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overcome that thorny objection. Best of 
all, no need to look up comps. Just point 
your smart phone with the HomeSnap on 
it, take a photo of the house, and all the 
information including the predicted value 
will pop up. 

On a final note, if you are woman who is in 
leadership, owns or manages an office or 
company, I would like to extend my per-
sonal invitation to attend our Awesome 
Females in Real Estate Conference from 
July 10-12 in Scottsdale, Arizona at the 
We-Ko-Pa Resort. This is our 13th year and 
it promises to be just as content and fun-
packed as it has been in previous years. 
Our theme is “Healing Our Lives and Heal-
ing Our Communities.” 

You can learn more about Awesome  
Females at RealEstateCoach.com/awesome 
or you can email at  
Bernice@BrokerageUP.com with any  
questions you may have.

Enjoy the first signs of spring and have a 
great month!

Welcome to this month’s edition of UP!, 
the digital magazine tailored specifically to 
support the broker-owners and managers 
in the residential real estate industry. We 
sincerely hope that you enjoy it. 

On March 6, 2019, what many have 
deemed a “bombshell lawsuit,” was filed 
by six law firms and 16 attorneys against 
NAR, Home Services of America, Keller Wil-
liams, Realogy, and RE/MAX. They also filed 
against a number of association-owned 
MLSs. 

These attorneys are superstar class action 
lawyers and Sherman Anti-Trust specialists 
who have obtained billions of dollars  
in judgments against major companies,  
corporations, and other organizations. 
Their goal is to stop listing agents from 
sharing their commission with buyer 
agents. This would result in buyers having 
to pay their agent, making it even more dif-
ficult for many buyers to be able to afford 
their first home. 

Moreover, if the plaintiffs were to prevail, it 
would most likely mean the end of the MLS 

Bernice

Bernice Ross
Editor-in-Chief
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as we know it. I have devoted our entire 
“What’s Trending Now” to the issues in that 
lawsuit. The one ray of sunshine here is 
that they seem to have minimal knowledge 
about how real estate is conducted.

For me, one of the more surprising num-
bers I heard this month came from the 
Down Payment Resource Report. A new 
study shows a major increase in the for-
mation of new households who are also 
homeowners. At the same time, the num-
ber of new households who rent is continu-
ing to fall. This bodes well for the long-term 
market. 

In a bit of other good news, on March 21, 
2019 the Fed announced that they weren’t 
going to raise rates for a while, in fact, may-
be not until 2020. All these are good signs 
for a strong 2019. 

In addition to these meaty topics, Byron 
Van Arsdale has a great personal anecdote 
about how possibility and impossibility play 
out in terms of the risks we take. It’s a fasci-
nating article that asks you to consider how 
to move from thinking something is impos-
sible to seeing that it is possible and taking 
action. 

Also, be sure that you check out the pod-
cast from Steve Barnes from HomeSnap. 
One of the biggest challenges agents on 
listing appointments face is the objection, 
“But Zillow says my house is worth more.” 
This podcast shares how to use Home-
Snap (a free service to NAR members), to 

In this Month’s UP!

http://RealEstateCoach.com/awesome 


On March 6, 2019, attorneys for home 
seller Christopher Moerhl filed a class 
action alleging that NAR, four major real 
estate brands, and a number of MLSs 
controlled by local associations are “con-
spiring to require home sellers to pay the 
broker representing the buyer of their 
homes, and to pay at an inflated amount, 
in violation of federal antitrust law.” With 
hundreds of billions of class action  
victories for the six firms and 16 attorneys 
representing Moerhl, should we be  
shaking in our boots?

The filing of the Moerhl action against NAR 
and the other defendants is an attempt to 
eviscerate the commission sharing aspect 
of the MLS. After reviewing the allegations 
in the complaint, the NAR Handbook on 
Multiple Listing Policy, and the NAR Code 
of Ethics, plus numerous other sources, I 
believe a substantial proportion of their 
arguments are simply not supported by 
the facts. 

Andrea Brambila and Rob Hahn of Inman 
News have outlined the issues and the 
potential threat that the Moerhl lawsuit 
poses to the real estate industry, specifi-
cally in regard to sharing listings and com-
pensation through the MLS. You can see 

Rob’s outline of the threats on his blog at  
https://notorious-rob.com/. Rob posted 
two articles—be sure to read both.

At the Center of the So-Called  
Conspiracy: “The Buyer Broker  
Commission Rule”
Rather than using the term “price” or 
“commission” fixing, the plaintiff’s attor-
neys coined the term “The Buyer Broker 
Commission Rule” to describe the second 
point of Section 1 of the NAR Handbook 
on Multiple Listing Policy that states 
what a Multiple Listing Service is:

A means of which authorized partici-
pants make blanket unilateral offers 
of compensation to other participants 
(acting as subagents, buyer agents, or 
in other agency or non-agency capaci-
ties defined by law.) 

The complaint states this provision has re-
sulted in price competition among buyer 
brokers being restrained:  

The Buyer Broker Commission Rule ensures 
that price competition among buyer brokers 
is restrained because the person retaining 
the buyer broker, the buyer, does not  
negotiate or pay his or her broker’s  

commission. In addition, the seller’s  
inflated commission offer cannot be 
reduced by buyers or their brokers, as 
Defendants also prohibit buyer brokers 
from making home purchase offers  
contingent on the reduction of the buyer 
broker commission.

