Selling Property in South Africa

A Strategic Guide to Positioning, Marketing and Achieving the
Right Result

By T&A Property Group
Selling property is not simply about placing a home on the market.

It is about presenting an asset, managing perception, attracting qualified buyers and negotiating from
a position of strength.

For many owners, a property represents years of financial commitment, personal history and emotional
attachment. However, the market does not determine value according to sentiment. It responds to
location, condition, demand, affordability and the quality of the property's presentation.

A successful sale therefore requires more than exposure.
It requires strategy.

The properties that perform best are not always the largest, newest or most expensive. They are the
properties that are correctly priced, professionally prepared and deliberately positioned for the right
audience.

Begin With the Reason for Selling

Before determining the asking price or arranging photography, the owner must understand the
purpose of the sale.

Are you selling because of:

* relocation;

« financial restructuring;

+ an expanding family;

* retirement;

« divorce or estate administration;
+ a portfolio adjustment;

* an investment exit;

* a change in lifestyle; or

* the need to release equity?

The reason for selling influences the strategy.

An owner who must relocate within a fixed period may require a different pricing and marketing
approach from an investor who can wait for the ideal offer.

A distressed sale must be managed differently from a luxury property launch.



A tenanted investment property requires careful coordination between the seller, tenant and
prospective purchaser.

When the objective is clear, the property can be positioned accordingly.

Understand the Difference Between Price and Value

One of the most difficult parts of selling property is separating emotional value from market value.

Owners naturally remember what they paid, what they spent on renovations and what the property
means to them. However, buyers compare the home with other properties currently available and with
recent sales in the surrounding area.

The market does not ask what the owner needs.
It asks what comparable buyers are willing and able to pay.
A professional valuation should consider:

* recent comparable sales;

* current competing listings;
* the property’s condition;

+ land and building size;

* security;

* parking;

* location;

* renovations;

« estate or sectional-title performance;
* market demand; and

* the probable buyer profile.

The highest proposed asking price is not automatically the best advice.

An inflated valuation may initially feel attractive, but it can damage the sale by placing the property
outside the buyer's realistic search range.

Correct pricing creates opportunity.

Overpricing creates resistance.

The First Weeks on the Market Matter Most

A newly listed property receives its highest level of attention during the opening period of the
campaign.

This is when active buyers, property portals and other agents first become aware of the listing.

The first 14 to 21 days are therefore critical.



A correctly positioned property may generate:

* stronger online engagement;
* more viewing requests;

* greater competition;

« earlier offers; and

« improved negotiating power.

An overpriced property may receive views online without producing meaningful enquiries.

As time passes, buyers begin asking why the property has not sold. The listing can lose urgency and
may eventually require several price reductions.

By the time the price becomes competitive, the property may already appear stale.

Launching at the right price is often more valuable than testing an unrealistic figure and correcting it
later.

Preparation Begins Before Marketing

A property should not be photographed or listed before it is ready to be seen.

Presentation influences both perceived value and buyer confidence.

Sellers should assess the property from the perspective of someone seeing it for the first time.
Important preparation may include:

* repairing visible defects;

* treating damp;

« touching up paint;

* replacing damaged fittings;

* repairing leaking taps;

* cleaning windows;

* improving lighting;

* servicing automated gates;

* cleaning carpets;

* maintaining the garden;

* removing unnecessary furniture; and
« completing a professional deep clean.

The goal is not always to carry out an expensive renovation.
It is to remove distractions that may cause a buyer to question the condition of the property.

A loose handle, stained ceiling or neglected garden may appear minor to the seller but can suggest
poor maintenance to a purchaser.

The strongest presentation communicates care.



Renovate Strategically

Not every improvement adds equal value.

Before investing in renovations, sellers should consider whether the likely increase in selling price
justifies the cost.

High-impact improvements often include:

* neutral interior paint;

* modern flooring;

+ updated lighting;

* repaired ceilings;

* refreshed kitchen cabinetry;

* modern taps and handles;

* bathroom touch-ups;

« improved security; and

« attractive outdoor presentation.

Highly personalised or expensive alterations may not provide the same return.

The objective should be to broaden buyer appeal, not to redesign the property according to the seller’s
personal taste.

