THE
INFORMED

LUXURY

Selling your West Palm Beach
or Singer island condominium for
Maximum Price and Strong Terms

1l
il
\-\:. ]
iy

~

~ JUDY BALLARD

Forbes
GLOBAL PROPERTIES




THE INFORMED
LUXURY SELLER

How to Sell Your Luxury Condo for Top
Dollar, With Great Terms, in the Shortest

Time Possible



Copyright 2025 by Judy Ballard

This book is designed to provide practical information about
selling real estate. It is not intended to replace professional
legal, tax, accounting, or other expert advice.



WHAT OTHERS ARE SAYING
ABOUT JUDY

"Having sold three homes previously, my husband and I can
confidently say that working with Judy provided our best real
estate experience yet. Her professionalism was evident from
the start, as she demonstrated excellent market knowledge
and offered kind yet honest advice on home readiness and
optimal pricing for a timely sale. Judy worked tirelessly to
maximize visibility through high-quality MLS photos, flyers,
and videos. Her communication was superb; she kept us
informed every step of the way and always responded
promptly to our calls, emails, and texts. We highly
recommend Judy—she is truly an exceptional agent!" A.H.

Judy sold my West Palm Beach Condo. I have known her for
some time and find her extremely knowledgeable,
professional and a great person. I could not recommend her
more highly. J.S.

Working with Judy has made our real estate search beyond
what we expected. She is an expert in Palm Beach County real
estate! We would highly recommend her as an expert in South
Florida. M.].




Judy Ballard is awesome! She is extremely thorough, and is
exceptionally knowledgeable about all properties, locations &
is a no-nonsense sales professional. I ask a question; a prompt
response is always direct & honest about the pictures I see vs
my search criteria. Judy cares about her clients. I highly
recommend Judy! T.E.

I listed my condo in this soft real estate market with great
doubt and trepidation about getting any results during this
snowbird season. To my shock and delight, Judy sold my
condo in TWO DAYS!!! Her knowledge of available seekers
and potential buyers is unsurpassed. Her networking, her
contacts and her marketing acumen are amazingly effective.
As the seller, I know that both we and the potential buyers
sometimes engage in nit-picking or bring our attention to
extraneous issues, Judy is able to focus us all back onto the
kernels of value to diminish these issues. She does a ton of
research into comparable condos to ensure that properties are
correctly prices---neither under nor overprices. She is a
marketing genius operating with extreme professionalism,
dedication and commitment that ensures great results for
both buyer and seller. She is a pleasure to work with. I'm a
lucky seller! E.L.

"Cannot say enough about Judy - She is so helpful, smart,
caring, funny and easy to work with!! She's a wealth of
information and works around the clock. She goes above and
beyond for her client! K.L.




Judy Ballard is an absolute pleasure to deal with. She has been
extremely kind, knowledgeable, honest, patient and always a
pleasure to be with. Thank you, Judy, for finding us the perfect
home!

Our friends were equally delighted with her as their agent.
Lucky to have found you Judy! E.E.

Thank you, Judy, for the great job you did in selling our
condominium. You are without a doubt “the best” Realtor we
have ever worked with. You totally exceeded our
expectations. Keep up the great work. You are just what this
town needed. B.B

Judy is very knowledgeable and communicates easily. If I had
any questions she immediately responded. She was a delight
to work with and I would definitely recommend her to
anyone selling here in West Palm Beach. G.S.

Judy, I just want to thank you for your knowledge and
experience helping me procure a listing to get out of the NY
cold. You went above and beyond to find places that met our
criteria. We absolutely love working with you. L.S.

I would highly recommend Judy Ballard to anyone and
everyone who is buying or selling. I have used many realtors
through the years and have never had anyone who worked
harder or more diligently to earn her commission, and I can



say she was worth every dime I paid. Her use of technology is
unsurpassed. Actually unbelievable. AND... I felt her to
always be highly attentive as if I were her only customer. She
is absolutely my realtor for life. A.T.




Meet Judy

Judy Ballard's passion for the
last three decades has been
helping buyers and sellers
move on to their next chapter
with confidence and success.
She started her career in
Atlanta as the founder and
CEO of Judy Ballard &
Associates. She now

concentrates her practice in
South Florida, focusing on
luxury waterfront condos in Palm Beach, West Palm Beach,
and Singer Island. She has closed more than $500 million in
real estate sales and ranked in the top 0.5 percent of Realtors
nationwide. She has been named to "Who's Who in
Residential Real Estate" and earned multiple advanced
designations. She continually trains in high-level digital
marketing strategies, so her sellers receive exposure that goes
far beyond what most agents provide. Her listings include
professional staging guidance, full media packages, targeted
digital campaigns, and global reach through Forbes Global
Properties. Illustrated Properties, where she works, is the
exclusive local affiliate of Forbes Global Properties.



