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“I give 

THANK YOU 2017 FLORIDA REALTORS PAC MAJOR DONORS
ET RESULTS

to Florida Realtor® PAC to have a seat at the table with legislators and 
policymakers. This is so important. Florida legislators voted to tax real estate 
services. But, Florida Realtors got that decision overturned because we had a 
presence at the state capital, thanks to the PAC. If we hadn’t, you’d be paying 
a 6 percent tax on every commission. On a $10,000 commission, that’s $600! 
You are the only voice your customers and clients have in Tallahassee and 
Washington, D.C. They deserve you as their advocate. Please invest today.  
—Christine Hansen, Broker-owner, Century 21 Hansen Realty,  

Fort Lauderdale; 2018 Florida Realtors® president

Scan here to watch 

Hansen’s video at 

floridarealtors.org/
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* – NAR President’s Circle Member (Major Investor contribution plus $2,000 contribution to 
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I believe symbols are powerful. Take the RE/MAX balloon.  

It represents ambition that moves like a freight train. And 

when people see it, they see me. Telling them I go nonstop. 

Because I do.

Why RE/MAX? The brand is my why.

i

i

WHY?
MY

Find your why at 
joinremax.com©2018 RE/MAX, LLC. All rights reserved. Each office is independently owned and operated. 18_245532
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Are you looking to enhance your business network? A good place to start is by finding out 

who’s who and what’s what at Florida Realtors. 

The 2018 Florida Realtors Leadership Guide (LRG) is an up-to-date online directory that 

contains information about your state and local leadership teams. You’ll also find association 

policies and bylaws, in-depth local association information, affiliated Realtor group descrip-
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advance your career and the industry. The online LRG is updated throughout the year, so 

bookmark this webpage to get the latest updates: http://www.floridarealtors.org/FAR 

Business/LRG/index.cfm.

WHAT’S HAPPENING WITH FLORIDA REALTORS ONLINE

3. LIVING OUTSIDE THE CITY  

WHERE HE’S STATIONED.

The man said he was stationed in Tampa, 
but his wife wanted to live in Orlando. It’s 
unusual, unless the service member is 
deployed. 

4. HIS AGE. 

I don’t know of any majors in any 
branch of service who are 50 years old. 
Most majors are 38 to 42 years old. 
They can retire at 42. This is somewhat 
debatable, given that an enlisted person 
could have been picked up as an officer 
and might be older, but it’s more rare than 
normal, and a red flag.

Taking some common-sense pre-
cautions and knowing a little about the 
military can go a long way in avoiding this 
type of scam.

Bob Bowman  

broker-owner-partner

Turbow Realty

Orlando

Beware of Military Scam
I am a retired military officer currently 
working as a real estate broker. I read an 
article that concerned me. A man roughly 
50 years of age and dressed in military 
uniform came into an Orlando real estate 
office. He requested a female real estate 
professional show him property valued 
between $4 million and $7 million.

During the meeting in the office con-
ference room, the man required privacy 
for a phone call, and the agent left the 
room. Soon after the man left, the agent 
found that her credit cards and cash were 
missing. The incident was reported to the 
local sheriff’s department and the FBI. 
Apparently, the man had gone to other 
real estate firms in Florida, Georgia and 
Texas and done the same thing.

I highlighted some red flags that may 
not be obvious to nonmilitary real estate 
professionals: 

1. DOESN’T CARRY MILITARY ID. 

Even if the person is wearing a uni-
form, it’s not inappropriate to ask for a 
military ID. They must carry it with them 
at all times if they are in uniform and on 
active duty. 

2. SPECIFICALLY ASKS FOR A  

FEMALE AGENT.

This should automatically be a red flag, 
military or not. And it should spark a 
conversation about having someone in the 
room with you.
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3. MILLENNIALS WILL GAIN MARKET 

SHARE. Although millennials will 
continue to face challenges with rising 
interest rates and home prices, they are 
on track to gain mortgage market share 
in all price points, due to the sheer size 
of the generation. Millennials could 
reach 43 percent of home buyers with a 
mortgage by the end of 2018, up from an 
estimated 40 percent in 2017. 

4. SOUTHERN MARKETS WILL  

LEAD SALES GROWTH.  

Southern cities should beat the national 
average in home sales growth in 2018, 
with Lakeland–Winter Haven leading 
Florida. Sales are expected to grow by  
6 percent or more in these markets, 
compared with 2.5 percent nationally. 
The majority of this growth can be 
attributed to healthy building levels 
combating the housing shortage. 

1. INVENTORY WILL INCREASE. Starting 
in August 2017, the U.S. housing mar-

ket started to see a higher-than-normal, 
month-over-month increase in the 
number of homes on the market. Based on 
this trend, realtor.com® projects that U.S. 
year-over-year inventory growth will tick 
up into positive territory by fall 2018, for 
the first time since 2015. 

2. PRICE APPRECIATION WILL SLOW. 

Home prices are forecasted to slow 
to 3.2 percent growth year over year 
nationally, from an estimated increase of 
5.5 percent in 2017. Most of the slowing 
will be felt in the higher-priced segment 
as more available inventory in this price 
range and a smaller pool of buyers forces 
sellers to price competitively. 

Entry-level homes will continue to 
see price gains due to the larger number 
of buyers that can afford them and more 
limited homes available in this price 
range.

Realtor.com predicts four 
developments for this year.

B IG  S H I F T S  I N  H O U S I N G

2018ÕS  
TOP TRENDS

MoodRoofs
Look up at your car roof. Pretty boring, right? How 

nice would it be to have a calming, mood-setting 

visual display to show to a buyer while showing 

homes? If you find yourself in possession of a 

self-driving car equipped with a Harman MoodRoof, 

that’s exactly what you’ll able to do.

The MoodRoof is a panoramic, roof-mounted 

display that shows tranquil imagery and music-

activated dynamic presentations, giving you and  

your clients something pleasant to stare at while 

your self-driving car speeds down the freeway.

Learn more at Moodroof.com 

New-generation ideas and products

that will blow your mind.
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According to ATTOM Data 
Solution’s 2018 Rental 
Affordability Report, buying 
a median-priced home is 
more affordable than renting 

a three-bedroom property in 240 of 447 
U.S. counties analyzed, including Broward 
County (Miami) and Hillsborough County 
(Tampa—St. Petersburg).

NOW 
YOU 
KNOW

CHEAPER CAR RENTALS WITH
Now you can save up to 20% on car rentals and qualify for other special benefits 
through the new Florida Realtors Rewards Partnership with Hertz.

When you use the special Hertz Business Rewards discount code—2142019—
Hertz will cut your rental rate up to 20% and give you points toward free car rental 
days. For even bigger savings, you’ll also be eligible for occasional specials—such 
as an additional $25 off your rental. And you’ll get free access to the Hertz Gold Plus 
Rewards program that lets you skip the counter at pick up and drop off.

To start taking advantage of the program, go to http://bit.ly/FRHertz.

REWARDS!

www.bridgewellcapital.com

866-500-4500

3.9% APR &up

Rental Financing
Do the math...

Low cost financing    Big cash flow = 

Build Real Estate Wealth
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L
aw firms across the country 
are downsizing their office 

space—27 percent on average 
between Q1 2016 and Q2 2017, 
according to a recent report 
from CBRE Group Inc.  

“Law firms are optimizing 
their real estate portfolios 
to avoid excess expenses 
on antiquated workplaces 
that value space per 
attorney over client and 
employee expectations,” 
said Jamie Georgas, 
global chair of CBRE’s 
Law Firm Practice Group. 
“They are reconsidering 
long-held assumptions 
about the services and 
technology they need to 
be most effective.” 

While law firms may be 
cutting back on space, 
other tenants are seeking 
out vacant spaces. “The 
biggest demand we see 
in Florida now is for creative 
space offered by tenants like 
WeWork,” said commercial 
broker Steve Moreira, global 

franchise director, Sperry 
Commercial Global Affiliates, 
in Orlando. “Millennials prefer 
collaborative office space where 
they can socialize with others and 
enjoy amenities like coffee bars 
and sofas.”

Currently, that co-working 
trend is most apparent in 
urban markets, but Moreira 
expects demand to reach 
the suburbs in the next few 
years. “As Millennials marry 
and start families, they will 
want workplaces closer 
to their homes, and older 
suburban space will need to 
be modernized.”

Tina Marie Eloian, a 
commercial broker with 
Florida Commercial Group in 
Tampa, agrees. “Collaborative 
space is the trend today,” she 
says. “It’s not just the tenants 

offering co-working space. It’s 
happening with architecture, 

engineering, construction and 
real estate firms as well. Even 
banks are looking at that open and 
inviting office setting.”

IN OFFICE TENANT LEASING

C O M M E R C I A L  R E A L  E S TAT E

BY RICHARD WESTLUND

Jamie Georgas

Steve Moreira

Tina Marie 

Eloian

1. Thou shall honor the Realtor Code of 
Ethics, treat other agents respectfully 

and remember that you, too, were a new 
agent once.

2. Thou shall upload several pictures 
into the MLS, the Seller and HOA 

Disclosures and other pertinent documents 
as well as a thorough description of the 
property.

3. Thou shall ask prospective buyers 
if they are already working with a 

Realtor before assuming you are the only 
one they have been talking to.

4. Thou shall make sure buyers are 
prequalified before spending time and 

gas to show them properties.

5. Thou shall remember to turn off lights, 
secure doors, leave a business card, 

respect the seller’s home and give feedback 
on all showings.

6. Thou shall call or use the showing 
system to cancel appointments 

you are unable to keep instead of just not 
showing up.

