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5 Top Tips for Creating a Mutually Beneficial 

Real Estate Partnerships 
By Elizabeth Faircloth 

6:30 PM, July 13, 2016 
Best Western Executive Court, 13500 So. Willow St., Manchester, NH 

Free for members; $20 for not-yet-members 
 

Come early for our 6:00 PM Early Bird Real Estate Investor Roundtable! 

Bring your wants, your deals and your business cards! We offer a Buy/
Sell segment and many networking opportunities. 

Types of Partnerships 
The most common type of 
partnership in this business is 
the traditional “business part-
nership.” This is where two 
people (or more) align on 
their goals and decide to part-
ner together in an actual busi-
ness. This always should be 
done by forming a legal entity 
and creating an operating 
agreement that spells out 
everything! If you go this 
route, consider it like a mar-
riage. You want to make sure 
you are forming a business 
partnership with the RIGHT 
person. I will share some tips 
later on this. 
 
Another common partnership 
is “money partners.” For most 
people involved in this busi-
ness, these folks are incredi-
bly important as you grow 

and expand your business.  
 
The two types of money part-
ners tend to be in the form of 
private loans or private eq-
uity. Private loan partners are 
folks who lend you money on 
a short term basis. They can 
loan you money from their 
savings or from their self-
directed IRA. Private equity 
partners are actual partners 
with you on the deal. This 
strategy is used for long-term 
deals. Both partners are in-
credibly important team 
members in your business. 
 

Lastly, you should consider 
forming “project partners.” 
This is where you partner 
with individuals on specific 
projects. For example, for 
our latest fix and flip project, 
we had two partners. We 
formed an LLC just for this 
flip project. This is a great 
way to start small with people 
— whether it is a fix and flip 
or rental project. Most peo-
ple simply form a business 
partnership, however, I 
would highly recommend this 
strategy before jumping into a 
business partnership. This 
gives you the opportunity to 
“try one another out” and 
avoid getting into business 
partnership with the wrong 
person. 
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needs are getting met along 
the way. Don’t wait for three 
years go by when you have a 
laundry list of frustrations to 
share with your partner. If 
you put the practice in your 
business to debrief after every 
project, then you will nip 
things in the bud early on. 
 
5. Start small and put 
everything in writing. 
When considering a partner-
ship, I am a HUGE fan of 
beginning with forming pro-
ject partners as I explained 
above. This allows you both 

to start small with each 
other. If you start small and 
partner only on one pro-
ject, then you can deter-
mine after the project is 
over whether or not to con-
tinue working together. It is 
like dating before getting 
married. Dating is like 
“project partnerships,” and 
marriage is like “business 
partnerships.” I would also 

encourage you to put EVE-
RYTHING in writing for any 
type of partnership. This in-
cludes (but is not limited to) 
financial contributions, finan-
cial distributions, roles, re-
sponsibilities, etc. Get the 
counsel of a great attorney to 
put the right legal entity to-
gether and operating agree-
ment in place. Avoid hand-
shake agreements! 

 because they “over” commu-
nicated. Partners need to 
constantly be in communica-
tion. This is not just about the 
tasks and what needs to hap-
pen. This also includes the 
difficult conversations. Great 
partnerships have open, hon-
est, authentic, and real com-
munication. Don’t avoid diffi-
cult conversations or conflict. 
Just like any great relation-
ship, discuss these disconnects 
head on, learn something 
from them, and grow from 
them. 
 

4. Continually re-
evaluate the effectiveness 
of your partnership. 
After every project, you 
should ALWAYS have a de-
brief meeting with your part-
ner. You should discuss what 
went well, what would you 
do differently on the next 
one, and how to work even 
more effectively together.  
 
You want to ensure your 

diversity with. You want to 
have diversity in the follow-
ing: 

Skill Set 
Experience 
Knowledge 
Personality Style 
 

If you are a risk taker, it is 
great to have a partner who is 
more cautious (and vice 
versa). If you are talented at 
sales and marketing, then find 
a partner who is great with 
the numbers and is more ana-
lytical and technical. The last 
thing you want is someone 

who shares your passion and 
has the same skills and talents 
as you. Find someone who 
complements you and brings 
the best out of you. 
 