A strategic refurbishment should improve presentation, remove objections and reduce the buyer’s
expected immediate expenditure.

Professional Media Is No Longer Optional

Today’s buyer usually experiences a property online before attending a physical viewing.
Photography, videography and listing copy therefore shape the first impression.

Poor photographs can make a strong property appear ordinary.

Professional media can communicate:

* scale;

* natural light;

* flow;

« finishes;

* lifestyle;

s views;

* outdoor space; and

+ the quality of the surrounding environment.

A premium campaign may include:

« professional photography;
* cinematic video;



+ drone footage where appropriate;
* virtual tours;

« floor plans;

* social-media content;

* targeted digital advertising;

+ database marketing; and

* launch-day material.

The property should not simply be documented.

It should be positioned.

Tell the Property’s Story

A listing description should do more than repeat the number of bedrooms and bathrooms.
It should explain why the property matters.
Strong property copy communicates:

* who the property is suited to;

* how the layout supports daily living;

* which improvements have been made;

+ what makes the location convenient;

* how the property supports family, lifestyle or investment goals; and
+ why the opportunity is difficult to replace.

A family home should be marketed around family functionality.
An investment unit should be positioned around demand, affordability and rental potential.
A luxury residence should communicate privacy, architecture, scale and exclusivity.

A buyer should understand the property’s value before arriving at the viewing.

Choose the Right Marketing Strategy

Not every property should be marketed in the same way.
The campaign must match the likely buyer.

A first-time-buyer apartment may perform through digital portals, affordability-led messaging and
bond prequalification.

A luxury property may require private introductions, premium media, a controlled viewing process and
targeted database exposure.

An investment property may require financial information, rental history and operating-cost
transparency.



A distressed or time-sensitive sale may require aggressive pricing and concentrated buyer engagement.
The marketing plan should define:

* the target buyer;

* the correct platforms;

* the campaign message;
* viewing arrangements;
* launch timing;

* social-media strategy;

+ database exposure; and
« follow-up procedures.

Exposure without direction creates noise.

A strategy creates movement.

Sole Mandates Can Strengthen Accountability

Many sellers believe that appointing several agencies will create more exposure.

In practice, multiple open mandates can result in inconsistent pricing, duplicated listings, poor
communication and reduced accountability.

Buyers may encounter the same property advertised at different prices or with conflicting information.
A well-managed sole mandate can provide:

* one pricing strategy;

+ one professional campaign;
* consistent communication;

* clear accountability;

« coordinated viewings;
 controlled feedback; and

* stronger brand presentation.

The value of a mandate depends on the agent’s execution.

A sole mandate should be supported by a clear marketing plan, reporting process and agreed
performance expectations.

Exclusivity without action offers little value.

Exclusivity with strategy creates control.

Prepare the Documentation Early

Property transactions often experience delays because important documents are only requested after
an offer has been accepted.



Sellers should prepare as much information as possible before the property is launched.
Depending on the property and transaction, this may include:

* identity documents;

* title-deed information;

* bond account details;

* municipal account;

* rates and taxes information;

+ approved building plans;

* sectional-title documents;

* homeowners' association information;
* levy statements;

* lease agreements;

« compliance certificates;

* estate rules;

* body-corporate financial records; and
+ details of renovations or additions.

Where plans are missing or alterations were completed without approval, sellers should obtain advice
before marketing the property.

Unresolved compliance issues can delay registration, complicate financing or create distrust during
negotiations.

Preparation protects momentum.

Disclose Defects Honestly

Sellers have a responsibility to disclose known defects.

Attempting to conceal a problem may create legal risk, damage negotiations and compromise the
transaction.

Relevant defects may include:

« damp;

* roof leaks;

* structural cracking;

* plumbing problems;

+ electrical faults;

* pool defects;

* boundary disputes;

* unapproved structures;
+ drainage issues;

* pest damage; and

+ malfunctioning systems.

Disclosure does not necessarily prevent a sale.



Many buyers will accept a defect when it is properly explained, priced into the transaction or addressed
through a written agreement.

The greater risk often lies in allowing the buyer to discover an undisclosed issue later.