7. Thou shall confirm receipt of all offers, 
addendums and important documents, 

and notify the listing agent when an offer is 
sent.

8. Thou shall remember that a $100,000 
home is just as important to one buyer 

as a $500,000 home is to another buyer.

9. Thou shall keep safety in mind at all 
times for yourself, your buyers and 

your sellers.

10. Thou shall remember that your 
actions and behavior are what 

determines the way the public views 
Realtors as a whole.

Jody Caputo is an agent with Round Table 
Realty in St. Johns.

10 Rules for 
Realtors
Hint: It pays to follow the  
Golden Rule.

BY JODY CAPUTO, REALTOR, CDPE, MRP              

FLORIDA REALTOR MAGAZINE



30-Year Loans - FHA Loans - VA Loans - Conventional Loans - Jumbo Loans
NMLS #166964

F R E E  A P P R A I S A L  8 4 4 - B U Y - A - H O M E

WE'VE HELPED THOUSANDS TURN A HOUSE INTO THEIR HOME.

Paid-at-Closing The Sphere
Online Interactive Office

E&O Insurance 
IncludedFull Staff Support

100% COMMISSION  $ 79/month $ 79/transaction  

AFFILIATED WITH

J O I N  O N L I N E  T O D AY

www.jointhekcompany.com

8 4 4 - R E A LT Y- K

BE FREE. BE HAPPY. BE 100%.

“GIVE AGENTS A LEAD,
THEY MAY CLOSE A DEAL. 
TEACH AGENTS HOW TO 
CULTIVATE THEIR BUSINESS, 
THEY WILL ENJOY A 
PROSPEROUS CAREER.”
JONJONATHAN LICKSTEIN

DIRECTOR OF OPERATIONS

TEACH 
AGENTS
TO FISH & THEY WILL 
NEVER GO HUNGRY

We Can Do It!
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R
ecruiting is one of the biggest challenges brokers and man-
agers face. On the one hand, you want to grow your organi-

zation; on the other, it’s important to recruit the right agents for 
your business, not just anyone with a real estate license. 

RECRUITING 

STRATEGIES for  

a Record Year

Brian Buffini, founder and chairman 
of Buffini & Company, a coaching and 
training firm, shares recruiting tips for 
managers and brokers.

Here are tips brokers can 
use to  make recruiting more 
productive, efficient and fun.

1. SEE OPPORTUNITY.

Instead of viewing recruiting 
as a chore, see it as a way to 
build strong relationships 
with ambitious professionals. 
You’re creating new opportu-
nities to improve skills, share 
new ideas and connect with 
other industry top performers. 

2. KNOW YOUR BRAND.

Start by writing down the 
traits of your business. How 
is your brand known in the 
industry? How would you 
like your brand to be known? 
These answers will often 
dovetail with your core values 
and mission. Knowing your 
brand will help you set the 
standard for who you hire.

3. BE SELECTIVE. 

What character and compe-
tence traits does your ideal 
agent have? Ask your current 
high achievers for their input. 
Once you’ve defined the types 
of agents you’d like to attract, 
seek out agents who fit that 
description. 

It may be tempting to hire 
high achievers just to boost 
your bottom line. However, if 
they don’t fit your brand’s cul-
ture and values, they may not 
live up to your expectations. 

4. NETWORK WITH THE PROS.

Successful people intention-
ally surround themselves with 
like-minded individuals, so it 
makes sense to tap into your 
professional network when 
you’re recruiting. Ask yourself 
who exemplifies the values you 
want? After you have a list, 
give them a call. Ask if you can 
stay in touch to provide valu-
able updates and information. 

5. HAVE A CONVERSATION.

Often, when we’re recruiting 
a new agent, we become so 
wrapped up in talking about 
ourselves and our firm that we 
forget to  learn about them. 
Ask recruits about themselves. 
By taking a personal approach, 
you’ll stand out as the broker 
who has an authentic interest 
in them, which may play a role 
in their decision to join your 
team.

5 U
nfortunately, getting a negative review is 
bound to happen. After all, closing a real estate 

transaction is not without difficulties. So learn how 
to respond to negative feedback, and use it to be a 
better real estate professional.

Take a pause. When you see someone post 
negative feedback, you’ll probably be itching to 
respond, especially when it seems unfair and 
rude. Don’t. Instead, take some time to analyze the 
situation. Think it through, and then give a calm, 
rational response. 

Always apologize. Remember, the customer is 
always right. If you did make a mistake, accept it and 
apologize. This is no place for satisfying your ego. 

Clarify the situation. This involves asking 
questions. If there’s something you don’t understand 
about the negative feedback, call the person and talk 
it through—calmly. This will show that you care and 
that you’re eager to help. Never walk away from the 
problem. 

Track your online reviews. Try one of these 
feedback tools to ensure you’re seeing everything 
your customers have to say about you and your 
services:
•  GetSatisfaction.com: Collect and analyze 

feedback and communicate with your customers. 
Through this tool, you can also send questions and 
ask for suggestions. 

•  UseResponse.com: In addition to feedback and 
chat sections, there’s also a forum where you can 
update your customers and discuss topical issues. 

•  Assignmenthelper.com.au: If you have trouble 
writing responses, use this tool, which offers advice 
on creating a rational response. 

•  UserReport.com: This tool provides various ways 
of communicating with your customers. It also 
allows you to create surveys, which will help you 
evaluate your performance better. 

Lucy Benton is a writing coach based in Sydney, 

Australia.

BAD REVIEW?

USE IT TO 

IMPROVE!
How to respond to 
negative online reviews.

BY LACEY BENTON
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RealEstate.QuickenLoans.com

Experience the confidence that comes from  
working with Quicken Loans.

“My clients and I were kept 

informed throughout 

the entire process with 

Quicken Loans, and we 

even closed early! 5-star 

service in this highly 

competitive industry.”

Debi Bennefield 

Real Estate Agent 

Lake City, FL

Equal Housing Lender. Licensed in all 50 states. NMLS #3030. © 2000 – 2018 Quicken Loans Inc. All rights reserved. Lending services provided by Quicken Loans Inc., a subsidiary of Rock Holdings Inc.  
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Q:
Call Florida Realtors¨ Legal Hotline to speak with an attorney on a range of topics. Or enter your question 
online. Members will receive a callback from a Legal Hotline attorney. As always, there is no charge for members. 
Call (407) 438-1409 or log in to floridarealtors.org and click on “Legal Hotline” in the Legal Center.

phone and scream at the listing agent 
about how her customer is in breach of 
contract. Often, the listing agent has no 
idea that the seller did this. Instead, ad-
dress your buyer’s concerns by saying that 
you’ll get in touch with the listing agent to 
see why this has happened.

To prepare for that call, ask your buyer 
what he or she thinks would remedy the 
situation, such as a credit at closing for the 
lightbulbs. Then reach out to the listing 
agent and discuss how you can work 
together to remedy the situation.

Please note: In this example, based 
on the Florida Realtors®/Florida Bar 
contract (FR/Bar), the buyer isn’t entitled 
to anything. But the point can always be 
negotiated.

SCENARIO 2: WHY DID IT HAVE  

TO BE SNAKES?

Buyers came in from out of town and 
arranged to meet their agent at the prop-
erty a few hours before closing for a final 
walk-through. The buyer’s agent arrived 
early to make sure nothing was amiss. 
Upon entering the garage, however, the 
agent saw that a large glass fish tank was 
still there—worse, it contained a massive 
python.

U
nder Florida Realtors®’ contracts, 
buyers are entitled to do a walk 

through either the day before or the day 
of closing. While not mandatory, the 
walk-through can be an important step to 
confirm that the property is in the condi-
tion warranted by the contract.

Unfortunately, sellers sometimes leave 
items that the buyer doesn’t want or take 
things meant to stay. Here are some tips, 
should you find yourself faced with an 
upset buyer or a sneaky seller right before 
the closing:

SCENARIO 1: INTO THE DARKNESS

The buyer showed up at the property for a 
walk-through and noticed that the seller 
had removed all the lightbulbs—including 
ones used for recessed lighting in the 
20-foot ceiling. The buyer was very upset 
because buying and installing new light-
bulbs is costly.

The seller said that nothing in the con-
tract obligated him to leave the lightbulbs 
because, in his opinion, lightbulbs aren’t 
fixtures required to stay. 

The buyer wanted the seller to credit 
him several hundred dollars at closing 
to cover this new expense. The seller 
refused. What to do?

To start, remember that profession-
alism must prevail. Do not pick up the 

WALK-
THROUGH 
WOES
Two scenarios and how 
to handle them.

BY MEREDITH CARUSO

TALK TO AN 
ATTORNEY

BROKER BUSINESS

I’m a broker who represented a 

seller who is facing a lawsuit by 

the buyer. Although I’m not a party 

to the lawsuit, the buyer’s lawyer 

served me with a subpoena duces 

tecum (a court document that 

orders me to produce documents). 

The court did not issue this subpoe-

na. Must I comply?

You are welcome to consult your 

lawyer to review this specific subpoena 

and give you an opinion of whether it is 

enforceable. Generally, either the attor-

ney of record or the clerk of court may 

issue a subpoena duces tecum. Unless 

the court quashes or modifies the sub-

poena or your lawyer advises you that 

it is unenforceable for a specific reason, 

you must comply. 

COMMISSIONS

I represent the buyer and just 

received a copy of the closing dis-

closure. I was surprised to discover 

that the listing broker is getting 

more in commissions than I am. I 

double checked the offer of com-

pensation in the MLS, and although 

I am getting the full amount of the 

offer of compensation, there was no 

disclosure of dual or variable rate. 