3. Always be in commu-
nication and don’t avoid 
difficult conversations. 
The biggest reason partner-
ships fail is lack of communi-
cation. I have never heard of 
people ending a partnership 

5 Top Tips for Creating a 
Mutually Beneficial Real 
Estate Partnership 
 
1. Complete alignment on 
goals, values, and the 
“why” you are doing 
what you are doing. 
If you are looking to bring on 
a business partner or project 
partner as I explained above, 
this is an absolute must. You 
need to be aligned and on the 
same page when it comes to 
the goals of the project and/
or partnership and the “why” 
you are doing what you are 
doing. You should also 
share in the same values. 
You might value helping 
the community through 
your real estate business, 
and your partner might be 
all about making money 
only. This is a recipe for a 
weak partnership. Your 
goals must be aligned as 
well. For example, if your 
goal is to make some 
money on the side and your 
partner is looking to replace 
his/her income in one year, 
then you are not aligned on 
your goals — and the part-
nership might fail. 
 
2. Bring something dif-
ferent to the table. 
While you want to be com-
pletely aligned with your 
goals and values, there are 
areas that you want to have 
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Wholesaling is a simple con-
cept, but most investors don’t 
succeed because they fail to 
educate themselves enough to 
pull one off.  Wholesaling is 
simply tying up a deal, then 
reselling it to another investor 
for a fee or profit.  But, as 
they say, “The devil is in the 
details”. 

Here’s 5 super practical tips 
for pulling off a wholesale 
deal: 

1.Build Your Backend 

List First.  Too many 
wholesalers find a deal, then 
try to “shop” it by advertis-
ing on Craigslist or showing 
up with flyers at a local 
REIA meeting.  You are 
bound to fail if you don’t 
FIRST build your backend 
list of potential buyers, find 
out what they are looking 
for, then go out and find 
deals they need.  Do you 
think a wholesaler of clothes 
shows up at department 
stores to move merchandise? 
Of course not!  They survey 
what retailers want, and 
they go find the products at 
a wholesale prices cheaper 
than their customers are 
willing to pay.  Follow their 
lead.                                

2.Know How to Estimate 

Repairs. Most wholesalers 
are completely inept at esti-
mating rehab repairs, and 
thus their numbers are 
off.  There’s nothing worse 
for your reputation than 
telling another investor a 
wholesale house deal you 

have needs $20k of repairs, 
when in fact it needs 
$40k.  Learn what things 
cost – labor and materials – 
and make a detailed list that 
you can show your backend 
buyers.  Be conservative 
with your estimates.  It’s 
better to be wrong on the 
high side than the low 
side.  If possible, get a con-
tractor bid or two to back up 
your assertions. 

3.Proof, Proof, 

Proof.  Don’t just tell your 
backend buyers the house is 
worth $X fixed up.  Since 
most wholesalers are either 
fibbing or just wrong about 
their resale values, most of 
your would-be backend buy-
ers are VERY skepti-
cal.  Show them-
PROOF.  Zillow is not 
proof, and neither is a real 
estate broker’s off-handed 
guesstimate.  Provide multi-
ple comparable sales infor-
mation, with pictures, ad-
dresses, and detailed infor-
mation. 

4.Put Your Bottom Line 

Up Front.  Many whole-
sales mark up their profit 
margin too high when they 
are peddling their wholesale 
deal, because they are either 

5 Super Wholesaling Tips 

By William Bronchick 

greedy, dumb, or assume 
that their back-end buyers 
will negotiate. Wholesale 
offerings is one of the FEW 
instances where it makes 
sense to offer your bottom 
line up front.  You have a 
limited deadline to move 
your wholesale deal, so 
don’t ask too much because 
you assume people will ne-
gotiate your price.  Most 
people will pass on it be-
cause they are afraid to ne-
gotiate or they assume that 
you are not negotiable (and 
greedy).  The key to whole-
sale deal success is SPEED, 
so offer your bottom line 
wholesale price up front, 
and say it’s not negotiable. 