The listing contract is between the seller 
and the brokerage. As the NAR handbook 
points out above, these blanket unilateral 
offers of compensation to other partici-
pants of the MLS are defined by law.

To illustrate this point, the California Civil 
Code 1624 states:  

The following contracts are invalid, 
unless they, or some note or memo-
randum thereof, are in writing and  
subscribed by the party to be charged 
or by the party’s agent:

(4) An agreement authorizing or em-
ploying an agent, broker, or any other 
person to purchase or sell real estate, 
or to lease real estate for a longer  
period than one year, or to procure, 
 introduce, or find a purchaser or sell-
er of real estate or a lessee or lessor of 
real estate where the lease is for a  
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longer period than one year, for  
compensation or a commission.

Moreover, if an Exclusive Right to Sell Agree-
ment exists between a seller and Jones  
Realty, and Smith Realty makes an offer 
that includes any other commission amount 
other than what is stated in the Exclusive 
and the MLS, Smith Realty has engaged in  
“tortious interference.” (One attorney de-
scribed agent/brokers who engage in this 
activity as “malicious interlopers” who are 
attempting to alter the Exclusive Right to 
Sell contract for their own gain, i.e., “tortious 
interference.”)  

There IS Robust Competition Among  
Buyer Agents 
In addition to the “constraint” claim above, 
the complaint also states: 

This method of setting the buyer broker 
commission is wholly different from the 
method that would exist absent the Buyer 
Broker Commission Rule. Absent this rule, 
buyer brokers would be paid by their 
clients and would compete to be retained 
by offering a lower commission.

The attorneys in the case are apparently 
unfamiliar with exactly how competitive the 
industry is not only for sellers, but for buy-
ers as well. Examples that refute their claim 
include:

• Agents who work with buyers  
exclusively:

 The National Association of Exclusive Buy-
er Agents, a group that only represents 
buyers (never sellers), has served this spe-
cific market segment since the mid 1990s. 

• Exclusive Buyer Agreements
 This type of contract continues to grow 
in popularity, not only among exclusive 
buyer agents, but among agents who 
serve both buyers and sellers. The buy-
er’s agent is paid a specific commission 
amount, regardless of whether any seller/
listing broker compensation is offered. 

• Fee for Service
 This model unbundles real estate services 
that full-service brokers provide and  
allows the buyer to select the services 
they want. For example, if the buyer is 
purchasing from a neighbor but they 
need help navigating through the trans-

action and/or obtaining a loan, they can 
hire an agent to provide those specific 
services. 

 
• One-Party Listing Agreements for a 
Single Buyer

 This model works especially well with 
off-market properties and For-Sale-by-
Owners. When there is little inventory, 
agents are desperate to find something to 
sell. Many actively solicit one-party list-
ings (a listing for a single buyer) for off-
market and FSBO properties. The agent is 
typically the exclusive agent of the buyer. 
The agent normally negotiates a buyer 
commission that the seller will pay if the 
agent’s offer is accepted. 



• Rebate models:
 One twist on this model is from Clever 
where agents with traditional firms agree 
to provide a rebate to the buyers. Clever 
reports an average rebate of $3,000 for 
buyers or up to one percent of the agent’s 
commission at closing. 

A Clever Strategy
Even though the attorneys have come up 
with a clever approach to try to reduce agent 
commissions, the first thing that struck me 
about the complaint was that it appeared to 
be written by attorneys who may be power-
houses when it comes to class action and  
anti-trust litigation, but lack a deep knowl-
edge of the real estate industry, its stan-
dards of practice, and how the business is 
conducted. 

In the filing of this suit, they seemed to have 
relied heavily on the NAR Handbook on Multi-
ple Listing Policy and the NAR Code of Ethics to 
draft the complaint. There was no reference 
to the extensive amount of legislation and 
regulations with respect to commissions, 
agency, and contracts. 

The most egregious example of this lack of 
knowledge was the following statement:  

State licensing laws regulate who can 
represent sellers and buyers in the real 
estate market. There are two licensee 
categories: (1) the real estate broker (also 
known as a “brokerage firm”); and (2) the 
individual real estate licensee or agent. 
Real estate brokers license individual 
real estate agents and are legally 

responsible for the activities of the 
agents they license. (p. 10)

Here’s another example: 

Brokers must list a property for sale on 
an MLS to effectively market that prop-
erty to prospective buyers, and in any 
event, are required to list all properties 
on the MLS if they are members of the 
MLS. (p. 3)

Virtually all MLSs have a provision for  
“Exempt Listings,” i.e., properties where the 
sellers opt out of having their listing pub-
lished on the MLS. 

What surprised me was that of the 16 attor-
neys on the case, none of them had  
extensive experience working with the real 
estate industry. One had been an advisor 
on an affordable housing campaign and the 
other had represented a member of the  
service against an illegal foreclosure action. 
The other 14 attorneys had no reference to 
real estate in their rather extensive online 
bios.

“Effects of the Conspiracy” 
A primary part of their complaint claims that 
the commission structure in the U.S. is in-
flated because commissions are much less 
in other countries. (p. 20)

There is substantial economic evidence 
that Defendants’ conspiracy has resulted 
in buyer broker commissions and total 
commissions paid by home sellers that 

are inflated well above a competitive 
level nationwide, including in the areas in 
which the Covered MLSs operate. 

