, 
266–267 

 cost approach, 245, 246, 
254 –256, 267 –268 

 gross rent multiplier, 
256 –258, 260 

 income approach, 245, 246, 
256 –258, 261–266 

 income properties, 258 –272 
 residential properties, 

245–258 
 total return on investment, 

269 –272 
 Uniform Residential 

Appraisal Report, 
236 –245 

 Proportion, sense of, 147 
 Prospects, following up with, 

191 
 Psychographics, 103–105 
 Purchase agreement deal 

points, 231–233 

 Quality of life, as demand 
factor, 94 –95 

 Questioning advice, 38, 
56 –57 

 Questions: 
 exploring questions to ask, 72 
 importance of, 4, 8 

 Racial neighborhood 
demographics, 242 

 Rampy, Phil, 169 
 Rapport, establishing, 188, 

226 –228 
 Reagan, Ronald, 8 –9 
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 Real estate agents: 
 for fi nding good deals, 221 
 as intermediary, 230 –233 
 unknowledgeable, 210 

 Real estate bubble, 13–15, 42 
 Real estate price.  See  Price 
 Real property, defi ned, 75 
 Rents, raising, 200 –201 
 Repair allowance, 232 
 Repair clauses, 166 
 Repairs, 199–200, 264 
 Resale package, 121–122 
 Residential valuation 

techniques, 245–258 
 comparable sales approach, 

238, 245, 246, 248 –254, 258 
 cost approach, 239, 245, 246, 

254 –256 
 income approach, 239, 245, 

246, 256 –258 
 Responsibility, personal, 4 –5 
 Retailing and distribution, as 

basic employers, 90 
 Retirees.  See  Seniors 
 Return on investment (ROI) 

 cash on cash, 269 
 total, 269 –272 

 Rezoning, petitioning for, 133 
 Road barriers, 172 
 Rooms, rightsizing, 147 
 Ross, George, 154 
 Rules, 118 –135 

 building codes, 134 
 challenging zoning rules, 

132–134 

 contracts, 122–123 
 district concept, 123–124, 

125 
 environmental laws, 135 
 exceptions to, 47–48 
 fl oor area and lot coverage 

ratios, 128 
 home businesses/home 

occupations, 129–131 
 homeowners’ associations, 

121–122 
 importance of, 118 –120 
 mistakes, 120 
 noise ordinances, 131 
 occupancy restrictions, 

128 –129 
 parking, 129 
 restriction types, 124, 126 
 setbacks, side yards, and 

height, 124 –127 
 sources of laws that govern 

properties, 121 
 special uses, 131, 132 
 for tenants, 198, 200 
 of thumb, 44 –46 
 zoning and related 

ordinances, 118 –119, 
123–134 

 Safety, security, and 
convenience, 114, 145–146, 
172 

 Safety and security 
maintenance, 202 

 Sales.  See  Marketing 
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 San Diego, 83–84, 91–92 
 San Francisco Bay Area, 

81 
 Sawgrass Mall, 90 
 Schools, upgrading, 172 
 Seattle, 94 
 Seed capital, 63 
 Self-reliance, 38 
 Self-talk, 24 –29.  See also  

Attitude 
 negative, 24 –27 
 reprogramming, 27–29 

 Sellers: 
 buy-downs, 213 
 carrybacks, 213 
 concessions, 242 
 don’t-wanters, 209–210 
 learning about, 225–226 
 motivated, 9–11, 219 
 opportunistic, 209 
 reasons and reference points, 

229 
 reducing anxiety of, 

233–234 
 unknowledgeable, 

210, 219 
 windfall gainers, 211 

 Seniors: 
 as market segment, 

102–104 
 trends, 113–114 

 Septic systems, 135, 244 
 Sepulveda, California, 173 
 Setbacks, side yards, and 

height, 124 –127 

 Share-a-home market 
segmentation strategy, 
101–103 

 Shiller, Robert, 14, 92 
 Signs, for sale/rent, 186 
 Simon, Julian, 9 
 Single-fl oor housing units, as 

senior trend, 114 
 Site size and features, 75 
 Site value, 256 
 Six honest men, 4, 8 
 Sizzle, selling the, 178 –179 
 Skidmore Owens, 89–90 
 Speed bumps, 172 
 Spending: 

 curtailing, 30 –31 
 reviewing, 69–70 

 Square-footage fi gures, 74 –75 
 SRI International, 105–106 
 Stairs, 146 
 Standards, setting, 18 –19 
 Stanley, Thomas, 20, 31 
 Stargazer mistake, 82, 85 
 Stock market forecasts, 92 
 Stop Renting Now! program, 