Was the listing broker supposed to 

inform me of this uneven amount 

of commissions as dual or variable 

rate commission?

No. Although Standard of Practice 3-4 

of the Code of Ethics and Arbitration 

Manual does create an affirmative 

obligation to disclose the existence 

of dual or variable rate commission 

arrangements, it defines dual or variable 

rate as “listings where one amount 

of commission is payable if the listing 

Advice from the Florida Realtors  
Legal Hotline

BU Y E R S A N D SE L L E R S

continued on page 12
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To learn more about our award-winning communities, visit MintoUSA.com.
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Play. Stay. Have It Pay!
Vacation Home With Short-Term Rental Opportunity.

Orlando’s Newest Vacation 
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877-533-8401 • MintoUSA.com
502 Captiva Drive, Davenport, FL 33896
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to Ronald Reagan Parkway
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of owning the ideal Florida vacation home come true. With the 

option to place your residence with a short term rental agency, 

Festival represents an opportunity to own a vacation home that 

can work for you year round!

Downtown Festival Resort Amenities!

General Store • Ice Cream Parlor • Arcade • Florida-style Bar & 

Grill • Fitness Center • Heated Swimming Pool • Private Cabanas 

• Kids Waterpark • Putt-Putt Golf Course • Volleyball Court

Vacation Homes From the High $200s

NEW MODELS 
OPEN DAILY!

NO
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Saving more money

per month!
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sellers, and only the listing broker’s For Sale 
sign may be placed on the property.

If a complaint is filed with the MLS, the 
agent may be asked to produce an exten-
sion or renewal signed by the seller. If he 
cannot, he may end up with an MLS fine.

Article 12 of the Code of Ethics says 
Realtors® shall be honest and truthful in 
their real estate communications and shall 
present a true picture in their advertising, 
marketing and other representations. The 
icing on the cake is Standard of Practice 
12-4, which says Realtors shall not offer for 
sale/lease or advertise property without 
authority.

When the original listing expired, the 
seller’s authority held by the first agent 
expired with it—unless there was another 
agreement that allowed this agent to con-
tinue advertising the property.

Anne Cockayne is Director of Policy 
Services for Florida Realtors®.

A
sales associate signed a listing 
contract with a seller after the seller 

decided not to relist his home with his 
current listing broker. The seller contacted 
the new sales associate and told him that 
he was dissatisfied with the lack of service 
he was receiving. He wanted the listing 
agreement to go into effect immediately 
upon the expiration of his current listing. 
The new sales associate assured him this 
would not be a problem.

When the time came to enter the listing 
into the MLS, the new sales associate 
found the previous agent’s listing still active. 
The sales associate asked the previous 
listing broker to remove the listing from 
the MLS. He told the sales associate that 
the seller signed an extension so the listing 
stays.

The seller adamantly denies he signed an 
extension. What can be done about it?
The MLS rules are crystal clear. Extensions 
and listing renewals must be signed by the 

SOMETIMES YOU’VE 

GOT TO LET GO
BY ANNE COCKAYNE

Q:
broker’s firm is the procuring cause of 

the sale/lease and a different amount of 

commission is payable if the sale/lease 

results through the efforts of the seller/

landlord or a cooperating broker.”

DISCLOSURE

Does the radon gas disclosure 

found in Section 404.056(5), Florida 

Statutes, have to be given to a buyer 

when the transaction is for the sale 

of vacant land?

No. The radon gas disclosure is not 

required for transactions involving unim-

proved properties.

LANDLORD/TENANT

I’m a property manager. A residential 

tenant had a party and trashed his 

condo rental. The landlord’s property 

was damaged and destroyed.

The tenant offered to pay for the 

damage, but my landlord wants him 

out. May we terminate the lease?

Yes. Pursuant to Section 83.56(2)(a), 

Florida Statutes, the landlord may imme-

diately terminate the lease and provide 

the tenant seven days’ notice to vacate 

the premises if the tenant materially 

failed to comply with his obligations 

under Section 83.52, Florida Statutes, or 

material provisions of the rental agree-

ment and where the noncompliance is 

of a nature that the tenant should not 

be given an opportunity to cure it.

How can I file a complaint with the 

Florida Real Estate Commission 

(FREC)?

All complaints must be in writing. The 

Department of Business and Profes-

sional Regulation provides a Uniform 

Complaint Form that is available from 

various sources, including floridarealtors.

org and myfloridalicense.com/dbpr/re/

complaint.html. 

The statute indicates examples of 

noncompliance that are of a nature 

that the tenant shouldn’t be given an 

opportunity to cure include, but are 

not limited to, destruction, damage or 

misuse of the landlord’s property by 

intentional act.

LAW&ETHICS/CONT’D.

Legal questions continued from page 10

to drag the couch to the curb than not to 
close on the home.

NOT ALWAYS EASY

Of course, there are instances without an 
easy solution.

For example, what if the seller removes 
all the stainless-steel appliances and 
replaces them with mismatched older ver-
sions? Here the buyers have legal options, 
and they may well want to contact their 
attorney and ask how to proceed.

Remember too that you and the other 
agent in the transaction should be work-
ing toward the shared goal of getting the 
parties to closing. Being on “opposite 
sides” and demanding results from either 
party rarely leads to a happy ending.

Remember,  you and your fellow 
Realtors® are in this transaction together. 
Remain professional, even in the face of 
an upset or difficult customer.

Attorney Meredith Caruso is Manager  
of  Member Legal Communications for  
Florida Realtors®.

The agent panicked. His buyers 
wouldn’t want a large predatory snake in 
their garage, but the sellers told him that 
they wouldn’t remove it.  What now?

The agent resolved the issue by calling 
local animal control and having the ani-
mal removed before closing.

Yes, the FR/Bar contract says that all 
the sellers’ personal belongings will be re-
moved from the property, but that doesn’t 
always happen. In this case, the agent 
was proactive and got the issue resolved 
before it derailed the closing.

However, take the snake component 
out of this example and replace it with a 
sofa that the sellers left behind and the 
end result is similar. Yes, the seller was 
to remove personal property, but no, the 
seller simply did not.

In cases like this, the core question is: 
Will the buyer refuse to close because of 
the personal property item left behind? 
While a snake cannot be tossed into the 
trash, the buyer may decide it is easier 
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Minto Communities USA, based in Florida since 1978, has represented 
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years. In premier locations throughout the Southeast, Minto master-planned 
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MANAGEIT SHARE THIS

WANT TO KNOW HOW Bitcoin and Blockchain will make the real 
estate transaction more transparent? Read this: weforum.org/
agenda/2016/08/how-disruptive-technology-could-solve-real- 
estate-s-transparency-problem

GETTING AGENT BUY-IN

Are you having 
trouble getting 
the word out 
about your 
mortgage or title 
business? Here 
are some tips.
BY LISA A. BEACH

AFF IL IATED SERV ICES

insurance agents in each 
real estate agency, working 
amongst the [associates] so 
they’re seen as part of the 
office community,” notes Papy. 
Being onsite makes affiliates 
easily accessible when associ-
ates run into problems or have 
questions. 

4. SHARE SUCCESS STORIES. 

At any time, two out of 10 
deals are in jeopardy of not 
closing because of an insur-
ance issue, says Papy. “When 
you fill that gap and provide 
the appropriate coverage 
and work the extra mile, the 
associates pass along that in-
formation to each other.” Papy 
makes sure to highlight such 
success stories in his commu-
nication to the agents.

Regardless of the affiliat-
ed service you offer, you can 
boost agent buy-in with a laser 
focus on one key message: 
Your affiliated services help 
your agents grow their busi-
nesses and keep their custom-
ers’ deals together.  #

Lisa A. Beach is an Orlando- 
based freelance journalist,  
content marketing specialist 
and copywriter.

M
ost real estate brokers 
understand the benefits 

of offering affiliated services 
to customers, (such as insur-
ance, mortgage loans, home 
warranties and title). These 
services can help brand a 
brokerage as a one-stop shop, 
provide a customer-focused 
added value or simply offer 
an additional income stream. 
But getting agents to recom-
mend affiliated services is 
often a tough sell. Of course, 
associates should be encour-
aged to recommend several 
different companies to their 
buyers and sellers. But, how 
do you get your name in the 
mix?

With a strong track record 
of helping real estate profes-
sionals streamline their sales 
process, Ryan Papy, president 

of Miami-based Keyes Insur-
ance, knows a few tricks to 
boost those recommendations. 

Here’s how He does it:

1. BE A RESOURCE. 

Rather than being viewed as a 
product pusher, position your 
affiliates as resources. Papy 
says he “works diligently to 
be the insurance resource for 
Keyes’ real estate associates.” 
His team of insurance agents 
works with agents to answer 
insurance questions, whether 
the customer is using Keyes 
Insurance or not. 

2. COMMUNICATE. 

Using a variety of both formal 
and informal methods, Papy 
makes sure everyone is on the 
same page when it comes to 
changes in the market. Papy 
uses everything from day-to-
day interactions and regular 
meetings to monthly in-office 
trainings and frequent emails 
to keep associates updat-
ed on the latest changes in 
insurance.

3. BE PRESENT. 

If possible, it helps to offer 
affiliates a physical presence in 
your office. “We have licensed 

Getting Started with Affiliated Services
Whether you’re just getting started with affiliated services 

or you want to ramp up your existing program, Papy offers 
these quick tips:

1. Educate and train sales associates on why each affiliate 

service is necessary—for the real estate brokerage, sales 

associates, buyers and sellers.