Transparency creates credibility.

Understand the Offer to Purchase

An Offer to Purchase becomes a binding agreement once accepted, subject to its terms and conditions.
The seller should understand more than the offered price.
Important considerations include:

+ deposit amount;

* bond approval conditions;
» deadlines;

* proof of funds;

+ sale-of-property conditions;
* occupation date;

* occupational rent;

« fixtures and fittings;

* repair obligations;

* guarantees;

* special conditions; and

* breach provisions.

The highest offer is not always the strongest offer.

A lower cash offer with fewer conditions may carry less risk than a higher offer dependent on bond
approval and the sale of another property.

Offers should be evaluated according to price, certainty, timing and the buyer’s ability to perform.

Negotiation Is About More Than the Price

A successful negotiation protects the seller’s overall position.
The parties may negotiate:

* purchase price;

* deposit;

* occupation date;

* occupational rent;

* included fixtures;

* repairs;

* transfer timing;

* guarantees; and

* suspensive conditions.



The seller should know in advance:

* the preferred price;

* the realistic market range;

* the minimum acceptable position;

» which terms are flexible; and

* which conditions create unacceptable risk.

Responding emotionally can weaken a negotiation.
A low offer is not necessarily an insult. It may be the beginning of a conversation.

The correct response should be guided by market evidence and the seller’s objective.

Bond Settlement and Seller Costs

A seller with an existing home loan should notify the bank of the intended sale as early as possible.

Banks may require a notice period before cancellation of the bond. Failure to provide sufficient notice
may result in penalty interest.

The seller may also be responsible for costs such as:

* bond cancellation fees;

* agent commission;

+ electrical compliance;

+ electric-fence compliance where applicable;
+ gas compliance where applicable;

* beetle certificates in certain regions;

* municipal clearance amounts;

* levy clearance amounts;

* repairs agreed in the contract; and

* possible capital gains tax.

The municipal clearance amount may include advance charges beyond the date of registration. These
amounts are later adjusted through the municipality where applicable.

Sellers should request an estimated proceeds calculation before committing to their next purchase.

The gross selling price is not the same as the final amount received.

Capital Gains Tax Must Be Considered

Depending on the seller's circumstances, the disposal of a property may have capital gains tax
implications.

The primary-residence exclusion may apply where the legal requirements are met, but investment
properties, second homes and properties held by companies or trusts may be treated differently.



The calculation may consider:

« the original purchase price;

+ qualifying acquisition costs;

« qualifying improvement expenditure;
* selling costs;

« ownership structure;

+ use of the property; and

* the applicable exclusion.

Sellers should retain invoices and records relating to capital improvements.
Routine maintenance and capital improvements may not be treated in the same way.

Professional tax advice should be obtained where the position is uncertain.

Selling a Sectional-Title Property

Sectional-title sellers must prepare more than the unit itself.
Purchasers and lenders may require information relating to the scheme.
This can include:

* current levy statements;

* body-corporate financial statements;
* insurance information;

* meeting minutes;

» conduct rules;

* reserve-fund details;

* special levies;

* parking allocations;

* exclusive-use areas; and

+ pending disputes or major works.

Special levies and outstanding contributions must be clearly addressed.

A well-run body corporate can strengthen the property’s value.

Poor financial management, neglected common areas or unresolved disputes can create resistance

even where the unit itself is attractive.

Selling a Tenanted Property

A property can generally be sold while occupied by a tenant, but the lease must be carefully reviewed.

The lease does not automatically disappear because the property is sold.
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The seller should consider:

* the lease duration;

* notice provisions;

* tenant rights;

* access for viewings;

* deposit administration;

* rental arrears;

* maintenance obligations; and

» whether the purchaser wants vacant occupation.

Communication with the tenant should be professional and properly managed.
Unannounced viewings or attempts to force an early departure may create unnecessary conflict.

A tenanted investment can be attractive to an investor where the lease is sound, the tenant is
performing and the rental information is properly documented.

Viewings Must Be Managed Professionally

A viewing is not simply an opportunity to open the door.
It is part of the sales process.
The property should be:

* clean;

» well ventilated;

* appropriately lit;

« free from unnecessary clutter;

* secure;

* accessible; and

* presented according to the target market.