24, 41, 106, 112 
 Storage, creating more, 

148 –149 
 Storage lockers, as source of 

revenue, 159 
 Subdivision associations, 

121–122 
 “Subject to” purchases, 213 
 Success, characteristics that 

lead to, 18 –19 
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 Swifton Village, 100, 138 –
139, 207 

 Tampa, 118 
 Target market: 

 designing lease for, 196 –197 
 desires of, 52 
 marketing to, 176 –179 
 market segmentation, 107 

 Taxes, property, 166 –167, 
262–264 

 Teardowns, 255–256 
 Tenants.  See also  Property 

management: 
 complaints, 200 
 evicting, 201–202 
 keeping informed, 199 
 market segmentation, 

105–107 
 retaining, 198 –200 
 rules for, 198, 200 
 selecting, 166 
 written move-out notice, 203 

 Terms, as deal point, 231 
 Terre Haute, Indiana, 81–82, 

96, 98 
 Thinking for yourself, 4 –5 
 Thoreau, Henry David, 6 
 Thorton Park, Florida, 169 
 Time/activity budget, 32 
 Time management, 31–33 
 Time period for holding 

properties, 77 
 Total return on investment, 

269 –272 

 Towns, rural/small, as senior 
trend, 114 

 Trading up, 204 
 Traffi c safety, 172 
 Travel and tourism, as basic 

employers, 90 
 Tree ordinances, 135 
 Tropical Village, Inc., 102–

104, 112 
 Trump, Donald: 

 decision making, 38 
 Dubai hotel project, 80 
 fi nding good deals, 217–218 
 negotiating tips, 206 –207 
 philosophy, 2–6 
 success characteristics, 18 –19 
 Swifton Village, 138 –139 
 trading up, 204 
 turning adversity into profi t, 

15 
 Trump, Fred, 100, 138, 155 
 Trump Building.  See  40 Wall 

Street 
 Trump International Golf 

Course, 19 
 Trump National Golf Club, 

Bedminster, 19 
 Trump National Golf Club, 

Westchester, 19 
 Trump Plaza, 118 
 Trump Tower: 

 audience designed for, 104 
 building quality, 150 
 setting standards, 19 
 use of space, 154 
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 views, 144 
 Trump Tower Tampa, 118 
 Trump World Tower at 

United Nations Plaza, 119 

 Uniform Residential Appraisal 
Report, 236 –245 

 contract section, 241–242 
 cost approach section, 239 
 improvements section, 

244 –245 
 income approach to value 

section, 239 
 neighborhood section, 

242–243 
 sales comparison approach 

section, 238 
 sample, 237–240 
 site section, 243–244 
 subject property section, 

241 
 Use value, buying below, 212 
 Utilities, 244, 264 

 Vacancy rate, 42–43 
 Valley Village, California, 

173 
 VALS (values and lifestyles 

market segment 
classifi cation system), 
105–106 

 Valuation.  See  Comparable 
sales valuation method; 
Cost valuation method; 
Property valuation 

 Value adjustments 
(comparable sales method), 
250 –253 

 Value investing, 83–87 
 Vancouver, British Columbia, 

124 –125 
 Variance, seeking, 

132–133 
 Views, 145 

 Walk-through, fi nal, 203 
 Walkways, 156 –157 
 Warranties, 232 
 Wastewater disposal, 135 
 Wealth, as demand factor, 

95–96 
 Weasel clauses, 233 
 Windfall gainers (seller type), 

211 
 Win-win negotiation, 

223–224.  See also  
Negotiation 

 Woolf, Bob, 224, 230 

 Yard care, 156 

 Zoning and land-use laws: 
 challenging zoning rules, 

132–134 
 district concept, 123–124, 

125 
 fl oor area and lot coverage 

ratios, 128 
 home businesses/home 

occupations, 129–131 
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 Zoning and land-use laws 
(continued)

noise ordinances, 131 
 occupancy restrictions, 

128 –129 
 parking, 129 
 and property value, 243–244 

 restriction types, 124, 126 
 setbacks, side yards, and 

height, 124 –127 
 special uses, 131, 132 
 working with government 

offi cials, 118 –119, 171 
 Zoning districts, 123–124, 125 
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