2. Do it in the spirit of helping sales associates provide the 

“ultimate wow experience” to their customers.

Ryan Papy
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Generate leads, 
build your brand 
and compete with 
national property 
portals.

W
hen a potential homebuyer 
started looking for prop-

erty on Florida’s Space Coast, he 
searched by location and found 
Steve Wilson’s HomeASAP web-
site. Soon after, Wilson received 
the lead. He recognized the man 
right away—it was the same lead 
that he’d recently lost by switching 
brokerages. Wilson, now a sales 
associate with MVP Realty of Mel-
bourne, was able to recapture the 
lead and get the customer and his 
family into the home they always 
wanted.

HomeASAP is a digital solution 
that helps sales associates market 
themselves online, through special 
real estate features on Facebook. 
They can cherry-pick from the 
suite of applications, including 
Real Estate Agent Directory, 
Search Alliance and IDX Home 
Search.

The Real Estate Agent 
Directory, which has about 
510,000 agents in more than 
15,000 U.S. cities, helps you con-
nect with home buyers and sellers 
looking for agents on Facebook. 

But Wilson says he makes the 
most use of Search Alliance. 
“It allows me to have an IDX 
site and incorporate this into 
Facebook,” he says.  Search 
Alliance members have 
individually branded sites 
on the network that covers 
MLS properties in their 
local market. The network 
connects these agent sites to 
form a virtual national home 
search with no geographic 
limitations. 

Wilson uses HomeASAP for 
these purposes: 

1. GENERATE LEADS.

Done on a bid-per-lead basis, 
HomeASAP drives leads to 
your Facebook page. “I set a 
budget of $100,” Wilson says. 

He pays very little for these 
first-time visitor leads and 
gets some basic information. 
But the second visit is where 
the magic happens—Wilson 
receives more details, such 
as an email address, allowing 
him to engage leads directly. 
“I get about 12 leads a week, 
which is really good for one 
site,” he says.

2. ENGAGE WITH PROSPECTS.

Wilson uses HomeASAP’s 
PageEngage feature to auto-
matically post to Facebook, 
whether he’s putting out a 
video, a new listing photo, 
an affiliate recommen-
dation or industry news. 
When people comment, tag 
someone or share the post 
with a friend, Wilson sees 

Verified Real 

Estate Leads 

verifiedrealestate 

leads.com 

HomeGain  

(lead generation) 

homegain.com 

Adwerx (Google ads) 

adwerx.com 

Landvoice  

(for expired and FSBO 

leads) landvoice.com

TAP INTO  

THE FULL 

POWER OF 

FACEBOOK

BY LISA A. BEACH

O N L I N E  M A R K E T I N G
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“It doesn’t matter which side of the fence you get off on sometimes.  
What matters most is getting off. You cannot make progress without  
making decisions.”—Jim Rohn, author of “The Art of Exceptional Living”

GREAT IDEA Get more leads by offering interesting articles that a visitor can 
download from your website (in PDF format) in exchange for an email address. 

“These are not 
scrubbed leads. 
You’ve got to put 
some work into it,” 
says Wilson. “But 
you’re paying for 
good engagement–
and getting that.”

who’s posting and engages 
them directly. Through 
this casual-but-consistent 
outreach, he’s converting cold 
leads to warm. 

3. BUILD A SALES PIPELINE.

Once he’s captured enough 
information on these leads, 
Wilson adds them to his CRM 
and they become part of his 
ongoing marketing efforts. 
For example, he might follow 
up with text messages, social 
media outreach and drip 
email campaigns.

Wilson cites active lead 
generation and engagement 
as the two big draws of 

HomeASAP. He loves that he 
can send directly to his  
prospect’s Facebook page 
with the click of a button. 
 “It allows me to immediately 
and directly engage more 
with people on Facebook,”  
he notes. 

Plus, HomeASAP offers an 
affordable way for Wilson to 
gain exposure, build reader-
ship and boost engagement. 
Wilson sets his own budget 
for Search Alliance, and it 
replenishes every month. 
For PageEngage automatic 
Facebook posting, Wilson 

pays $79 per year. 
While Wilson praises HomeASAP’s 

brand-building and lead-generation 
capabilities, he’s a bit underwhelmed 
with the lack of real intel from first-time 
visitors to his Facebook page. “The 
person has to come to the site twice for 
me to get any real information,” Wil-
son points out. “I might be paying for 
10 leads, but some of them might never 
come back.” 

He adds, “These are not scrubbed 
leads. You’ve got to put some work into 
it. But you’re paying for good engage-
ment—and getting that.” #

Lisa A. Beach (lisabeachwrites.com) 
is an Orlando-based freelance journalist, 
content marketing specialist and copy-
writer. 

Whether you are showing 

a property or closing a 

deal, Ruby’s friendly, 

professional receptionists 

have your phones covered.

Missed Calls 
are Missed 

Opportunities

Rubÿ  Receptionists turns 

rings into relationships—

building trust and creating 

the word-of-mouth buzz 

that drives referrals.

For Sale
Sold

Hello

LEARN MORE AT callruby.com/FRE
OR CALL 855-223-4769

Save $75 on your first 
full month of service 

with promo code FRE75 
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R
eal estate professionals today face challenges their 
predecessors never imagined. With new technology 
emerging daily, online platforms that aim to change 
the way homes are bought and sold, and easy consum-
er access to listings data, it’s becoming tough for even 
the most experienced Realtors® to remain relevant.

Instead of fighting these changes, use them as 
opportunities for innovation and growth. 
That’s precisely what Internet star Gary 
Vaynerchuk recommends. “Years ago, 

everyone was saying that the real estate agent 
would be eliminated, between new platforms like 
StreetEasy and Zillow, but today real estate agents 
are more important than ever,” says Vaynerchuk, 
chairman and CEO of VaynerX and VaynerMedia 
in New York City. “Those skills still matter, and 
whole industries rarely die off due to tech disruption. Rather, 
technology allows the players who are on their A-game to win 
because they can deliver their inherent skill to more people than 
ever before.”

If you want to remain relevant, 
consider adopting these tips 
from Vaynerchuk and top  
Realtors in Florida:

1. MEET CHALLENGES  
HEAD ON.

The first thing you need to 
do is accept the fact that 
your role in the industry 
has changed, says brokerage 
business consultant Steve 
Murray, president of REAL 
Trends in Castle Rock, Colo. 
“Technology, data systems and 
consumer access have stripped 
Realtors® of the exclusive right to 
deliver information to consumers. 
But that doesn’t mean consumers 
don’t want your help with home 
buying or pricing a home for sale. 
Our studies with Nielsen and Har-
ris Interactive show that hasn’t 
diminished for the last 15 years. 
However, you are now the inter-
preter of that information.” 

2. MAKE YOURSELF 
A VALUABLE 

RESOURCE.
Carlos Melendez, a Real-
tor Associate with Florida 
Premier Realty in Boynton 
Beach, has branded himself as 
a luxury lifestyle expert and as 
a result, he has become a valuable 
go-to source for local, state and 
national media seeking an expert 
on that topic. “I’ve worked with 
different publications, bloggers 
and news outlets as a source of 
information and a voice of reason 
in real estate matters,” he says. 
“Similar to Shark Tank’s Barbara 
Corcoran, I am creating relevancy 
[for myself via] the news outlets.”

3. BECOME A 
HYPERLOCAL EXPERT.

Websites like Trulia and Zillow 
certainly have their usefulness, 
but they lack a vital feature that 
only you can provide: the human 
element. You can make yourself 

Yes, you can remain relevant  
(and thrive) in this tech- 
disruption-heavy industry!
BY LESLIE C. STONE

COVER STORY / A C HIE V E  Y O U R  G O A L S

     WAYS TO     
     STAY AT  
THE TOP OF 
YOUR GAME
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Gary Vaynerchuk

Steve Murray

Carlos Melendez
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AT A
GLANCE
Challenges can 

spark innovation.

Adapt to changing 

roles.

Breathe new life 

into your career.

irreplaceable, Murray says, by 
becoming a hyperlocal expert: 
targeting an extremely small 
geographic area and becoming 
an authority on it. 

Visit neighborhoods, get out 
and talk to people, eat at the 
restaurants and shop at the 
stores so that you can provide 
first-hand knowledge of those 
places. “It’s very effective 
because buyers want to know 
the kind of parks, schools and 

healthcare facilities that are nearby—and 
they want to know what people do for 
fun,” says Murray. 

4. BREATHE NEW LIFE  
INTO YOUR BRAND.

Strategic branding is more important now 
than ever before, says Vaynerchuk. “The 
Internet changed everybody’s opportuni-
ty for brand, for scaling your authenticity, 
your charisma, your personality. I made a 
decision back when I was starting out that 
I would just be myself. Maybe I would 
lose 10 followers, but I’d gain 100. And I 
did. You can’t please everyone, but that’s 
what people respond to. It’s a net win.” 

5. DON’T JUST TALK THE 
TALK; WALK THE WALK.

Today’s consumer is far better educated 
about real estate and the complexities of 
buying and selling a home. This knowl-
edge leads some to believe they have 
what it takes to sell a home on their own. 
“When someone tells me they’re thinking 
of doing that, my response is: ‘Great, give 
it a shot, but understand that you will 
need to complete a seller disclosure and, 
by the way, if you overlook something you 
may end up buying that house back,’” says 
Murray. 

To win business from consumers like 
these, show specifically what you can 
bring to the sale. “Consumers want to 
know ‘What is your plan to get this house 

continued on next page
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sold?’ and they want to see it in writing,” Murray 
says. Be the professional they need in their corner, 
give them a timeline of what you’re going to do and 
when each step will be completed—and stick to it.  