Total broker commissions (i.e., the  
aggregate commission paid to the seller 
broker and buyer broker) in the areas in 
which the Covered MLSs operate average 
between five and six percent. This figure 
is substantially higher than in countries 
with competitive markets for residential 
real estate brokerage…

Ultimately, the economists concluded 
that, “based on global data, the (total) 
US residential brokerage fees should run 
closer to three percent.”  

What is the basis for this “substantial eco-
nomic evidence?” A single study done by two 
economists in 2002 when the internet was 
still in its infancy and there were no portals 
that allowed agents to market their proper-
ties online.  

The complaint also asserts: (pages 4-5):

In more competitive foreign markets, 
home buyers pay their brokers if they 
choose to use one, and they pay less than 
half the rate paid to buyer brokers in the 
United States. In comparable internation-
al markets without a rule like the Buyer 
Broker Commission Rule, such as the 
United Kingdom, Germany, Israel,   
Australia,  and  New Zealand, buyer  
brokers, when they are used, are paid 
directly by home buyers, rather than by 
home sellers. 

https://listwithclever.com/buy-with-clever/


This another statement that is misleading at 
best. Comparing the U.S. and Canadian  
systems of selling real estate to the rest of 
the world is not an apples-to-apples com-
parison. 

According to the Huffington Post: 

In most of the world, there’s no such 
thing as a Multiple Listing Service (MLS). 
“Running comps,” as any would-be real 
estate buyer would do when shopping in 
the United States, depends on referencing 
an MLS. But, again, no such organized, 
computerized, easily accessible database 
of properties on the market exists in most 
of the world. With limited exceptions, the 
MLS is a U.S. market phenomenon.

To illustrate this point, typical agent fees in 
Australia currently range from a low of 2.11 
percent to a high of 3.26 percent. 

In New Zealand, the fees are typically four 
percent up to the first $300,000 of the sales 
price, and then two percent above that. 

Commissions are less in these two countries 
because: 

• There is no multiple listing service, hence 
no cooperation among firms and virtually 
no buyer agents.  

• Up to 50 percent of the listings are sold at 
auctions. 

• In Australia, sellers pay for all the advertis-
ing and marketing expenses. 

Exclusive Listings Dramatically Improve 
the Customer Experience
What differentiates the U.S. and Canadian 
real estate from other places in the world is 
our use of Exclusive Right to Sell Agreements 
where the listing broker is compensated, 
regardless of who brings the offer. 

In a chapter titled a chapter titled “Global 
Portals Redefine Global Real Estate,” The 
2016 Swanepoel Trends Report explains the 
primary distinction between a MLS and a 
portal:  

The primary purpose of the MLS is to 
provide listing brokers a way to provide a 
unilateral offer of compensation to other 
MLS members who may sell their listings. 
The offer of compensation is a contrac-
tual obligation that can be negotiated 
between the listing broker and the broker 
representing the buyer. 

Portals differ in that they are consumer 
facing and are never used by brokers to 
share compensation. Their fee structures 
emerged from the traditional classified or 
Internet advertising models.

In the same chapter, Daniel Mancini, the 
REA’s Group General Manager for Interna-
tional Expansion, describes what happens in 
the absence of Exclusive Listings: 

The sellers not only market the property 
themselves; they also sign the equivalent 
of an open listing with 3-4 agents. This 
results in duplicate listings, conflicting 
descriptions, and sometimes even  

different price points. It also means that 
listing agents only provide the general 
area where the property is located rather 
than the actual address. Furthermore, 
because competing agents will scrape the 
photos from other agents’ listings, little 
money is spent on marketing and photos. 
This scenario poses difficulties for  
consumers and the portals alike.  
Exclusive listings, in contrast, eliminate all 
these issues. They also improve the  
consumer’s search experience dramati-
cally. 



Multiple Listing Services Cannot Exist 
without an Exclusive Right to Sell Agree-
ment
The Swanepoel Trends Report also explains 
that: 

Without commission sharing, there is no oppor-
tunity for a MLS. However, in countries such as 
France, Greece, Italy, and Spain where approxi-
mately 10-15 percent of their listings are exclu-
sive, MLSs have started to spring up…Exclusive 
listings also translate into more accurate data, 
better marketing and exposure, and often a 
better price for the seller. 

When there are no exclusives, there is no 
broker cooperation. Hence plaintiff’s argu-
ment that other countries have lower com-
missions due to having buyer brokers as 
noted above, is simply wrong. No coopera-
tion means there are no buyer brokers for 
the buyers to pay. 

There Are No Pro-Competitive Effects of 
the Defendant’s Conspiracy
The complaint further asserts:  

Plaintiffs are not aware of any pro-com-
petitive effects of Defendants’ conspiracy.
But if there are any, they are substantial-
ly outweighed by the conspiracy’s anti-
competitive effects.

A Huffington Post article outlines a number of 
benefits the MLS provides to consumers: 

• Speed of search: within minutes you can 
identify virtually all of the properties  of a 
certain type and in a specified price range.  

• Real estate agents can tell you about oth-
er listings. Without the MLS, buyers would 
have to search out the various properties 
for sale, one at a time, by meeting with 
each listing agent individually.  

• Because there are no exclusives, proper-
ties are often listed with more than one 
agent, often at different prices.  

• Buyers are unable to determine what 
properties should cost, because there are 
no comparable sales. 

According to EstateAgentToday:

When Americans come to the UK they are 
amazed that there is no co-brokerage 
facility and that when they walk into an 
estate agent they can only have a mean-
ingful discussion about a tiny subset of 
the available properties in the area. 

