




It's that kind ofpraise that Roger counts on. Rather than go through
the costly rigmarole of trying to drum up new business, the top seller
instead directs much of his energy toward his existing customer base.
The results of this unconventional approach have been nothing shoft
of successful.

"I'd say that in any given year, certainly 40 percent of my business
comes from people I've worked with before-and that doesn't even
count the referrals that come from those people," he says. "I know that
a lot of people in all sorts of businesses spend a lot of money trying to
get new business all of the time. But I try to focus my energy on
customers I've already worked with because they already believe in
me and we already have good relationships."

For Roger, maintaining those relationships means a lot more than
simply dropping Christmas cards in the mail every December. When the
West Coast Black Theatre Troupe's production of "Dreamgirls" bowed
in March 2001 ,he rented out the entire Historic Asolo Theater in
Sarasota so his customers could take in a private performance of the
musical. When the posh Ritz-Carlton Sarasota Beach Club opened its
doors in 2001, Roger was among the first to host a customer party at the
luxury resort. He's even welcomed his clients into his home, where he
and his wife, Alisa, hosted a customer appreciation celebration.

"I don't feel any great need to keep my professional life and my
personal life separate," says Roger, whose office is practically across the
street from his house. "My customers know everything about my kids
and my family, and I make that a part of the personal information that I
share with them. I think I'm well compensated for what I do, and I
think people deserve ongoing customer service from me. And I want
their continued business, and I want them to know I want it. I don't

questions I've had. And he can pretty much size up a situation by
listening to what people are saying early on, so I think he's able to
adjust to someone's needs right away and run with it."

Such compliments aren't foreign to Roger, whose clients voted him
the Best in Client Satisfaction in a recent magazine poll.

"I hear a Iot of people say that one of my best qualities as a salesperson
is that I'm a good listener," Roger says. "That's the thing that gets in the
way of salespeople a lot of the time-they're so busy talking that
they're not hearing what people are saying. I think people get frustrated
by that, and it doesn't get thejob done. I don't need somebody to like
what I like; I need to find what they like. I'm like a stealth salesperson. I
don't even feel like I'm selling; I'm just listening to what people's needs
are, and then I'm fulfilling those needs. It's actually pretty easy to sell
here because I know Longboat Key so well."

As well he should. After graduating with honors from Guilford
College in Greensboro, N.C., Roger landed a marketing assistant job
at the Arvida Corporation, the developer largely responsible for
making Longboat Key
what it is today. After
helping develop, market
and, later, sell the
blossoming Shangri-La, he
obtained his broker's
license and accepted ajob
with Coldwell Banker.

An innovator right from the
get-go. Roger was the first
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know how you do that without being proactive and staying in touch."
While Mel Rhinelander agrees that Roger's efforts certainly make for
happier customers, he believes it's the sincerity behind those efforts
that keeps them coming back.

"He's absolutely customer-focused, and that's pretty obvious to the
customer," Mel says. "Where a lot of REALTORS@ seem like they're
hying to drive prices to get a higher commission, Roger really gives
the impression that he's just trying to end up with a satisfled customer.
Instead of trying to make money by driving prices higher, he tries to
do it through repeat business and referrals by making his customers
happy. It ceftainly worked with me."

It also worked with Mark Kleinschmidt, CEO of St. Paul Radiology in
Twin Cities, Minn. Over the past six years, Mark has tapped Roger's
talents to help him sell three properties and purchase two-and he
says the Longboat Key real estate professional's people skills are
rivaled only by his sense ofbusiness ethics and dependability.

"He's a true professional in terms of how he handles himself," Mark
says. "He knows what he's doing, he knows how to bring parties
together and he always does exactly what he says he's going to do.
He's always been responsive and he's always there to answer any

person in his office to use a
personal computer, he says.
"That was in the early,
early days, when there
were no real estate
database programs and
everyone was using
Rolodexes and index
cards," Roger says. From
that point on, he's done his
best to stay one step ahead of the technological curve. His Web site,
www.longboatrealeslate.com, is a favorite among Web searchers of
Longboat Key property.

"I've always loved technology, so it's been easy for me to want the
latest and greatest," states Roger. "It's a palt of who I am, I think. I
don't use technology just to make my life easier, which it certainly
does; I think it's a way to better serve my customers. Plus, it makes it
more fun."

Enhanced by the accessibility and speed ofthe Internet,
communication-which Bob Stanley calls a vital tool in the real estate
business-has improved tenfold, Roger says.
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