6. FREELY GIVE AWAY 
INFORMATION.

The Internet is a crowded space where reaching 
potential customers can be hit or miss. One way to 
break through, Vaynerchuk says, is to “get in front of 
consumers on a closed platform” (i.e., YouTube, Face-
book Live, podcasts) and educate them. “Provide 
them value for free (livestreams, Q&As, consulting 
opportunities) and they’ll come back to you tenfold,” 
he adds. 

“It’s an investment at the top level; instead of try-
ing to get customers to come to you, force them to by 
overwhelming them with pure informational value. 
If you build up equity with consumers over time, 
when you finally make the transactional ask, they’ll 
be much more likely to respond.”

7. EMBRACE THE POWER OF  
VISUAL CONTENT.

Studies show that content with visuals gets 94 
percent more views than that without. “If I were you, 
I’d invest heavily in video and photography,” says 
Vaynerchuk. “One of the ways that a company can 
empower agents is to create content at scale in a hub 
that agents can then pull from for their social pro-
files. Once you have one, two, three pieces of serious 
content, you can remix it and get tons of mileage out 
of it on Instagram, Facebook, Twitter, Snapchat and 
beyond.”

“People want to see real estate 
agents doing what they’re supposed 
to be doing, which is moving real es-
tate and selling property,” says Jorge 
Guerra, broker-owner of Real Estate 
Sales Force (RESF) in Coral Gables. 
“To remain relevant to your audience, 
you need to constantly curate content 
and distribute it through pictures, 
blogging, Facebook, Instagram or whatever is the 
best medium to reach your audience. I take photos of 
myself at trainings, community events—even at the 
closing table—to demonstrate to my audience that 
I’m out there moving real estate.”

8. PROVIDE CONCIERGE SERVICE.
In 2016, 44 percent of home buyers looked for 

            properties online first, says the National Asso-
ciation of Realtors’ Research Department. Buyers 
now have apps that let them do things on their 
own that only an agent used to be able to. They can 

COVER STORY / A C HIE V E  Y O U R  G O A L S

Ways to Win New Business
BY TRAVIS ROBERTSON

1. Know your audience.
Identify who your target demographic 
is and tailor your marketing to them. 
So many people opt for the “spaghetti 
at the wall” strategy, throwing money 
at multiple lead-generation strategies, 
hoping something will stick. Instead, learn 
how to best use the tools you currently have to market to 
the people who actually want to buy or sell with you.

2. Connect with your target demographic. 
Whether you engage on Facebook, Instagram, email 
marketing or other online channels, use the power of the 
Internet to keep yourself top of mind with prospects when 
they’re ready to buy or sell.

3. Get personal with video.
Using video starts establishing a relationship with a buyer 
or seller before you meet in person. Many people feel 
uncomfortable about being on video. I hear it all the time, 
“But Travis, I don’t look good on video!” Get over it! They are 
going to see you anyway. Better have them shocked when 
they open an email at home than when you arrive at the 
listing presentation, right? [Insert laugh track.]

4. Leverage others to tell your story.
Don’t just tell people about yourself. Allow other people to 
tell your story for you. Ask a few of your customers who 
absolutely love your service to record a 15- to 30-second 
video about their experience with you. Post this on your 
website and social channels and use it in print marketing. 
Remember, what you say about yourself is opinion; what 
others say about you is taken as fact.

5. Stay focused.
Be mindful of how many strategies or platforms you employ. 
It’s not about using what’s hot or what’s new; it’s about 
picking a few things that will be effective and focusing your 
attention on doing those things well. Pick one thing, perfect 
it and don’t get distracted by shiny objects.

6. Don’t write off previous or existing marketing 
strategies.
If you have a strategy that has been or is highly effective for 
you, don’t ditch it for the next best thing! Direct mail is a big 
example of that. When used correctly, it can be one of the 
most effective marketing strategies, but you have to avoid 
falling into the traps or, as I call them, the “6 Deadly Sins 
of Direct Mail.” One of those sins is mailing infrequently. 
Remember, don’t cast your net too wide. Frequency is more 
important than volume.

Source: Travis Robertson, CEO and founder of Robertson 

Coaching International. For more in-depth strategies, 

information, tactics, find Travis Robertson at travisrobertson.

com and facebook.com/coachtravisrobertson. 

continued from page 19
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compare and contrast listings, 
narrow their property search 
and evaluate the average sales 
price for an area before ever 
contacting an agent. When 
these savvy consumers finally 
do reach out, agents had 
better be prepared to provide 
something extraordinary, says 
Melendez. He prides himself 
on the concierge-level service 
that he and his colleagues 
offer. “We find out what cus-
tomers like and dislike and use 
that information to create per-
sonally catered information,” 
he says. “Let’s say prospects 
enjoy yoga. We do research to 
find out where in the area they 
can practice yoga. When we 
find out what kind of food they 
enjoy, we find restaurants that 
offer that cuisine. This is more 
than your basic data share.” 

9. ALWAYS BE 
LEARNING.

The most successful real 
estate professionals are those 
who constantly work to im-
prove their skills and knowl-
edge, through continuing 
education classes, involve-
ment with the local and state 
boards, and consulting with 
others in the industry. 

Guerra recommends 
training with top instructors 
at local, state and national 
real estate organizations—and 
regularly attending trade 
shows to meet and mingle 
with successful practitioners. 
“Go to training throughout 
the year to learn new tools 
and how to leverage them,” 
he says, “and then go back out 
and reach your audience and 
remain relevant.” 

GREAT IDEA Jorge Guerra, broker-owner of Real Estate Sales Force (RESF) in Coral Gables, has been using 
a tool that allows agents to track customers’ home equity to show his prospects the value he can bring to 
a transaction. “I do a screenshot and send them a text or an email and say, ‘Hey, I just learned about this 
new tool. If you are interested in having this type of report or analysis, please reach out to me,” he says.

10. GET ACTIVE  
IN CAUSES AND 

ORGANIZATIONS.
Guerra is a passionate sup-
porter of property rights. 
He goes to Tallahassee and 
Washington, D.C., to lobby his 
state senators and represen-
tatives, and he is active in the 
REALTORS® Political Action 
Committee (RPAC). “I’m a 
Cuban-American who came 
from a country where we 
got stripped of our property 
rights, so when it comes to 
property rights I want to be on 
the front lines,” he says. “By 
doing that, I also protect my 
industry and my business.” 

Guerra says that Realtors 

can further solidify their 
relevance by getting involved 
in social issues. Last fall, 
he joined forces with other 
Realtors to help raise funds 
and supplies for victims of the 
hurricanes in Texas, Florida 
and Puerto Rico. “Real estate 
offices aligned with their com-
petitors and shared our offices 
for drop-off points.” 

Disruptive times like these 
aren’t necessarily a bad thing. 
If they cause you to get out of 
your comfort zone and adapt 
to new and improved ways of 
doing things, you might find 
that you end up doing better 
than ever. #

Leslie C. Stone is a Vero 
Beach-based freelance writer.

“Provide 
consumers 
value for free 
(livestreams, 
Q&As, 
consulting 
opportunities) 
and they’ll 
come back to 
you tenfold.”
GARY VAYNERCHUK
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INDUSTRY 
BIGWIGS 
ARE RAVING 
FANS!

4 DISCIPLINES O
The



Y
our listings are selling like hot-
cakes, so you know you have to call 
your past customers and fill your 
listing pipeline. You set aside an 
hour a day to do so, but then a call 
comes in and there’s a problem with 

a transaction. After that, you decide to get 
a marketing flier out, another urgent call 
comes in and before you know it, it’s time 
to leave the office and show properties. 
You decide to make those phone calls 
tomorrow. But, tomorrow never comes 
because there’s always something urgent 
to handle. Does this sound familiar?

“A person will choose an urgent activity 
over an important activity almost every 
day. It’s why a real estate professional can 
stay busy all day long and still not do the 
things that make them the most money, 
like farming,” says Chris McChesney, 
co-author of the popular business book, 
“The 4 Disciplines of Execution (Free 
Press).” “What tends to happen is that the 
more strategic stuff—the stuff that can 
change the trajectory of your business—
gets pushed back for all the little things 
that should be done.”

If this sounds like you, McChesney and 
co-authors Sean Covey and Jim Huling 
have your answer in four simple steps. 
“We’ve spent over a decade studying why 
execution so often fails and what can be 
done to fix it. These four disciplines allow 
real estate professionals and brokers to 
effectively deal with the most difficult 
aspect of creating breakthrough results: 
executing a strategy that requires a 
change in behavior,” McChesney says.

 The method is used by leaders such as 
Gino Blefari, CEO of Berkshire Hathaway 
HomeServices, and John Peyton, Presi-
dent and CEO of Realogy, and is taught by 
Ninja Selling Author Larry Kendall. 

So grab a pen and paper, or 
your iPad, and start executing. 
The 4 Disciplines of Execution 
are sequential and interde-
pendent—they must be done in 
order and done well to achieve 
breakthrough results. Here 
they are:

1. 
FOCUS ON THE  
WILDLY IMPORTANT 
GOALS (WIGS). 

Give your best effort to those 
few goals that really matter in-
stead of giving mediocre effort 
to dozens of goals. For exam-
ple, says McChesney, if your 
macro target is more commis-
sions this year, then break it 
down. “This is about a narrow 
focus, such as increase my 
commissions from $150,000 
to $250,000 in 12 months,” he 
says. “There must be one or 
two specific things you do to 
meet that goal. If you can’t do 
that, then the goal is too big.” 
The key is to take the goal out 
of the conceptual (I want to 
make more money) and give it 
a target and a finish line. 