The article goes on to say, UK agents are 
embracing the notion of having a Multi-list 
system because they’re seeing the following 
benefits: 

• Higher offers on their properties as com-
pared to properties that are not on the 
Multi-list.  

• Sellers were buying into paying higher 
fees for the premium service MLS brings 
for main agents to reach larger buyer and 
tenant pools via subagents. 

Mantill Williams, NAR’s vice president of  
public relations and communications  

strategy made the following statement 
about this complaint:

The complaint is baseless and contains 
an abundance of false claims.

Based upon the issues cited above, the com-
plaint may not be baseless, but it certainly 
has a number of false claims. 

On the other hand, don’t expect this highly 
successful group of powerhouse class action 
attorneys to go down without a fight. If they 
were to prevail, this change would probably 
be the most disruptive and injurious to the 
real estate industry ever.
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Grow Your Leadership Skills
Increasing Possibility in Life
by Byron Van Arsdale

Have you ever tried to do something and 
given up because you were sure it was im-
possible to do? Have you ever completely 
surprised yourself because you actually did 
something you never thought you could 
do? Possibility is a direct function of the 
assumptions and  expectations we make 
about our ability to do something. Having 
a high quality life comes from being able 
to consistently accomplish things that you 
didn't think were possible.

Impossible vs. Possible 
Webster defines “impossible” as, “Some-
thing felt to be incapable of being done, at-
tained, or fulfilled.” “Possible” is defined as, 
“Being within the limits of ability, capacity 
or realization.” Putting these two definitions 
together highlights an important distinc-
tion—possible is the known world whereas 
impossible is the unknown and seemingly 
unattainable world.

On the Ropes
A number of years ago I volunteered to as-
sist during ropes course program for young 
kids. I sat at the bottom of a 20-foot tele-
phone pole helping to check their harness 
lines, belts, and safety ropes. The objective 
was to climb to the top of the pole, stand 
on a 1-foot diameter plywood disc directly 
on top of the pole, turn 180 degrees on the 
disc and then jump for bar. The bar was a 
long stretch and most kids didn't grab it. 

They experienced a short free-fall that was 
arrested by the twin ropes attached to their 
harness. Late in the afternoon, the kids 
asked me to do it.

After watching the kids, my assumption was 
I can do this. After step 5 on the pole, I had 
left the known world and experienced a 
growing fear. What had been possible only 
moments before started to become impos-
sible with each step up the pole. 

At the top of the pole, I placed one foot on 
the disc and discovered something  
new—the pole swayed in the wind.  
Possibility was now replaced with fear and 
impossibility. The primary reason I succeed-
ed without falling is because I'd watched 
20 plus kids succeed. My expectation was 
that I would fall, yet my assumption was if 
the kids could do it, then I could. I made the 
turnaround and missed the bar as I leaped. 
The kids laughed and my known world now 
includes both the bottom and the top of the 
pole.

Three Strategies for Creating Possibility 
in Your Life
A trap that we often put ourselves in as  
humans is that forget that each of us is just 
making up life as we go along. In fact, you 
are the writer, producer, editor, director, 
and critic of your own life story. YOU are the 
person in control. So, the next time you feel 

a lack of possibility, use one of the following 
strategies.

1. Whenever you say the words, “I can't,” 
substitute the words, “I can.”

 Each of us has more choices and options 
to accomplish a given task than we ever 
dreamed possible. Start first by affirm-
ing that you can do the task and let your 
mind find a creative way to accomplish it.

2. Fear and lack of possibility go hand in 
hand 

 Check to see what beliefs, assumptions, 
or expectations you have around a given 
task. Most of us mistakenly assume that 



we have no assumptions. The key here is 
to assume you have at least one belief, as-
sumption, or expectation that you aren't 
aware of making. 

 Here is an example of one question you 
could ask yourself:

What assumption, belief, or expectation am 
I holding to make this task harder than it 
has to be?

 Be creative and adapt this question to fit 
your current situation. You can tell when 
you've uncovered the culprit—your level of 
fear begins to diminish as your ability to ac-
complish grows.

3.  Find three new ways to accomplish a 
task before you’re forced to find a differ-
ent way. 

 Grow your ability to use this strategy by 
first using it on low risk situations or deci-
sions. For example, come up with three 
new driving routes to reach your local 
store. To do this, you will have to ignore 
some specific assumptions. In this example, 
practicality and time spent driving to the 
store are two issues that you would have 
ignore. By practicing on low risk situations 
or decisions, you can build the flexibility 
needed when you tackle more challenging 
situations.

Take a good look at the challenges you’re fac-
ing now or perhaps have faced in the past. 
Where were you holding back from doing 
something? What would need to happen to 
have you break out of the box? When you can 
answer these questions, you will have spot-
ted what is required to move forward and take 
positive, effective action.  

How we make assumptions and expectations 
both defines and confines our ability to grow 
and learn. Perhaps today is a good day to  
challenge the known and leap joyfully into the 
unknown. Just make sure you've got your har-
ness and safety lines!



This month  we are pleased to Steve Barnes, 
the co-founder of HomeSnap. If you’re not fa-
miliar with HomeSnap, it’s a fantastic CMA tool. 
All you have to do is take a picture of a property 
and will generate a price, much like Zillow, Real-
tor.com, and other companies with AVMS do. 
Best of all, HomeSnap is a member benefit for 
all NAR members. Here’s what he’ll be covering:

• How to convert strangers you meet into leads 
in two minutes or less by giving them a 40-50-
page Rapid CMA Report that includes pictures 
of the comps. 

