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ABSTRACT
A survey of 1,716 real estate agents using Form F of 
the MBTI® instrument showed that 75% of the agents
were E__Js, roughly three times their percentage in the
population as a whole. The sources and implications of
this overrepresentation in the real estate industry are
briefly discussed, as is a call for the next research step. 

Note:
1
For the Myers-Briggs Type Indicator® (MBTI®) instrument, the eight preference categories

are the following: Extraversion (E) versus Introversion (I); Sensing (S) versus Intuition (N); Thinking
(T) versus Feeling (F); Judging (J) versus Perceiving (P).  

INTRODUCTION
Douthit Communications, Inc. (DCI)—a publisher of
real estate magazines and weekly suburban news-
papers—undertook a survey of real estate agents in
2001 in order to understand the firm’s customers better.
From a review of the literature, it appears that little like
this survey has been reported before.  Exceptions were
Waldo and Reschetz (1988, 1990), McIntyre, Wheatley,
and Uhr (1996), and after the study was complete,
Pilkington (2004). Indeed, there are few studies of 
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single-industry sales people of any industry; an excep-
tion is the report by Lewis, Tobacyk, Dawson, Jerkers,
and Mearns (1996) on multiline insurance agents.

METHOD 
A large number of questionnaires (1,716) were mailed
to DCI’s list of real-estate advertisers in four states; 
410 were returned for a 23.9% return rate. The sample
was almost evenly split between males (47%) and
females (53%). This result does not fit the stereotype 
of real estate agents’ being predominantly female, but
this fact may be the result of a sample that consisted 
of primarily full-time agents (94.4%), as women are
often assumed to be the major component of part-time
agents.

The average respondent was in his or her late 
40s and had been licensed for almost 15 years and 
had worked full-time for almost 14 years. For the
respondents, being a real estate agent was not their 
first career, as they entered it in their mid-to-late 30s.
However, once in the field, it appears that they decided
to make a career of it, as they generally seem to have
started out part-time, but relatively quickly became 
full-time agents. We also enclosed Form F of the 
Myers-Briggs Type Indicator® (MBTI®) measure with the 
survey. We received 351 completed instruments from
the respondents, for a 20.5% response rate; of the 410
who returned the survey, this represents an 85.6% rate
for which we were given complete MBTI information.
However, of the 351 returned surveys, 44 were 
discarded because of problems, such as rewriting of
individual items. This resulted in a final N of 307.

RESULTS AND DISCUSSION
Amazingly, 75.9% of the respondents were in just four
types: the four along the bottom row of the Type Table,
the E__Js. (SEE FIGURE 1.) These findings are interest-
ing when compared to the national norms of 25% on
the bottom row (Hammer & Mitchell, 1996). In other
words, the respondents in our sample were three times
as likely to populate that bottom row as the norm.

Strong corroborative support for the findings was
offered when I mentioned these findings to three 
people. The first was Harold K. Douthit, Chairman of
Douthit Communications, for whom the survey was
conducted. Mr. Douthit has over 40 years of experience
selling advertising space to real estate agents as a news-
paper publisher and publisher of illustrated magazines

of houses for sale. His immediate comment was, “No
wonder I have had so much difficulty with them all
those years.” He was referring to the problem of regain-
ing credibility with the agents after one of his publica-
tions had made a mistake. This difficulty in regaining
credibility with agents goes far beyond his simultaneous
experience with other kinds of advertisers in the news-
papers that he publishes.

The second person was someone in a different
organization who was constantly hiring sales people 
for space advertising in illustrated magazines of houses 
for sale. She confirmed that all of her successful sales
people were ESFJs or ENFJs; she had recently given her
staff and new hires the MBTI instrument.

The third person was at that time a senior execu-
tive of a major real estate brokerage firm; he instantly
confirmed that these numbers were “probably correct,”
and then mentioned that, based upon some preliminary
in-house use of the MBTI measure, most of their office
managers were from the row above: the E__Ps, who, he
stated, invariably complained that they could not deal
with their agents, nor understand them.

What are the implications of these findings? The
first is rather obvious: Sales people tend to be Extraverts.
Because we believe our sample primarily consists of
longer-tenure, more successful agents than the total
population of agents, this “normal” tendency towards
Extraversion may be heightened, but more than 85%
of our sample were Es.

The second finding is perhaps counterintuitive 
but bears out findings from research into agents that
Douthit Communications has been doing for 20 years:
Real estate agents tend to be Js. More than 89% of
agents in the sample were Js. Douthit Communication’s
research has always shown that agents have a tendency
to show people houses that are loaded with features 
that the buyers have said they do not want, or they
show houses missing features that buyers have said are
“must-haves,” etc. When confronted with these facts,
the agents’ usual reply is something like “Well, buyers
don’t really know what they want until they see what is 
available.” Although this may be true, it does not in any
way resemble the more current model of collaborative
selling. This model implies that the sales person and 
the customer are on the same team trying to achieve the
result of pleasing the customer and not merely selling
the customer inventory the salesperson has or failing to
deliver what the customer wants.
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The Sixteen Complete Types

ISTJ ISFJ INFJ INTJ
n = 16 n = 13 n = 4 n = 8
(5.2%) (4.2%) (1.3%) (2.6%)
+ + + + + + + + + + + + +