Make It Easy for People 
to Say “YES!”.  Like me, 
you probably get dozens of so
-called “wholesale” deals in 

your email box.  Most are just 
summary numbers with noth-
ing to back it up, which re-
quires us to do all the home-
work.  And, since, in our 
experience, most of theses 
deals are not real deals, we 
rarely take the time to do the 
necessary homework and pass 
on it.  This being the case, 
make it EASY for someone to 
make a decision. Provide a 
flyer or link to a Dropbox 
folder or website with all the 
necessary information – 
comps, detailed repairs list, a 
copy of your purchase con-
tract, a title search, recom-
mended contractors and hard 
money lenders, photos, vid-
eos, a map to the property, 
etc. Don’t leave anything out, 
good news or bad.  The more 
“bait” (information) you pro-
vide, the easier it will be for 
people to bite on your hook. 
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Take Killer Photos 
Most people now search 
online for their rental home 
and likely from their cell 
phone or tablet. For most of 
our properties, we even 
choose to have a professional 
photographer take pictures of 
the property so our listings 
have the best possible pic-
tures. 
 
If not, there are a few things 
to remember as you are tak-
ing pictures yourself. You can 
likely get amazing pictures 
with your cell phone, as cam-
eras and filters have gotten 
quite good. You might want 
to pick the first part of the 
morning to take pictures so 
you have nice (but indirect) 
light in the property. 
 
Lead the listing with a picture 
or two of the front, usually 
one from the front of the 
home and one from the side 
angle of the home. The over-
all order should go like this: 
Front of home 
Front of home, at an angle 
Inside of living room or en-
tryway - wide angle shot 
showing floor to ceiling, 
including light fixtures/fans 

Kitchen  
Kitchen showing more details 
of appliances, whatever 

How to Create a Rental Property Listing Geared Towards Top-Notch Tenants 
 

By Nathan Brooks 

is specific and special 
Hallway (floor to ceiling, 
showing finishes and possible 
transition of flooring/color) 

Bathroom 
Bathroom, second shot (if 
necessary -  huge shower, 
large space, etc.) 

Bedroom 1 (usually the mas-
ter bedroom - wide angle of 
entire room, floor to ceiling) 

Bathroom 2  
Bedroom 2 
Bedroom 3 
Basement (if decent, clean) 
Garage (only if special; peo-
ple know what a garage is—
they aren’t really ever 
pretty) 

Deck/backyard 
 
You don’t need 25 pictures. 
Ten great pictures trump 20 
bad ones all day. The main 
goal with your pictures is to 
give as close to an actual vis-
ual representation of the 
property as is possible to the 
potential renter. They experi-
ence walking the property via 
the pictures, letting them get 
attached to the beautiful bath-
room, kitchen, or large, open 
kitchen. 
 
Write a Stand-Out Listing 
The title line needs to stand 
out, be 4-8 words, and be 
specific and “sexy” as possible. 

DO: 
Sharp Hyde Park 4/3, 2 
Blocks to Central Park 
Totally Renovated 3/1 Mid-
Town Charmer Near Restau-
rants 
PERFECT 4/2 With Massive 
Walk-Out Basement in the 
Northland 
 
To the point. Paints a Picture. 
Not too many words. 
 
DON’T: 
Nice House 
Lake house 
Rent me 
 
Doesn’t tell a story. Boring, un-
interesting.  
 
Make them want it. Dang, I 
want to live in mid-town, and 
this house is totally renovated? 
WOW! That’s what you want 
the tenant to be thinking. 
 
In the body of the marketing, 
use real words, actual punc-
tuation, and explain about the 
home: 
This totally renovated 4-
bedroom, 3-bathroom home in 
the heard of Raytown sits on the 
end of a dead-end street and has 
a massive yard and room for the 
whole family. Prepare to cook 
your favorite meals in this cook’s 
kitchen, and then spend the eve-

ning playing a friendly game of 
soccer in the yard.  
 
Our extensive rehab includes a 
totally redone kitchen, new bath-
rooms, neutral Pottery Barn col-
ors, and dark hardwood floors. If 
you are looking for a safe, func-
tional, healthy home (that’s per-
fect!), then welcome home. We 
have the best properties, best 
tenants, and best owners in the 
city. 
 
Our properties don’t last long, so 
please contact us today to sched-
ule a showing. We can’t wait to 
meet you. 
 
Set the tone for what you 
want tenants to experience 
and the kind of people you 
want to attract from the be-
ginning. Have fun with the 
listing, be creative, tell the 
story, and let the words make 
the potential renters dream 
about the house and immedi-
ately desire to see the prop-
erty. Interest creates demand, 
which then helps drive you to 
get the best prices. 
 
In the 21st century with our 
technology and cheap but 
high quality photography, 
make your rental properties 
stand out, be perfect, show 
well on paper and in person, 
and crush the competition. 