• How to use HomeSnap “walk the line” of the 
boundaries on a property using HomeSnap’s 
augmented reality feature. 

•  How HomeSnap protects agents on showings 
and at open houses. 

•  How to use HomeSnap to make sure your 
clients stay loyal to you. 

• Use HomeSnap to avoid having your clients 
see Zestimates or other AVM data that is of-
ten inaccurate.

Listen Now!

HomeSnap

Podcast of the Month



Nine Reasons Agents Change Offices
by Bernice Ross

Do you know the primary reasons that cause 
your agents to move to a competitor? 

Karel Murray (KarelMurray.com) shared a 
study she conducted outlining the issues that 
cause agents to leave their current firms to 
go elsewhere. If you have a high percentage 
of these items occurring in your office, there’s 
a high probability that some of your agents 
are already considering changing offices. Take 
heed. If any of these items apply to you, ad-
dress them immediately before your agents 
take flight elsewhere. 

1.  Lack of a strategic plan
 Statistics show that up to 95 percent of 

all businesses that fail lack a business 
plan. Sadly, executives at major franchise 
organizations are often appalled by how 
many of their franchisees choose to oper-
ate without a business plan. If a manager 
or broker/owner doesn’t have a plan, how 
can they possibly assist agents in creating 
a viable business plan for their businesses?

2. Hiring the wrong recruits
 Top performing agents do not want to 

be surrounded by low producing agents. 
Managers who fail to have clear standards 
about who they hire will often find them-
selves losing their top performers to of-
fices who enforce production standards. 

3.  Expecting top producers to mentor new 
licensees

 Agents at all levels need on-going train-
ing to keep pace with the rapidly changing 
technology environment. They also need 
training on how to negotiate with clients 
from the various generations, how to keep 
up with a constantly changing regulatory 
environment, plus basic sales skills. Agents 
usually look to their manager, not another 
agent in the office, to help them achieve 
these goals. Unless you have a designated 
trainer or can outsource these services, it 
will be hard to compete with firms who do 
provide the training your agents need. 

4.  Failure to reinforce the value and the 
tools that the company provides

 Many leaders in large companies complain 
that they spend millions of dollars creat-
ing great agent tools and the agents don’t 
even bother to discuss them with their 
clients. The reason is simple. Agents either 
aren’t trained on how to introduce these 
tools to their clients or they take the tools 
for granted and forget to mention them. 
It’s up to the office manager to keep the 
brand proposition in front of their agents 
on a regular basis. 

5.   Forgetting the value of appreciation
 Agents want to know that their leaders see 

what they do and to be acknowledged for 
doing it. Managers who always carp about 

what’s wrong rather than focusing on the 
agent’s wins, often find that they have a 
consistently high agent turnover. In con-
trast, managers who take an interest in 
the agent’s business and personal life, as 
well as being their agents’ “biggest cheer-
leader,” often have little to worry about 
in terms of their agents going elsewhere. 
As Zig Ziglar says, “People don’t care how 
much you know until they know how much 
you care.”

6.   Failure to keep pace with technology
 While the office manager doesn’t neces-

sarily need to be a technology guru, every 
office needs a technology expert who can 
help agents embrace the latest tech tools. 
If the office lacks this resource, the agent 
may seek a more technologically savvy 
company.  

http://KarelMurray.com


7.   Competing managers
 A major complaint from agents in Murray’s 

survey was managers who compete with 
their agents for listings. Even if the man-
agers have their own database of clients, 
there is still the perception that they cherry 
pick the best leads from the company web-
site and other sources. Virtually all agents 
prefer to work in an office where there is 
no competition from their manager. 

8.   Lack of clear office policies and 
 procedures
 Office disputes can trigger major upheav-

als that can cause agents to leave. One of 
the best ways to avoid disputes is to have a 
Policies and Procedures Manual. Creating 
guidelines puts everyone on notice regard-
ing what is expected. 

 The second key point is that these guide-
lines must apply to everyone. There’s 
nothing more exasperating to agents than 
the perception that there are two sets of 
rules—one for the manager’s favorites and 
a different set for everyone else. 

9. Fees without adequate benefits
 Raising fees can be a risky proposition. Un-

less the agents see that the increased fees 
are providing a tangible benefit for their 
business, they may start searching for a 
place where it costs less to do business. 

Are any of these reasons applicable in your 
case? If so, which ones applied to you? More 
importantly, what can you do to correct the 
situation so that you don’t lose any of your 
agents?  



As we move into the second quarter of 2019, major demographic and 
market shifts are occurring in a number of important areas. 

Household Formation Increases While Renter Households Decline
According to the latest Census data, the number of homeowner 
households is increasing. Fourth quarter 2018 was the fifth consecu-
tive quarter that owner-occupied households grew by more than a 
million. New owner households increased by 1.7 million during the 
last quarter, while the number of renter households has declined by 
167,000. Homeowner household numbers have been rising since the 
third quarter of 2015, while renter household formations have trended 
downward during that same period.

Households headed by those younger than 35 years old and those 35 
to 44 are seeing the largest gains, increasing from 36 and 58.9 percent 
to 36.5 and 61.1 percent, respectively over the past year.