2. 
ACT ON THE LEAD  
MEASURES. 
Carefully track the lead 

measures and let the lag mea-
sures take care of themselves. 
While a lag measure tells you 
if you’ve achieved the goal, a 
lead measure tells you if you’re 
likely to achieve the goal. For 
example, while you can’t con-
trol how often your car breaks 

WHY ARE 

LEADERS LIKE 

REALOGY’S 

JOHN PEYTON 

& BERKSHIRE 

HATHAWAY’S 

GINO BLEFARI 

FANS OF THIS 

SYSTEM?  

FIND OUT. 
BY TRACEY C. VELT
ILLUSTRATION BY DAVE PLUNKERT
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down on the road (a lag measure), you can 
control how often your car receives rou-
tine maintenance (a lead measure). A lead 
measure is predictive, meaning that if the 
lead measure changes, you can predict 
that the lag measure will also change. 

In these examples, to increase your 
commissions, you have to meet three 
potential customers each week, send 
out 50 marketing mailers and call 10 
prospects a day. “You have to objectively 
be able to quantify your results, so your 
lead measures should be specific,” says 
McChesney.

3. 
KEEP A COMPELLING  
SCOREBOARD. 
Make sure everybody knows the 

score at all times so they can tell if they 
are winning or not. Create a physical 
scoreboard—a place to mark off when 
each of the lead measures is accomplished 
each week. Turn it into a game. “Make 
a bet with yourself that if you do these 
three things each week (meet three po-
tential customers, send out 50 marketing 
mailers and call 10 prospects a day), the 
likelihood of your success will increase.”

Make your scoreboard simple and easi-
ly visible. It should show your lead and lag 
measures, and you should be able to tell at 
a glance if you’re winning. 

4. 
CREATE A CADENCE  
OF ACCOUNTABILITY. 
The fourth discipline is to create a 

cadence of accountability, a frequently 
recurring cycle of accounting for past per-
formance and planning to move the score 
forward. Discipline 4 is where execution 
happens. In Discipline 4, you meet with 
an accountability partner at least weekly 
in a Wildly Important Goal (WIG) ses-
sion. This meeting lasts no longer than 20 
to 30 minutes, has a set agenda and goes 
quickly, establishing your weekly rhythm 
of accountability for driving progress 
toward the WIG. 

Real estate professionals can have this 
meeting with their manager or broker, a 
team leader or another agent. Brokers can 
have this meeting with the managers and 
executive team. The key, says McChesney, 
is to meet with someone, because it’s too 
easy to lie to yourself. 

“Things start to happen in four to six 
weeks,” says McChesney. “Once a lead 
measure moves, you’ll get a shot of eupho-
ria to drive you. After all, nothing beats 
winning. And, using this system, you’re 
picking winnable targets.”

These disciplines are deceptively sim-
ple to state, but they are not simplistic. 
They will profoundly change the way you 
approach your goals, and represent a ma-
jor breakthrough in how to move teams 
and organizations forward. #  

Accountability is key to 
executing your important goals. 
Here’s the three-part agenda for 
a WIG session and the kind of 
language you should be hearing 
in the session:

ACCOUNT: Report 
on commitments. 
“I committed 
to make a 
personal call to 
10 customers 
each day. I did, 
and here’s what I 
learned …”

REVIEW THE 
SCOREBOARD:
Learn from 
successes and 
failures. “Our 
lag measure is 
green, but we’ve 
got a challenge 

AGENDA FOR 
A WILDLY 

IMPORTANT 

GOAL (WIG)  
SESSION

with one of our 
lead measures 
that just fell to 
yellow. Here’s what 
happened …”

PLAN: Clear 
the path and 
make new 
commitments. “I’ll 
develop a list of 
10 new contacts 
and come back 
next week with at 
least three ideas 
for helping us 
improve.”

Learn more at 

VHT.com/Virtual-Staging
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3D Home Tours • Floor Plans 

Media Delivery 
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VIRTUAL TWILIGHT

Introducing 

VIRTUAL TWILIGHT

©2017 VHT Studios, Inc. All rights reserved. (800) 790-TOUR
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AT A

GLANCE
Digital currencies like 

bitcoin can facilitate 

the flow of investment 

funds around the 

world.

Crowdfunding can 

lower the risk for an 

individual investor.

Secured lines of 

credit allow investors 

to purchase more 

expensive properties.  

F
rom Bitcoins to crowdfunding and life insurance, 
investors are using new options to finance their 
Florida real estate purchases. While the market 
is still dominated by traditional mortgage loans, 
these unconventional strategies are likely to grow 
in importance in the next few years, 

creating new opportunities for Realtors like you 
to help your investor customers. 

 “Understanding emerging financing options 
can help you build a long-term relationship 
with an investor,” says John Jamieson, the 
Detroit-based author of “Wealth Without Stocks or Mutual 
Funds” and contributor to numerous financial websites. 
“In that regard, one transaction can lead to another as you 
capitalize on your market knowledge.”

Take digital currencies as an example. Today, U.S. and 
global investors are using Bitcoin and other new currencies 

to purchase 
residential and 
commercial real 
estate assets. 
“They can be 
used to transfer 
funds around the world,” says 
attorney Andrew Hinkes, a 
shareholder with Berger Sin-
german in Fort Lauderdale. 
“In addition, many investors 
who have seen their Bitcoins 
rise in value want to move 
that money to traditional 
assets like real estate, which 
are much less volatile [than 
other forms of investments]. 

With its warm climate, lack 
of income tax and proximity 
to Latin America, Florida is 
very attractive to these global 
investors.”

Crowdfunding is another 
evolving financial strategy 
that can reduce an investor’s 
risk, says Chris Rediger, a real 
estate investor and co-found-
er of Redefy Real Estate, a 
Colorado-based 
brokerage firm. 
“A traditional 
investor needs 
a lot of cash or 
the ability to use 

Unconventional financing options 
are on the rise, including purchases 
with Bitcoin, which was first used to 
fully fund a real estate transaction last 
September in Texas.  

BY RICHARD WESTLUND

Bitcoins,  
Blockchain,  
Crowdfunding  
& More
Understanding the New 
Strategies for Investing in 
Real Estate

John Jamieson

Andrew Hinkes
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leverage through a loan to 
acquire a property. But with 
crowdfunding you can share 
the risk—as well as the po-
tential returns—with a larger 
community.”

Here’s a closer look at new 
strategies for investing in 
real estate.

Digital Currencies

How It Works:  Digital curren-
cies like Bitcoin and Ethere-
um use a peer-based system 
that determines their value. 
Through highly secure block-

chain technology, the holder 
of $100,000 in Bitcoins, for 
example, could purchase a 
car, boat, home or investment 
property from an individual or 
company willing to accept the 
Bitcoins. 

Unlike checks, wire trans-
fers or credit cards, these 
digital currencies are not 
part of the global banking 
system. “Most governments 
do not recognize them as legal 
tender, so banks won’t accept 
them,” Hinkes says. Therefore, 
a buyer who holds Bitcoins 
will likely need to use a money 

services business to convert 
that digital currency into U.S. 
dollars before closing the sale. 

Advantages:  Digital curren-
cies can be used to finance 
transactions that traditional 
banking systems might shun. 
For example, wealthy individ-
uals around the world could 
buy Bitcoins online and trans-
fer those funds to the United 
States before purchasing a 
property in Florida. Several 
countries in the Caribbean, in 
keeping with their reputations 
as offshore financial centers, 

have taken steps to support 
digital currency transactions. 

Disadvantages: Digital cur-
rencies are highly volatile. A 
buyer whose Bitcoins were 
worth $500,000 on the day 
a purchase contract is signed 
might find they are worth only 
$400,000 on the day before 
closing, potentially delaying 
or scuttling the transaction.   
Because of the anonymity of 
digital currency transactions, 
there is also a risk of the buyer 
or investor possibly violating 
U.S. anti-money laundering, 
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anti-terrorism or other banking and taxa-
tion regulations.  

What to Do: You should consult with an 
attorney early in the process and be sure 
that the flow of digital currency will 
comply with U.S. financial regulations. 
Also, it’s vital to identify the buyer and 
document your knowledge of the person—
especially if the transaction is valued at 
more than $1 million, says Hinkes.  

Crowdfunding

How It Works: Crowdfunding opens up 
the world of real estate to small inves-
tors who otherwise would be unable to 
purchase vacation homes, apartment 
buildings or other income-producing 
properties. Developers can also become 
crowdfunding sponsors and tap this 
relatively new source of funds for equity 
or debt capital. 

“About 80 to 85 percent of the fund-
ing comes from domestic sources,” says 
Ian Ippolito, editor of The 
Real Estate Crowdfunding 
Review (therealestate-
crowdfundingreview.com) 
in Tampa. “However, there 
are sites raising funds for 
international transactions as well. In that 
case, currency risk can be an issue, as the 
value of the dollar could go up and down.”

While the popularity of crowdfunding 
ebbs and flows, today there are about 
25 real estate crowdfunding platforms, 
says Ippolito. That includes specialized 
sites like Crowdstreet for commercial 
properties, Fund That Flip for residential 
fixer-uppers and 1031 Exchange.com for 
tax-advantaged transactions.  

Some platforms handle the regulato-
ry aspects of fundraising, while others 
require the project sponsor to prepare the 
necessary legal documents. “In the next 
five years, I expect to see consolidation,” 
Ippolito says. “The strongest platforms 
will get bigger and offer better terms to 
investors.”