Education and Credentials

e Bachelor of Science, University of Alabama
e GRI (Graduate Realtor Institute)
e CRS (Certified Residential Specialist)

e Certified Luxury Home Marketing Specialist,
Member, Luxury Home Marketing Network

e Certified Master Negotiation Specialist
e Forbes Global Properties Local Affiliated Member

Contact Information
e Phone: 561-377-7042

e Email: Judy Ballard01@gmail.com
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INTRODUCTION

The Informed Luxury Seller

Selling your home is not a small event, and in the luxury

condo market, every detail counts. The view, building,

amenities, timing, presentation, and the story told about your

home all impact the final result. With the right preparation, a

clear plan, and a skilled listing agent, selling your Palm Beach

area condo can be smooth, predictable, and enjoyable.

The book's goal is to provide a clear, straightforward roadmap

so sellers can make smart decisions, protect their equity, and

move on to their next chapter with confidence.

In these pages, you will learn:

How to choose the right listing agent, not just a
familiar name.

How to prepare, stage, and present your condo for
maximum impact.

Why a pre-listing inspection can be a secret weapon
in negotiations.

How true luxury marketing works in today's digital
world.

What effective communication and negotiation really
look like.



Today's successful sellers need more than just putting a listing

on the MLS and waiting.

You deserve:

Professional staging guidance.

Luxury photography, lifestyle video, drone footage,
and 3D tours.

Building-specific marketing tailored to your condo
community.

Premium paid digital advertising campaigns.

Placement on enhanced platforms such as Zillow
Showcase.

Strategic pricing based on real data.

A complimentary pre-listing inspection.

These are all part of Judy Ballard's marketing approach.



CHAPTER 1

Choosing the Right Listing
Agent

The agent you choose will affect how your home is positioned,
how it looks online and in person, the number of qualified
buyers who see it, the strength of your offers, the quality of
your terms, and how stressed or calm you feel.

Choosing an agent who is inexperienced in luxury condos or
does not invest in serious marketing can cost a seller tens of
thousands of dollars. Selling a luxury condo deserves a true
professional, not a hobbyist.

The Two Most Important Skills

The two core skills that matter most in a listing agent are:
e Strategic, up-to-date marketing
e Skilled, confident negotiation

If an agent is weak in either area, they should not take the
listing. Real estate has changed, and the first impression
happens on a screen.

Your agent must know how to:
e DPosition your home so it stands out online.

e Use high-level digital marketing tools.



o Tell a compelling story about your property.
e Reach local, out-of-area, and global buyers.

e Negotiate strongly yet calmly when offers come in.

Credentials and Training

Look for an agent who has invested in advanced training,
luxury marketing education, and negotiation skills.
Designations like GRI, CRS, and Certified Luxury Home
Marketing Specialist show a commitment to learning.
Afhliation with a strong International presence that connects
the agent to a global luxury network, giving the property
access to a powerful media platform and high-net-worth
audience.

Experience That Matches Your Property

Years in business are not enough; experience needs to match
the property type and local market. A luxury condo in West
Palm Beach or Singer Island is very different from a single-
family home.

You want an agent who understands:
® Your specific building and its amenities.
e Competing buildings and their price points.
e What buyers in your price range are looking for.

e How to position your condo within that landscape.



Reputation and Support System

If a listing agent is known as difficult, unresponsive, or
unprofessional, many buyer's agents will quietly steer their
clients away. Top agents surround themselves with strong
support, including listing coordinators, marketing
professionals, professional photographers, stagers, and
transaction managers. Luxury marketing requires
professional-level work at every step.

Questions to Ask When Interviewing Agents

e How will you position my condo against others on the
market?

e Can you show me examples of your digital marketing,
including video, social media, and global reach?

e What is your communication plan during the listing?

e What support team do you have in place for
photography, staging, and transaction management?



CHAPTER 2

Should You Pay the Buyer
Agent Commission?

The short answer is YES... DEFINITELY.

Even though commissions are no longer put into the MLS,
every agent will call to ask about buyer-agent compensation

prior to showing.

If a competitive buyer-agent commission is not offered:
e Fewer agents will show the condo.
e Fewer buyers will walk through the door.