This suggests that the increase in the homeownership rates is at least 
partly due to households making a switch from renting to owning. 
Furthermore, total household growth has topped one percent for five 
straight quarters, which is positive news for the housing industry at 
large. This streak represents the longest and largest magnitude of 
household growth in more than 12 years. 

Where Millennials Are Moving
According to CoreLogic mortgage application data, millennials are buy-
ing homes at the highest rates in the more affordable Midwest, Moun-
tain West and Northeast markets. Conversely, they are buying homes 
at the lowest rates in more expensive markets, like coastal California 
and Florida. 

According to Realtor.com, the notion that millennials prefer to buy 
homes in expensive urban markets is wrong. Today, more millennials 

by Tracey Shell, Vice President, Director of Marketing Communications, Down Payment Resource

Generational Shifts Take Center Stage as We Move 
into Second Quarter 2019

are buying homes in affordable metros like Buffalo, New York, and 
Milwaukee, Wisconsin. 

The CoreLogic study showed that millennials make up the largest 
share of purchase mortgage applicants in Pittsburgh, Pennsylvania  
(57 percent), Provo,  Utah (56 percent) and Rochester, New York 
(55 percent). In contrast, they make up the lowest share of mortgage 



applicants in Sarasota, Florida (24 percent), Cape Coral, Florida 
(30 percent) and Ventura, California (32 percent).

Troubling News on the Credit Front
There are some troubling signs coming out of FHA. Specifically,  

• Since 2015, millennials have consistently made lower down pay-
ments than any other generation. In December, 2018, the  
average down payment for millennials was 8.8 percent of the 
purchase price. 

• The percentage of millennials taking out FHA loans has been  
falling about one percentage point a year. Only 34 percent off 
millennials borrowed from FHA last year. 

• The National Association of Mortgage Brokers claims the credit 
quality of FHA borrowers has deteriorated” after Fannie Mae and 
Freddie Mac introduced their HomeReady and HomePossible 
products that offered conventional loans at 3 percent down.  

Is Now a Good Time to Buy?
Given the recent drop in interest rates, many experts now believe that 
we have a window where there is an excellent opportunity for today’s 
buyers to purchase home with rates still near historic lows. Neverthe-
less, the number of Americans who agree with this assessment con-
tinues to increase. Fannie Mae’s latest Home Price Sentiment Index 
reports that: 

The net share of Americans who think this is a good time to buy has 
fallen from a 12-month high of 41 percent in December, 2018 to 38 
percent in February, 2019.

Are Seniors Who Age in Place Hurting First-Time Buyers?
Everyone agrees that there we are facing a housing shortage. A re-
cent Freddie Mac Insight Report explored the proposition that seniors 
who stay longer in their homes are a cause of the inventory shortage 
plaguing first-time buyers. They found that this trend accounts for 
about 1.6 million houses held back from the market through 2018, 
representing about one year’s typical supply of new construction, or 
more than half of the current shortfall of 2.5 million housing units. 

The report concludes by saying: 

The amount of homes retained by seniors is likely to grow as both the 
number of seniors increases and the barriers to staying in place are  
reduced. This highlights the importance of addressing barriers to the  
production of new housing supply to accommodate long-term housing 
demand. 
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No, no, no…Not THAT way! Sleep is the 
new secret ingredient in being super suc-
cessful. 

Sleep is like a reboot for your brain. How 
cool is that? Each day, if you have gotten 
adequate sleep, you are able to start re-
freshed and full of clarity! And best of all, 
sleep is free and available to all of us. 

Dr. Erik St. Louis, Co-Director of the Mayo 
Center for Sleep Medicine in Rochester, 
Minnesota, says:

For most adults, getting 7 to 8 hours 
of sleep tonight might be the most 
important thing we can do to im-
prove our future physical and mental 
health. Recent research has shown the  
importance of adequate amounts of 
sleep for brain health, since during 
sleep, the brain washes away toxins 
that can potentially damage the aging 
brain that accumulate during the day 
while we’re awake. Sleep also keeps 
the brain’s wiring and connections 
healthy and working at their best, es-
pecially when learning and remember-
ing new things from earlier in the day.

Somewhere in the 90s, it all went 
askew 
The common belief was that you had 
to work HARD to be successful. People 
bragged about how many hours they 
worked and how little sleep they could 
get by on. The badge of honor went to 
those working 12-14 hour days or 7 days 
a week. It was even worse for women 
who wanted to make an impact. If they 
weren’t perceived to be out-working their 
male colleagues, they weren’t taken seri-
ously.

That long, hard-work model was the 
source of burnout for many. Addition-
ally, missing out on life’s pleasures left 
us wondering what is really important. 
Unfortunately, the epiphanies seemed to 
come only when one succumbed to ill-
ness, or experienced divorce or other life 
changing situations.

Today, however, there is abundant good 
news on how to thrive and take care of 
yourself. You can enjoy your life. You no 
longer have to be just a hamster on a 
treadmill. The practice of self-care has 

Sleep Your Way to The Top!
morphed from being seen as selfish to 
being smart. And, one of the important 
elements all research is bringing forth is 
how important it is for you to get enough 
sleep. 