Sellers should ideally allow the agent space to guide the buyer through the property.

Buyers may feel uncomfortable expressing concerns when the owner remains close throughout the

viewing.
The agent should provide feedback after viewings and identify patterns.

Repeated comments about price, condition, smell, lighting, parking or maintenance should not be
dismissed.

Market feedback is valuable intelligence.

Security During the Sales Process

Property marketing can create security risks if access is not controlled.
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Sellers should work with professionals who:

« verify viewers where appropriate;

* maintain viewing records;

« avoid disclosing unnecessary personal information;
* protect access codes and keys;

* supervise open houses;

* secure valuables;

* manage online location details responsibly; and

+ control access to occupied properties.

Jewellery, cash, confidential documents and small valuable items should be removed before viewings.

Professional marketing must be supported by professional risk management.

Accepting an Offer Is Not the End

Once an offer is accepted, the transaction enters a legal and administrative process.
The seller must continue cooperating with the agent, conveyancer, bank and other professionals.
The process may involve:

* bond cancellation;

* title-deed retrieval;

* municipal clearance;

* levy clearance;

* transfer documentation;

« compliance inspections;

* guarantees;

* purchaser bond approval;

+ Deeds Office lodgement; and
* registration.

Delays can occur where documents are outstanding, signatures are postponed or clearance figures are
not issued promptly.

The seller should remain available and responsive until registration.
A property is not legally transferred merely because the offer was accepted or the buyer has moved in.

Ownership changes when registration occurs at the Deeds Office.

Avoid Purchasing the Next Property Too Soon

Sellers often begin searching for their next home before the current property has been sold.

This can create pressure to accept unfavourable offers or commit to obligations that depend on
uncertain sale proceeds.
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Where a seller intends purchasing another property, the timing should be carefully structured.
Consider:

« whether the next offer is subject to the sale of the current property;
* temporary accommodation;

* occupation dates;

* bridging finance;

« transfer timelines;

* deposit requirements; and

« affordability if both properties overlap.

The sale and purchase should be coordinated as one financial strategy.

Moving quickly is not the same as moving carelessly.

Common Mistakes Sellers Should Avoid

The most damaging mistakes often include:

+ choosing an agent solely because of the highest valuation;
* launching before the property is ready;

* overpricing;

* using poor-quality photographs;

* refusing access for viewings;

+ withholding known defects;

+ ignoring market feedback;

* making emotional negotiating decisions;

« failing to prepare documents;

» misunderstanding the Offer to Purchase;

« committing to another property too early; and

+ changing strategy repeatedly without evidence.

Each of these mistakes can affect price, timing and buyer confidence.

A disciplined process protects value.

What Creates a Premium Result?

A premium result does not always mean achieving the highest imaginable price.
It means securing the strongest possible outcome within the reality of the market.
That outcome should balance:

« selling price;

* transaction certainty;

* timing;

* risk;
» conditions;
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* net proceeds; and
* the seller’s next objective.

The strongest result is achieved when the property is:

* correctly valued;

+ professionally prepared;

* strategically priced;

* presented through premium media;

* marketed to the right audience;

* supported by transparent information;

« viewed by qualified purchasers; and

* negotiated by an experienced property professional.

Property does not sell at its highest potential by accident.

It must be positioned to perform.

The T&A Property Group Perspective
At T&A Property Group, we believe every property deserves a considered strategy.
Our role extends beyond placing a listing on a portal.

We assess the asset, identify the likely buyer, advise on preparation, coordinate professional media,
structure the launch and manage the transaction from the first consultation to registration.

Where necessary, our approach may also include:

* refurbishment coordination;

* maintenance preparation;

* professional photography and videography;
* pricing analysis;

« digital marketing;

* buyer qualification;

* viewing management;

« offer negotiation; and

* transaction coordination.

Our objective is not merely to secure an offer.

It is to protect the seller’s position and present the property in a way that supports the strongest
credible result.

Because selling property is not simply about leaving an address behind.
It is about converting an asset into the next opportunity.
T&A Property Group

Where Property Meets Strategy.
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www.tapg.co.za
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