Advantages: Crowdfunding allows buyers 
with limited funds to invest in residential 
and commercial properties. In general, it 
is better suited to short-term investment 
strategies with a buyer who plans to add 
value to the asset and put it back on the 
market.

Disadvantages: A crowdfunding initiative 
might not generate enough interest, leav-

B I T C O IN S ,  B L O C K C H A IN ,  C R O W D F U ND IN G  &  M O R E

ing the sponsor without enough money 
to complete the transaction. Also, there 
are extensive legal requirements when 
raising investment funds and a sponsor 
should engage an attorney to ensure 
compliance with those rules. In general, 
this financing option may not be suited 
for long-term, buy-and-hold strategies 
because crowdfunding investors typically 
want to see a fairly rapid return on their 
funds.

What to Do: Always get help from an 
investment professional or attorney when 
handling crowdfunded transactions. 
Have a plan in place if a buyer says, “I’ve 
raised $500,000 through crowdfunding 
and am ready to buy a property.” Have 
an attorney look at the provisions in the 
contract regarding the source and use of 
funds.

Self-Directed IRAs

How It Works:  Millions of Americans 
have individual retirement accounts 
(IRAs) that offer tax advantages when 
saving for retirement. In most cases, 
these IRAs hold financial assets like 
stocks, bonds and mutual funds that are 
guided by outside managers. However, 
some investors prefer to make their own 
decisions through a self-directed IRA. 

“Real estate is one of the most popular 
choices for self-directed IRAs,” says John 
Jamieson. “You can acquire almost any 
type of investment real estate from raw 
land through commercial properties. The 
biggest limitation is that the properties 
cannot be for personal use.”

Self-directed IRAs may borrow money, 
using financial leverage to purchase more 
expensive properties. However, the IRA 
can’t personally guarantee the debt, 
making some lending institutions wary of 
the risk. “An investor might find it easier 
to get a private loan,” says Jamieson. 
“That could also reduce the closing costs 
and fees.”

Jamieson notes that regulations pro-
hibit self-dealing, so a self-directed IRA 
can’t loan money or do deals with an in-
vestor’s spouse, children, grandchildren 
or parents. However, it’s okay to deal with 
cousins, aunts, uncles and friends.

Investors may hold their real estate 
for long-term appreciation or take a 
short-term flipping approach. In either 
case, income from the property goes into 
the self-directed IRA, and expenses are 
subtracted from the account. 

Advantages: Capital gains on properties 
held in a traditional self-directed IRA 
are tax deferred until funds are with-
drawn from the IRA. If the investor has a 
self-directed Roth IRA using funds that 
have already been taxed, the withdrawals 
can be made without paying a capital 
gains tax. That provides more flexibility 
in making future investments than a 1031 
exchange transaction. 

Disadvantages: It can be difficult for in-
vestors with smaller self-directed IRAs to 
purchase properties suited to their goals. 
Also, investors cannot depreciate the 
value of their income-producing proper-
ties—unlike other types of ownership that 
benefit from this tax break. 

What to do:  You can serve these investors 
by helping them select suitable proper-
ties, Jamieson says. Also, talk with the 
investors about how they are planning 
to finance the acquisition. If they intend 
to use a self-directed IRA, encourage 
them to work with a tax attorney to get a 
statement of sources and uses of funds for 
the closing agent.

Secured Line of Credit

How It Works:  Throughout Florida, com-
munity banks and other financial institu-
tions are looking for deposits. “For every 
$1 in deposits, a bank can typically make 
about $3 in loans,” says Rediger. “That 
creates an opportunity for investors to 
leverage their own funds to purchase 
income-producing properties.”

For example, an investor could pur-
chase a $250,000 certificate of deposit 
(CD) at a local bank and use those funds 
as collateral for a $250,000 line of credit 
from the bank. The bank will lend on the 
value of both, so “that gives the investor 
$500,000 to purchase a real estate asset,” 
says Rediger, whose firm has handled 
four of these transactions in the past 18 
months. 

Advantages: This approach is well suited 
to purchasing investment properties in 
Florida’s smaller communities and sub-
urbs, as well as major metropolitan areas. 
The funds are immediately available and 
can be used like a typical mortgage loan.

Disadvantages: Any appreciation of the 
property’s value would be shared with the 
bank. That’s different from a mortgage 
loan where the owner can capture all the 

Ian Ippolito



March 2018 / FLORIDA REALTOR 29

potential appreciation. The line of credit is also col-
lateralized by a lien on the property, so the investor 
will need to make regular payments to the bank.

What to Do: Suggest prospective buyers discuss this 
approach with an accountant or attorney before 
approaching area banks to talk about terms and 
conditions. 

Investment-Oriented Life Insurance

How It Works: If you have an investor seeking a way 
to fund an income-producing property, one option 
to consider is using money from an investment-ori-
ented life insurance policy. “If the policy has a high 
cash value, an investor can borrow those funds with 
relatively few restrictions,” says Jamieson. 

With this approach, the investor—not the policy—
holds title to the real estate assets. The money is 
treated as a loan that eventually needs to be paid 
back with interest to the policy. However, the cash 
flow from the property can be used to repay that 
loan. 

As the value of the policy increases over time, the 
investor can use the same strategy for purchasing 
another real estate asset. “In many ways, the life in-
surance policy can be used like a bank, as an investor 
borrows funds from time to time to acquire more 
properties.”

Advantages:  Since these types of policies are de-
signed with investment features, investors typically 
receive compound interest on their premiums. That 
typically increases the value of the policy, so an in-
vestor could acquire more assets in the future.  Also, 
the premiums going into the policy are taxed, so the 
loans coming out of the policy are not taxed. 

Disadvantages: It may take time for an investor to 
build up enough value in the life insurance policy to 
finance a real estate loan. Also, many policies have 
penalties for early withdrawals, so it may take sev-
eral years before this strategy offers a cost-effective 
option.

What to do: Advise your investor to talk with an 
accountant, financial advisor or attorney who is fa-
miliar with life insurance investment policies. If this 
strategy is appropriate, you may be able to present an 
attractive all-cash offer to the seller. 

Remember, buyers, sellers and investors rely 
on Realtors like you for your knowledge of market 
conditions and financing options. By understanding 
these evolving approaches, you can help investors 
achieve their goals, strengthening those relation-
ships and generating more transactions in the  
future. #

Richard Westlund is a Miami-based freelance 
writer.

FINANCING CONDOMINIUM SALES

For the past decade, tight Fannie Mae mortgage loan 
requirements have made it difficult for many buyers 
to finance condominium purchases. “In South Florida, 
lenders typically require a 25 percent down payment, 
so their loan-to-value ratio is 75 percent or less,” says 
Mike Pappas, president, The Keyes Company in Westin. 
“That’s different from the single-family market, where a buyer might 
be eligible for a 97 percent FHA or VA loan.”

One solution to help these buyers is to ask the lending institution 
to add a second mortgage, typically about 15 percent, to the overall 
financing structure, Pappas says. That allows the buyer to purchase 
a condominium with a 10 percent down payment. The downside is 
that the buyer has to make monthly payments on two loans, rather 
than one. 

“Another strategy is to see if the owner is willing to finance the 
condominium sale,” adds Pappas. “If the seller doesn’t need the 
money right away, holding the loan could provide a potentially 
higher return than some other types of investments. 

Bitcoin and Ethereum are the 
leading digital currencies in 
the world, according to Andrew 
Hinkes, who recently gave 
a presentation on “Bitcoin, 
Blockchains and Real Estate 
Innovation” to the Realtors® 
Commercial Alliance (RCA) 
of the Miami Association of 
Realtors. “It’s a digital version 
of cash,” he says. “However, 
you need to have a trusted third 
party turn your bitcoins into 
cash, just as an ATM converts 
the funds in your bank account.” 

Digital currencies use public 
and private “keys” based on 
blockchain technology to 

transfer “tokens” representing 
current value from one person 
or company to another. In some 
ways, the transfer system 
resembles email, which can be 
used by anyone, even though no 
one is in charge.  

Bitcoin was introduced in 
2009 as a peer-to-peer system, 
says Hinkes. There is a cap of 
21 million Bitcoin in the world, 
so the value of each “coin” 
goes up or down depending on 
demand. Some investors have 
gotten rich through speculation, 
while others have seen their 
Bitcoins drop in value.  

ABOUT DIGITAL CURRENCIES

Founded in 2013, the International Blockchain 
Real Estate Association (IBREA) is a member-
focused advocacy, educational and trade 
organization dedicated to implementing 
blockchain in real estate. Blockchain offers 

an open source, universal protocol for property buying, 
conveyancing, recording, escrow, crowdfunding and more. 
According to the IBREA, blockchain can reduce costs, stamp 
out fraud, speed up transactions, increase financial privacy, 
internationalize markets and make real estate a liquid asset.

NOW 
YOU 
KNOW

Mike Pappas
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MARKETIT
SMALL GESTURES 

POWERFUL IMPACT

IT ’S THE L ITTLE THINGS

parents are like, ‘Wow, you’re 
so thoughtful.’”

She also stocks up on bot-
tled water, granola bars and 
coloring books. “When we go 
to contract, I give my buy-
ers’ children a copy of “The 
Berenstain Bears’ Moving 
Day,” adds Bessette. “It’s a 
cute storybook that helps little 
kids understand what it means 
when the moving truck shows 
up.”

3. THANK CUSTOMERS  

WITH A GIFT. 