In 2014, Arianna Huffington the creator 
of The HuffPost, wrote a wonderful book:

Thrive: The Third Metric to Redefining Suc-
cess and Creating a Life of Well-Being, Wis-
dom, and Wonder

After passing out from exhaustion and 
cutting her head open on the corner of 
her desk in the wee hours, she realized 
lack of sleep was not serving her. She 
documents the importance of sleep with 
scientific studies. She says, “Our creativ-
ity, ingenuity, confidence, leadership, 
and decision-making can all be enhanced 
simply by getting enough sleep.” Sounds 
good, doesn’t it? 

Lack of sleep makes us dumber 
Bill Clinton, who used to famously get 
only five hours of sleep a night, admit-
ted, "Every important mistake I've made 
in my life, I've made because I was too 
tired." You probably know people who 
brag they just need 5 or 6 hours sleep 
each night, but just think how much 
smarter they would be if they slept lon-
ger! When you are tired, it affects your 
decision making, the effectiveness of the 
work you do and your health.

Agent Coaching Guide

by Joeann Fossland, Chief Evolution Officer, Advantage Solutions 

https://www.huffpost.com/
http://www.amazon.com/Thrive-Redefining-Success-Creating-Well-Being/dp/0804140847
http://www.amazon.com/Thrive-Redefining-Success-Creating-Well-Being/dp/0804140847
http://www.amazon.com/Thrive-Redefining-Success-Creating-Well-Being/dp/0804140847


According to Drs. Stuart Quan and 
Russell Sanna, from Harvard Medical 
School's Division of Sleep Medicine.

Sleep deprivation negatively impacts 
our mood, our ability to focus, and 
our ability to access higher level cog-
nitive functions: the combination of 
these factors is what we generally 
refer to as mental performance.  

The Five Other Benefits (besides being 
smarter!) of Being Rested
Okay. If you aren’t convinced yet… here 
are five benefits to think about:

• Your memory and ability to learn are 
improved 

• Your focus leads you to better deci-
sions and judgments.  

• You get sick less frequently. 

• You lose weight more easily.  

• You decrease your risk for depression.

Sounds like a good deal to me! So how 
do we make this easy?

Here are Five Best Practices
Like most good habits, knowing how to 
de-stress and unwind at the end of the 
day requires implementing a routine. 
Your body likes routine and functions 
more predictably with it. 

1. Put away the screens at least 30 min-
utes before you want to sleep. They 
stimulate your brain-the opposite of 
what you want. Read, snuggle, medi-
tate and you’ll nod off more easily.  

2. Eat your last meal 3 hours or more 
before sleeping. Avoid sugar, caffeine, 
and alcohol close to bedtime. While 
alcohol may help you fall asleep, you 
will probably find yourself awake in 
the middle of the night.

3. Darken your surroundings. Even little 
things like the smoke alarm light or 
a full moon shining in the window 
can be disruptive. This may mean 
you need black out shades or a sleep 
mask.

4. Go to sleep at the same time each 
night. Yes, I know that isn’t always 
possible, but a conscious effort to do 

this as often as possible will be  
effective.

5. Take naps. A short nap of 15-20  
minutes has been shown to be  
restorative. Longer naps can make 
you feel groggy. Set a timer and re-
boot!

If you have trouble falling asleep
 This drink and breathing exercise can 
help

The benefits of getting a good night’s 
sleep have become mainstream. There is 
even a World Sleep Day! and a National 
Sleep Awareness Project 

The beauty of getting a good night’s rest 
is that you will get more done in less 
time, feel better and live longer! What’s 
not to like? Okay then…no more excuses! 
Sleep your way to the top!

https://www.today.com/style/best-silk-eye-mask-sleep-mask-8000-positive-reviews-t116451
https://www.today.com/style/best-silk-eye-mask-sleep-mask-8000-positive-reviews-t116451
https://www.organicspamagazine.com/remedies-for-sleep/
https://www.organicspamagazine.com/remedies-for-sleep/
http://worldsleepday.org/
http://sleepeducation.org/healthysleep
http://sleepeducation.org/healthysleep


Week of April 1, 2019
Eight Strategies to Work More Effectively with Millennials  

What does it take to work effectively with the next generation of 
buyers, sellers, and agents? Today, we’re going to explore eight 
key insights into how the younger generation sees the world, 
and how to work with them for a successful real estate transac-
tion.

1. Group discussion:  With respect to careers, it’s not all about 
the money for Millennials. They expect their workplace to 
be fun, engaging, and to allow them the freedom to express 
their creativity. Knowing that this is how Millennials think 
about their career, how could you bring more fun and en-
gagement into the showing process?  

2. Ask: What are some ways to build stronger connection with 
your millennial clients? (Take several shares).  

3. Explain. One of the best strategies for strengthening connec-
tion is to ask lots of questions and to write down what they 
tell you. This sends the non-verbal message that what they 
say matters to you. 

4. Ask: “How important is it to manage your online reputation? 
Have you ever Googled your name to see what others are 
saying about you?” Follow up by asking, “Where any of you 
surprised at what you found and if so, what surprised you?”  

5. Explain:  Before Millennials hire an agent or buy almost any 
product, they research it thoroughly online.  Managing your 
online reputation is critical. Begin by Googling yourself to 
see what others are saying about you online. Posting video 

Office Meeting in a Box
Having trouble coming up with a timely topic for this week’s office meeting?  

If so, here are our Office-Meeting-in-a Box topics for this month.

testimonials from past clients, especially on the main social 
media sites is another great way to strengthen the probabil-
ity they will hire you. 