More showings lead to more interest, which creates
competition, and competition drives prices up. Paying the
buyer's agent is a small cost that protects the final sales price.



CHAPTER 3

The Forbes Global Properties
Advantage

lllustrated Properties Is the exclusive area affiliate of
Forbes Global Properties....regarded as the most
powerful luxury Platform in the world

#Seller takeaway: Unmatched Global access to over 150 million affluent
buyers monthly giving you a true edge in the luxury market

lustrated Properties is South Floridas exclusive Forbes
Global Properties affiliate, widely regarded as the world's
leading luxury platform. It reaches buyers around the globe
who may never search Zillow or Realtor dot com. Your home
is not only marketed locally, it is showcased worldwide to
more than one hundred fifty million high net worth
individuals every month. Because almost half of South
Florida buyers are international, this level of exposure is not
optional. It is essential. Forbes features only properties listed
above two million dollars, which adds another level of
exclusivity and prestige to your listing.



Your property will have a dedicated page on the Forbes
exclusive website, which includes only Forbes listings. It will
also appear on the most influential luxury platforms in the
world such as The Wall Street Journal, Financial Times,
Mansion Global, and Juwai in Asia. This global placement
ensures your home is seen by qualified buyers across several
continents.

Most important, Forbes dominates with 83% of all global
luxury media reach. No other real estate brand comes close
to matching this. That level of dominance gives your property
a true competitive edge over every competing listing in the
market.

More earned media reach than any brand
in the luxury real estate space

"ﬁ Seller takeawa}’ *  “Forbes dominates with 83% of all global luxury
media reach - competitors all in single digits.”




CHAPTER 4

Clarifying Your Goals and
Priorities

What matters most to you, time or money?

Pricing is the most important decision you will make. It
controls how much interest your property gets, how fast it
sells, and how much you walk away with at closing.

Time and money always work together. The amount of time
you are willing to wait will determine the list price you
choose.

Your agent’s strategy should match what matters most to you.

Some sellers want a fast move and value time. Others want the
highest net proceeds and value money. Your pricing and
marketing plan should be built around your priority.

Why Your "Why" Matters

Clear goals allow the agent to design a strategy that aligns
with the seller's real priorities. The seller needs to be honest
about the full picture, whether the goal is tied to their next
purchase, retirement plan, or simply matching a neighbor's
recent sale.



What You Do Not Want

Sellers should write down what they do not want, such as
major repairs, a long closing, or moving before finding their
next place. Each preference affects the strategy; for example,
if you are unwilling to do repairs, you may see more requests
for credits.

Rank Your Priorities

No one gets everything they want, so sellers should rank their
top priorities. This ranking acts as a roadmap for making
decisions.

Emotion vs. Reality

While a seller's personal feelings about their condo's worth
are normal, the market is not emotional.

Buyers look at:
e Current comparable sales.
e Active competition.

e The condition and view of your unit. ® Building
reputation and amenities.

From the very first day, getting the pricing, presentation, and
strategy right is essential.

10



CHAPTER 5

Preparing Your Luxury
Listing for the Market

The goal is to create a clean, fresh, spacious feeling that allows
buyers to imagine themselves living there.

Think Like a Buyer

Buyers are quietly asking themselves: "Can I see myself living
here?" and "How does this compare to other condos I have
seen?". The seller's job is to present the condo so its features
are clear and attractive.

e Closets and Storage: Packed closets look
small. Buyers open every door and drawer, picturing
where their belongings will go.

e Clutter and Surfaces: Clear and simple is
best. Remove stacks of papers, limit decor on tables,
and start packing early.

e Cleaning to a Higher Standard: Market clean and
everyday clean are two different things. The condo
should feel fresh, airy, and sparkling for photos and
showings. A professional deep clean is recommended
for areas like windows, baseboards, grout, and
carpets.

11



Personal Items and Neutral Spaces: Remove most
family photos, store strong-themed items, and
simplify surfaces to help buyers visualize their own
story in the space.

The Power of Scent:Buyers notice scent
immediately, and strong cooking smells, smoke, or
heavy perfume can turn them off. Simple tips include
opening windows, using a light, clean fragrance, and
avoiding strong candles.

12



CHAPTER 6
Staging That Sells

Staging is about helping buyers mentally "move in" the
moment they step through the door or view the online tour.

Why Staging Matters
Staged properties:

Photograph better and look better in online tours.
Often feel larger than vacant or cluttered homes.
Tend to receive more showings.

Will most likely sell faster and for more money.

Levels of Staging

Seller-guided staging: Using existing furniture with
recommendations from the stager.

