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Wait...I'll Do My Prospecting Right After I... 
By George Dudley, Trelitha Bryant, and Jeff Tanner, Ph.D. 

Why do people go into sales? To make money. That's no secret. It fits the stereotype. But, that 
doesn't make it wrong or improper. 

One of the most common motivators for U.S. salespeople is, like people in any profession, to 
make money. That much is self-evident. But, recent mega-sized studies found that money is the 
driving force behind only about one-third of all salespeople (Tanner, Dudley, and Chonko 2005). 
An identical motivational pattern was found in a recent study of real estate agents. Only one-
third (33.7%) say they are in real estate sales simply to make more money. So, the lingering 
stereotype of salespeople as "rapacious money-grabbers" is wrong in general, and wrong in 
particular for real estate salespeople. Like the members of any profession, what motivates real 
estate agents is complex and cannot be adequately summarized by a shop-worn soundbite. 

Researchers George Dudley and Trelitha Bryant with the Behavioral Sciences Research Press in 
Dallas, Texas, and Professor Jeff Tanner at Baylor University's Keller Center for Research, 
examined the motivations of real estate agents across the U.S. For their study, they surveyed 
3,319 real estate agents. Approximately 25% were under 30 years old, 32% were in their thirties, 
25% in their forties and the remainder over fifty. Women slightly out-numbered men, 51% to 
49%. 

If it's not just the money, what does motivate real estate salespeople? Many sell because they 
seek a career setting where they can use a wider range of their talents and abilities (21%) while 
being of service to others (16%). There are other motivators, too, such as the desire for greater 
prestige, the opportunity to work in a more creative rather than routine setting, the opportunity to 
work with people and independence. But, these reasons were rated relatively low (well under 
10%), especially when compared to salespeople in other industries and countries. Of special 
note, there were no overall motivational differences due to gender. But, motivation is just part of 
the selling exchange. 

Each participant in the study completed SPQ*Gold', a well-established computer administered 
sales assessment used internationally to identify Sales Call Reluctance', sales motivation, goals 
and other characteristics specific to sales performance. The real estate salespeople in the study 
completed SPQ*Gold either as part of the hiring process or as part of a developmental program. 
Data were obtained across real estate offices and companies. 

Sales Call Reluctance occurs when emotional discomfort interferes with prospecting activity, 
inhibiting a salesperson's ability to initiate contact with prospective buyers in sufficient numbers 
to support personal and organizational goals. Modern Call Reluctance research has moved 
understanding well beyond arcane notions like the "fear of rejection" and shown that it is not one 
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thing like shyness or timidity. Instead, Call Reluctance can limit prospecting in twelve different 
ways (Dudley and Goodson 2007). 

Initiating contact is required for prospecting and 
prospecting is required to achieve success in sales. If an 
agent's primary motivation is making money, then any 
interference, such as Call Reluctance, that impedes 
contacting prospective buyers and sellers would be 
catastrophically limiting.  

Among the twelve ways Dudley, Bryant and Tanner 
identified that Call Reluctance limits prospecting 
include hesitating to contact friends even for 
networking, feeling discomfort with using the 
telephone as a prospecting tool, spending too much 
time preparing to prospect, being unwilling to take 
input from managers, coaches, trainers, or advisors, 
and waiting for just the "right instant" to make contact. 

The research found that real estate salespeople with 
higher Call Reluctance scores are more likely to have 
made fewer contacts initiated the previous week. This 
finding underscores the toxic role of Call Reluctance as a prospecting suppressor. It also directs 
sales organizations to examine lost opportunities and potential sales that may be going to less 
hesitant competitors. Predictably, agents with less real estate sales experience are likely to 
exhibit more Call Reluctance. This is undoubtedly occurs because agents who enter the 
profession already Call Reluctant or who acquire Call Reluctance early in their career are more 
likely to leave as they are unable to achieve success due to inadequate prospecting. 
Consequently, Call Reluctance is statistically less likely to be found among more seasoned 
professionals. But, Call Reluctance can occur at any point in a Real Estate agent's career, and the 
type experienced can differ according to gender. 

Males sales professionals are more likely to exhibit signs of "Hyper-Professional" Call 
Reluctance (best dressed under-performers, "dressed to kill but don't show up for the hunt"). 
Women, however, are significantly more likely to worry themselves out of prospecting 
("Doomsayer"), more likely to avoid public speaking opportunities ("Stage Fright"), more likely 
to struggle with "Social Self-Consciousness" (intimidated by "up-market" buyers and sellers) and 
"Emotional Unemancipation." 

Emotionally Unemancipated salespeople are emotionally unable to prospect their own family─ 
even to ask for referrals. Believing "business and family should never mix", Emotionally 
Unemancipated salespeople take longer to build a client base than less inhibited salespeople. 
Interestingly, the problem here isn't with referrals in general because these salespeople can and 
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do generate referrals through other networks. They are simply emotionally unable to comfortably 
seek referrals or listings from family members, reflexively ruling an important segment of their 
natural market out-of-bounds. 

Socially Self-Conscious agents are uncomfortable prospecting among people they perceive to be 
wealthier, better educated or of higher social standing. They struggle to sell upscale properties 
and find upscale buyers for listings. As a result, their productivity remains unnecessarily tethered 
to moderate priced transactions with fewer high dollar opportunities. Statistically, Social Self-
consciousness occurs more frequently in female sales professionals. As noted earlier, females in 
the study were more likely to suffer from Stage Fright than males. This limitation may not seem 
important, but consider the relationship between visibility and opportunity. The willingness to 
speak in front of others raises the market-awareness of the agent. With awareness comes 
opportunity. As with advertising, public relations, and other forms of visibility management, 
speaking engagements can raise market awareness and enable a real estate agent to build a 
personal brand that yields more opportunities to list or sell properties. 

Female sales professionals were also more likely to exhibit "Doomsayer" Call Reluctance. 
Doomsayers focus on potential negative consequences at the expense of positive expectations. 
The result? Goal supporting activities such as prospecting are suppressed. A component of 
Doomsayer Call Reluctance may be genetic. However, like most forms of Sales Call Reluctance, 
it is usually learned. 

Interestingly, female sales professionals are significantly less likely to initiate first contact by 
phone, preferring instead to make contact through networking or by securing introductions. 
Earlier studies indicated that saleswomen prefer more "rapport-oriented" approaches to selling 
(e.g. Dudley and Tanner 2005), which use warmer methods than the telephone. 

Most salespeople experience Call Reluctance to some degree. The challenge is not in the mere 
presence of discomfort, but in not allowing that discomfort to interfere with critical selling 
activities like prospecting. For obstinate cases, there's an array of specialized psychological tools 
that can minimize or eliminate Call Reluctance. For many salespeople, however, simply being 
aware of what Call Reluctance is and how it operates is enough to make sure the motivation they 
have gets directed into the prospecting they need to do. 

SPQ*GOLD and Call Reluctance are federally registered trademarks of Behavioral Sciences Research 
Press, Dallas, Texas. 
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