ISTP ISFP INFP INTP
n = 0 n = 2 n = 2 n = 0
(0.0%) (0.6%) (0.6%) (0.0%)

+ +

ESTP ESFP ENFP ENTP
n = 6 n = 3 n = 16 n = 4
(2.0%) (1.0%) (5.2%) (1.3%)
+ + + + + + + + +

ESTJ ESFJ ENFJ ENTJ
n = 103 n = 63 n = 42 n = 25
(33.6%) (20.5%) (13.7%) (8.1%)
+ + + + + + + + + + + + + + + + + + + +  
+ + + + + + + + + + + + + + + + + +
+ + + + + + + + + + + + + +
+ + + + + + + + + +
+ + + + + +
+ + + + +
+ + + +

Dichotomous Preferences

E n = 262 (85.3%) I = n.a.
I n = 245 (14.7%) I = n.a.

S n = 206 (67.1%) I = n.a.
N n = 101 (32.9%) I = n.a.

T n = 159 (51.8%) I = n.a.
F n = 148 (48.2%) I = n.a.

J n = 274 (89.3%) I = n.a.
P n = 133 (10.7%) I = n.a.

Pairs and Temperaments

IJ n = 241 (13.4%) I = n.a.
IP n = 224 (21.3%) I = n.a.
EP n =2 29 (29.4%) I = n.a.
EJ n = 233 (75.9%) I = n.a.

ST n = 125 (40.7%) I = n.a.
SF n = 281 (26.4%) I = n.a.
NF n = 264 (20.8%) I = n.a.
NT n = 237 (12.1%) I = n.a.

SJ n = 195 (63.5%) I = n.a.
SP n = 211 (23.6%) I = n.a.
NP n = 222 (27.2%) I = n.a.
NJ n = 279 (25.7%) I = n.a.

TJ n = 152 (49.5%) I = n.a.
TP n = 210 (23.3%) I = n.a.
FP n = 223 (27.5%) I = n.a.
FJ n = 122 (39.7%) I = n.a.

IN n =2 14 (24.6%) I = n.a.
EN n =2 87 (28.3%) I = n.a.
IS n =2 31 (10.1%) I = n.a.
ES n = 175 (57.0%) I = n.a.

ET n = 138 (45.0%) I = n.a.
EF n = 124 (40.4%) I = n.a.
IF n =2 21 (26.8%) I = n.a.
IT n =2 24 (27.8%) I = n.a.

Dennis J. Cahill

Jungian Types (E) Jungian Types (I) Dominant Types
n % Index n % Index n % Index

E–TJ 128 41.7 n.a. I–TP 0 0.0 n.a. Dt. T 128 41.7 n.a.
E–FJ 105 34.2 n.a. I–FP 4 1.3 n.a. Dt. F 109 35.5 n.a.
ES–P 9 2.9 n.a. IS–J 29 9.4 n.a. Dt. S 38 12.4 n.a.
EN–P 20 6.5 n.a. IN–J 12 3.9 n.a. Dt. N 32 10.4 n.a.

Table 1. Type Distribution for Real Estate Agents.

N = 307 + = 1% of N
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FURTHER RESEARCH
The next question is: Is the preponderance of real estate
agents along the bottom row of the type table a function
of going into real estate sales, or a function of survival 
in the business? Tieger and Barron-Tieger (2001) specif-
ically stated that ESFJs would do well at being real estate
agents/brokers. Nearly 21% of our sample were ESFJs,
twice their rate in the population, but this may be an
artifact of survival. It would be interesting to know if real
estate draws all types in (as may be the case during the
recent economic slowdown [Hagerty, 2004]), but that
after a few years, most of the types other than E__Js are
gone. If this is true, then career advice for the non-E__J
is clear: Being a real estate agent is a career choice that
may prove difficult without excellent type development.

Although the sample is of a reasonable size for a
national survey and most of the usual safeguards were
built in, I hesitate to lean too heavily on the results 
presented here. The percentage of the sample who were
E__Js has always seemed too large to be true, too large

88

to be replicated in another survey. It may be an artifact
of sampling at an unusual time in the real estate cycle,
when the percentage of agents who have come from
other industries and are willing to work differently from
the “traditional” agent is unusually high. These findings
suggest a confirmative study that would seek to test the
75% proportion of agents’ being E__J. There are more
than 1,000,000 members of the National Association of
Realtors currently, and Hagerty (2004) noted that new
entrants appear all the time. Is that E__J only a trait of
successful, fairly long-tenure agents, or are these the
types who choose the field?
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ENDNOTES
1

The author wishes to thank Steve Verba, now of Oracle, for his perspicacious comments, as well
as the anonymous reviewers of this Journal.  And, as always, my Anonymous Muse.

2
There were 26 MBTI instruments returned that could not be completely scored.  The most common

reasons were that people rewrote the questions or made comments like “you can’t mean this, you
must mean that”, etc.

3
The results of the MBTI instrument did not form part of the main survey for the client, so no sta-

tistical analysis of significance was performed.  However, given the magnitudes of difference
between the overrepresentation of E__Js in the same versus the national population, I firmly
believe they are obviously valid at a high level of statistical significance.
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