Partial professional staging: The stager brings in
select pieces (e.g., artwork, accessories) to
complement existing items.

Full staging: Furnishing the entire condo, often for

vacant units.

The agent should recommend the most sensible level for the

property and price point.

13



Focus on Key Areas

Focus on the "impact spaces” that buyers care about most:

Entry and main living area
Kitchen

Primary bedroom
Primary bathroom

Balcony or terrace

Light, Color, and Scale

Think

Light: Keep window treatments simple and open to
maximize natural light.

Color: Soft, calm colors with a few accents appeal to
more buyers than bold palettes.

Scale: Correctly scaled furniture makes the space feel
well-balanced.

of Staging as an investment, not an expense. The

national association of Realtors states that staged homes

typically sell 86% faster and for 20% more money than non-

staged homes.

%

14



CHAPTER 7

The Power of a Pre-Listing
Inspection

I feel that having a pre-listing home inspection is so
important that I offer it as a complimentary service for every
listing I take.

Buyers often try to renegotiate the price after they discover
problems they did not know about when they wrote the offer.
That is one of the most common reasons contracts fall apart.

A recent survey of agents by Redfin found that about 70.4
percent of cancelled contracts are tied to inspection or repair
issues.

A pre-listing inspection protects you. You can make repairs
on your schedule or disclose issues before buyers ever write
an offer.

e Buyers know exactly what they are making an offer
on, so there are no surprises

e You avoid last-minute renegotiations

e The sale becomes cleaner, faster, and far more
predictable

15



CHAPTER 8

Modern Marketing: Digital
Firepower

97% of buyers start their home search online

/ I )
W e

S CERTIFIEDY
GIT A

# Seller takeaway:“1 don't just talk about digital marketing —
I pay to make sure your listing gets maximum exposure.”

Today, more than 97 percent of buyers start their home search
online. Everyone understands that digital marketing matters.

But here is what most sellers, and even many agents, do not
realize:

Social media platforms are businesses built to make a profit.
That means simply posting on social media is not enough to
get real visibility. To reach the right buyers, you must run paid
advertising campaigns.

Sellers should choose an agent who is truly experienced in
digital marketing. Many agents use the buzzword, but it’s

16



important to make sure they create paid campaigns that reach
the correct audience and convert. A skilled digital marketer
will commit the time, strategy, and budget needed to give a
listing maximum online exposure.

Zillow Showcase

V

Over 80% of your listings online

Zi”OW “ShOWCHSG" views come from Zillow.
Listings S

g2 =3
81% more traffic = P
79% more shares :
75% more saves

# Seller takeaway: “Your listing won't just appear on Zillow — it
will stand out and be shown repeatedly to the right buyers.”

Ninety-seven percent of buyers begin their search online, and
more than 80 percent start on Zillow. That's why it matters
that your agent knows how to use today’s digital tools, not just
talk about them.

Zillow now offers a premium feature called Zillow Showcase.
It is an paid upgrade that retargets buyers who have viewed
similar properties and puts your listing in front of them again
and again. Showcase listings receive 81 percent more traffic
than standard Zillow listings.

The right agent won't just put your home on Zillow.

They will make sure it stands out, appears more often, and
reaches the exact buyers most likely to be interested.

17



Video and YouTube

YouTube is the second-largest search engine in the
world. Listings should include a professional video tour
(narrated is even better) with ads placed behind it to reach
the highest number of viewers and watch time.

Data, Analytics, and Strategy

Sellers should receive regular updates on how many buyers
are viewing the listing online. This information matters. True
digital marketing uses data to guide decisions. The strategy—
whether marketing, staging, or pricing—should be adjusted
based on what the real numbers show.

18



CHAPTER 9

Traditional Marketing on
Steroids

Traditional marketing still matters, but it must be done at a
higher level and integrated with digital efforts.

MLS That Works for You

A great agent will use professional photos, craft a description
that speaks to the likely buyer, and enter complete, accurate
information for maximum searches.

An agents goal should be to sell it online before

the buyer ever steps foot through the door.

1. Professional photography, including drone images,
should be used to highlight the home’s best features
and capture the attention of online buyers.

2. Interactive 3D virtual tours allow buyers to feel as if
they are walking through the property, even if they are
two states—or two countries—away. These tours
provide a much better sense of space and layout than
photos alone. Although virtual tours are the second
most-requested feature on MLS, less than five percent

19



of listings use them. This makes them a powerful way
to set a property apart from competing listings.