Bessette puts a lot of thought 
into finding the perfect closing 
gift for their buyers and sell-
ers. “A bottle of champagne, 
monogrammed champagne 
glasses and chocolate-covered 
strawberries, or a gift card to a 
favorite restaurant make good 

gifts,” says Bessette. If the 
sale is a pleasant experience 
(not the result of a divorce or 
death), she will put together a 
photo book of the home. Per-
sonalized items are also a hit. 
“First-time buyers are always 
excited to get monogrammed 
bath towels. My go-to gifts are 
monogrammed white towels 
and a candle with a label 
that says ‘Congrats!’ or ‘Yay!’ 
from Bath & Body Works or a 
personalized door mat from 
Frontgate.” 

4. EASE THE STRAIN OF  

MOVING DAY.

Meals are probably the last 
thing on people’s minds when 
they’re packing and moving. 
Ask your customers in ad-
vance if you can order takeout 
or pizza and have it delivered 
for them. Be sure to get a 
count of how many will be eat-
ing and any food allergies or 
dietary limitations. Bessette 
creates a moving day basket 
full of fresh fruits and snacks. 

Thoughtful acts like these 
may not seem significant but 
their impact can be huge. 
“When you want a customer 
for life, do things that add a 
personal touch because people 
remember the little things,” 
she adds. #

R
ealtor® Ellen Bessette never arrives at a listing appointment 
empty handed. Small gestures, such as flowers or a bottle of 

wine, can often mean the difference between getting someone’s 
business or not, says the sales associate with Florida’s Finest 
Team at Premier Realty Partners in Orlando. “I brought a seller 
a small bouquet of flowers—nothing expensive, just a token of 
my gratitude—and she was so appreciative. I’m not sure if that 
got me the listing but it made her happy.” And Bessette always 
follows up with a handwritten thank you.

She also meticulously tracks 
and acknowledges custom-
ers’ (and their children’s) 
birthdays and anniversaries. 
“People are amazed that you 
remember,” she says. “[Now] 
when people think texting 
and posting on Facebook is 
enough, a card and a phone 
call go a long way.”

Want to set yourself apart 
from the competition? Here 
are some little ways you can 
show customers you care:

1. GO BEYOND THE NORM.

Planning ahead can alleviate 
the stress of helping buyers 
find the right property, says 
Bessette. “I prepare a folder 
with printouts of all the prop-
erties we will be seeing, and I 
bring pens and blank paper for 
note taking. You would think 
this is standard, but it’s not. 

Being organized helps 
me bring more value to the 
house-hunting experience, 

especially when taking out-
of-town buyers to see multiple 
properties in one day.” 

At open houses, Bessette 
serves chocolates or seasonal 
candies. “I place my business 
card in something that people 
can take with them, like a 
clear bag with Hershey’s Kiss-
es, tied up with a ribbon. I also 
get personalized labels from 
Etsy and place them on water 
bottles that I hand out.”

2. KEEP THE KIDS  

ENTERTAINED. 

Whenever children will be 
joining their parents, Bessette 
puts together little bags filled 
with snacks, a drink and a few 
items to keep them busy. “A 
toddler may appreciate cray-
ons and paper or a lollipop,” 
she says. “Food is always good 
because kids get hungry, so I 
include [crackers] and some 
fresh fruit. This keeps them 
occupied so mom and dad can 
focus on the house—and their 

“When you want  
a customer for 
life, do things that 
add a personal 
touch because 
people remember 
the little things.”
Ñ ELLEN BESSETTE 

This sales pro finds that the little 
things leave a lasting impression.

Make a
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1.
HIRE A CLEANING CREW. 
Sending a maid service 

to do a final cleaning will give 
your customers one less thing 
to worry about. 

2.
STOCK UP ON 
SUPPLIES.  

Go to the dollar store 
and buy dishwashing 
liquid, sponges, paper 
towels, toilet paper and 
anything else they may need to 
function in their new home. 

3.  WELCOME THEM HOME 
WITH A GIFT BASKET. 

Think wine and cheese, 
gourmet spices and oils, cakes 
and cookies, spa items—the 
list is endless. Or put together a 
selection of food items, trinkets 
or toiletries. 

4.
THROW THEM A 
HOUSEWARMING PARTY. 

Help your customers introduce 
themselves to their new 
neighbors at a catered (by you) 
lunch or dinner in their new 
place. 

5.
GIVE THEM TICKETS.  
A day trip to one of 
Florida’s attractions, 
museums, golf courses or 
latest blockbuster movie. 

6.
BE THEIR GO-TO 
EXPERT. Offer your 

expertise about local 
restaurants, gyms, country 
clubs and social groups they are 
considering joining. 

7.
SUPPORT THEIR BUSINESS. 
If your customer owns a 

local business that offers a 
product or service you can use, 
consider buying from them. 

SHARE THIS

Need inspiration for creative small gifts you can offer clients? Search 
pinterest.com for items such as pop-by gifts or best real estate client gifts.

7 Simple Ways 
to Wow Your 
Customers

[PODCASTS]
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HOW TO GET NOTICED IN  

A CRAZY WORLD

bit.ly/HowToGetNoticedInCrazyWorld

1. When showing property, 

bring a folder with printouts 

of each home, along with pens 

and blank paper for notes. 

2. If kids attend your 

showings, fill a gift bag with 

healthy snacks, bottled water, 

a coloring book and crayons 

or other toys to keep them 

busy.

3. Bring flowers to listing 

appointments.

4. Send a handwritten note to 

prospective sellers to thank 

them for meeting with you.

5. Offer buyers a free 

consultation with an interior 

designer or garden designer 

to help them conceive how to 

best use their new space.

6. If a family is moving to the 

area, give them a one-year 

pass to the local theater or 

museum so they can explore it 

over and over again.

7. Consider signing up the 

buyers for a gift of the month 

club, such as Birchbox gifts or 

steaks so they’ll be reminded 

of you throughout the year. 

8. On moving day, deliver a 

basket full of fresh fruit and 

snacks.

9. At open houses, bring 

a basket of “takeaways” 

attached to your business 

card. For example, seasonal 

candy or chocolates wrapped 

in a clear bag with ribbon. 

10. Also at open houses, bring 

a cooler of water bottles 

wrapped in a personalized 

label for prospective buyers.

11. Buy them a smart home 

device such as LED lights or a 

garage door opener they can 

control with their phones. 

  12. Deliver a basket full of 

cleaning items to your listing 

presentation to help sellers 

prepare their homes.

13. Hire an artist to do a sketch 

of the buyers’ new home. 

14. On closing day, arrange 

for a donation to go to their 

favorite cause.

15. Consider a gift based on 

what you’ve learned about 

them. For example, if they love 

Spielberg movies, include a 

DVD compilation of his best.   

16. If a prospective seller has 

pets, bring a small pet toy to a 

listing appointment.

17. Call customers after a 

natural disaster to ensure they 

are safe. Put together care 

packages for those who need 

them. Check on homes owned 

by out-of-state owners.

18. Provide contact 

information for utility 

companies and your favoritie 

contractors.

19. At showings, give 

prospective buyers a list of 

resources they can use to 

find out information about 

community amenities.

20. Say thank you at every 

stage of your journey together.

20 SIMPLE WAYS TO  

MAKE A BIG IMPACT
Want to show you care? These small gestures  
pack a powerful punch:

SAYING

You
ISN’T

ENOUGH 

DO YOU WANT TO WOW YOUR 

CUSTOMERS? 

5 Questions that Make It Easy

michaelhyatt.com/se0807-wow-customers/
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Go to floridarealtors.org/FYI to 
download a PDF of this infographic for 
use in your newsletter, blog or website.

Spring
HOME CHECKLIST

Don’t let small problems grow into major repairs. Inspect and, if necessary,  
fix the following so your home stays in tip-top shape.  { }

FOUNDATION/
MASONRY 

• Check foundation and 
chimney for deterioration.

• Inspect wood surfaces 
for weathering or paint 
failure.

• Check decks, porches, 
stairs and railings for 
loose/worn parts.

• Make sure water doesn’t 
pool around foundation.

ROOF

• Check for missing, loose or 
damaged shingles and flashing.

• Inspect fascia and soffits for 
damage.

• Clean gutters and downspouts. 

DOORS AND WINDOWS

• Inspect for broken glass, 
breached seals and damaged 
screens.

• Ensure window and door 
hardware operates properly.

PLUMBING

• Examine supply valves for leaks 
or corrosion.

• Check water heater for leaks or 
corrosion.

• Inspect sinks, showers, toilets 
and tubs for leaks.

• Check lawn sprinklers for leaks 
and adjust sprinkler heads.

• Test well water.

INTERIOR

• Check attic for water 
penetration.

• Look for moisture in ceilings 
or around windows.

• Check stairs and railings for 
loose/damaged parts.

• Test smoke alarms.  
(Change batteries every  
6 months.)

• Inspect tile for missing grout.

• Check caulking around 
showers, bathtubs, sinks  
and toilets.

Source: Amerispec Inspection Services

HEATING AND COOLING

• Clean or change furnace 
filters.

• Remove materials that block 
furnace and air handler.

• Service air conditioning 
system.

ELECTRICAL

• Check exposed wiring for 
damage and wear. 

• Test circuit breakers and 
ground-fault/arc-fault 
interrupters.
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Real estate agents have a lot to keep track of. Coldwell Banker
®

understands. We offer a comprehensive selection of company-

paid, professionally designed digital listing presentations, 

market trend reports and marketing brochures – so you’ll have 

exactly what you need right at your fingertips.

Partner with a brokerage that makes things easier. 

we get it