3. Narrated tours take the online experience even
further. Instead of clicking through rooms silently,
buyers hear about features they might have missed,
keeping them more engaged and on the listing longer.

4. An amenities tour showcases the building’s pool,
fitness center, lobby, and other important highlights.
This helps buyers form an emotional connection to
the lifestyle the property offers, giving them even
more reason to schedule a showing.

5. Each listing should have its own personal
website or landing page to showcase the
property clearly and professionally. Your custom
property website should include a full photo gallery,
the narrated video tour, 3D walk-through, and
amenity tour. This is especially valuable for relocating
buyers.

Printed Materials That Match the Price Point

High-end properties need full-color, professionally designed
brochures that showcase the best photos and include
links/QR codes to the virtual tour and property website.

Just Listed Announcements

Word of mouth is incredibly powerful, especially in the
luxury condo market.

20



That's why targeted mailers should be sent directly to owners
in nearby luxury buildings.

These owners are the most likely to know a friend or
acquaintance who is looking for a similar property.

Engaging Other Agents

Strong marketing includes targeted emails and personal calls
to top agents in your area and price range. The agent's
professional reputation encourages other agents to show their
listings.

21



CHAPTER 10

Communication You Can
Count On

Communication holds everything together. Sellers should
never feel "sold,” but informed.

What Good Communication Looks Like

A strong listing agent will:

Explain what is happening in your specific building
and price range.

Show data on recent sales, active listings, and market
trends.

Set honest expectations about timing and possible
challenges.

During the Marketing Phase

Notices when marketing steps are completed (e.g.,
brochures printed, videos live).

Regular updates on showings, feedback, and online
activity.

Honest discussion about what may need to be
adjusted.

22



During Negotiation

When an offer comes in, the agent should quickly walk the
seller through each term, explain strengths and weaknesses,
share what they know about the buyers, and suggest strategic
responses.

During Escrow

The agent should keep the seller updated on important dates,
let them know when tasks are completed (inspections,
appraisal, etc.), and inform them immediately about any
issues.

23



CHAPTER T1
Negotiating for the Win

Effective negotiation is based on a win-win mindset. It is

about getting what you truly need, even if not everything you
like.

The goal is:
e 'The strongest price the market will support.
e Favorable terms that match your priorities.

e A smooth path to closing with as little drama as
possible.

The Competitive "Shark"

This negotiator must win, pushing so hard that qualified
buyers walk away. They create tension and damage the deal,
which ultimately costs the seller time and money.

The Overly Compliant Negotiator

This negotiator hates conflict, avoids it, and accepts whatever
is offered, protecting their comfort, not the seller's outcome.

The Collaborative Professional

The collaborative style usually delivers the best results. A
collaborative negotiator:

24



e  Works with the seller to understand top priorities.
e Stays calm, even when emotions run high.

e Asks questions to understand what the other side
truly wants.

e Pushes firmly where it matters and gives ground on
minor issues when it makes sense.

This interest-based approach tends to produce strong prices,
fair terms, and more successful closings.

Your Role in Negotiation

The seller's job is not to negotiate directly with the buyer. Your
job is to remember your goals, stay calm, ask questions for
clarity, and make final decisions with a clear head.

25



CHAPTER 12

On the Market: Do's and
Don'ts for Sellers

Do’s

Do: Make showings easy. Approve reasonable requests
and keep the condo “show-ready.” Flexibility leads to
more opportunities.

Do: Set the right mood. Open shades, turn on lights,
tidy counters, and play soft, neutral music before
showings.

Do: Plan ahead for pets. Take them with you or create
a safe, contained space during showings. « Do: Leave
during showings. When sellers stay, buyers rush and
feel uncomfortable. When sellers step out, buyers stay
longer and give honest feedback.

Don’ts

Don’t: Discuss your personal situation with buyers.
Avoid talking about why you're selling, your timeline,
or how many offers you have.

Don’t: Take feedback personally. Use it as helpful
information, not criticism.

26



CONCLUSION
Your Next Chapter

By choosing the right listing agent, clarifying your goals,
preparing and presenting your home well, and understanding
how marketing, communication, and negotiation truly work,
you put yourself far ahead of the average seller.

I wish you great success as you move into your next chapter.

Judy Ballard
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Achieve Maximum Value
& Superior Terms

When Selling Your
Luxury Condominium
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Inside You'll Discover:
* Proven Pricing Strategies
®* Negotiation Mastery
e Marketing Excellence
e Common Seller Mistakes to Avoid

e Insider Buyer Insights

www.JudyBallardLuxuryCondos.com