6. Group discussion: When you work with millennials, avoid 
coming across as a “parent” or talking down to them.  
Instead of advising a Millennial on what to do, what  
approach could you use? (Take several shares). 

7. Explain: Here’s one example of an approach that works. 
“Here are the pros and cons as I see it. What’s your opin-
ion?” or “I’ve been noticing that you seem to like houses that 
have room for a large office. Is having a large home office 
an important criteria to add to the features that you would 
like in your next home?”     

8. Ask: “What are some ways that you can highlight the life-
style around a particular listing?” Follow up by asking, “Why 
do you think that is important to do?” 

9. Explain: Millennials value lifestyle more than the property, 
and are willing to accept a lesser property in order to have 
access to their preferred type of lifestyle. When you market 
your listings, make sure there is plenty of information about 
the lifestyle in the area including videos, reviews of local res-
taurants, nearby recreational activities, and whatever else 
makes living in that location special. 

10. Ask: “Have you ever worked with a client who didn’t return 
your phone calls, but responds almost instantly to a text 
message?” 



14. Group discussion: “Millennials frequently find it difficult to 
stay focused on all the paperwork and details of a real es-
tate transaction. What can you do to help manage this with 
them?” 

15. Explain: Everyone loves a discount, and Millennials are no 
exception. Avoid using the word “discount,” since discounts 
are perceived as something highly desirable. For example, if 
you are defending your commission, avoid describing com-
petitors who reduce commissions as being “discounters.” 
Instead, reference them as providing “limited service.”  

16. Ask: “How do brokerages who provide limited service differ 
from those like ours who provide full service?” (If you are in a 
discount model, ask about the types of clients who prefer to 
be charged a lower commission in exchange for fewer ser-
vices.)  

End the meeting with this thought:  Millennials see the world 
through a different filter than previous generations. To build a 
strong relationship with your millennial clients, listen to what 
your younger buyers/sellers say and learn to filter what matters 
based upon their priorities--not yours.

Week of April 8, 2019
Are Buyers Really Liars?

If you have been in the real estate business for any length of 
time, you have probably heard the phrase, “Buyers are liars.” To-
day we’re going to discuss whether this statement is really true 
or if the real issue is something quite different.

1. Group discussion:  Have you ever had a buyer tell you they 
wanted to buy (for example) a single-story contemporary, 
and then they bought a two-story traditional with a white 
picket fence? Why do you think they purchased something  
so different than what they said they were looking for? 

11. Explain: Most Millennials rely almost exclusively on texting, 
because they lack strong telephone and face-to-face skills. 
They have an especially difficult time with face-to-face con-
frontations. As an agent who represents Millennial clients, 
adjust your communication style to be like that of your cli-
ents rather than expecting them to adjust to your style. Also, 
since Millennials often have trouble confronting, be prepared 
to help them navigate through transaction-related problems. 
Always keep in mind that it’s their house and it’s their deci-
sion.  

12. Group discussion: “Is authenticity and transparency im-
portant to you? How do you make sure your online persona 
matches who you are in person?” 

13. Explain: Many Millennials aren’t particularly concerned 
about privacy. Their attitude is, “I have nothing to hide,” so 
being transparent is critical when you work with Millenni-
als. Your online persona must match who you are in person. 
Consistency matters. Also, don’t expect them to keep what 
happens in the transaction private. They share almost every-
thing with their peer group. 



8. Explain: Before taking your buyers out to look at property, 
it’s smart to spend 20-30 minutes interviewing them about 
their lifestyle. Ask about what they like to do when they are 
at home, which rooms they spend the most time in, as well 
as what they enjoy doing when they have time off from work. 

9. Ask: What are some of the differences that you have  
observed between older and younger buyers? 

10. Explain: For many younger buyers, the actual house or 
condo they live in is not as important as the area where the 
property is located. They may settle for a 650 square foot loft 

2. Explain: The real issue is that the buyers aren’t really liars—
the agent just didn’t ask the right questions. The questions 
you ask when you first start working with a buyer are  
important. If you’re like most agents, you probably ask the 
following questions, which only provide a general idea of 
what the buyer is looking for:

• What’s your price range?

• Where would you like to live?

• How many bedrooms and baths do you want?

• Are there any other features that you want?

• How many people in your household? 

3. Ask: “What are some more specific questions you could ask 
your buyers?”

4. Ask: Has anyone had a bad experience when they worked 
with a buyer who wasn’t pre-qualified? If so, what happened? 

5. Ask: With a show of hands, “How many of you have your  
buyers pre-qualified?” “How many of you have them  
pre-approved?” 

6. Explain:  Because financing continues to be challenging, 
don’t waste your time or gasoline showing buyers property 
unless you know they can purchase. In the past, obtaining a 
pre-qualification letter from a lender was usually enough to 
begin the search process. Today, it’s smart to have your  
buyers pre-approved. The difference is that with a  
pre-approval, the lender has checked the buyer’s credit. All 
you have to do is to find the right property, make sure that it 
appraises, do the inspections, and complete the title work.

7. Group discussion:  What are the benefits of doing a lifestyle 
buyer interview? What are some questions you could ask 
when doing that? 



if it’s close to the nightlife scene they enjoy frequenting. If 
you only ask questions about the property rather than their 
lifestyle, you will never discover this important fact.

11. Explain: Most agents have never been trained to dig deeper 
into what really matters to the buyers. The challenge is that 
when you ask a buyer the questions above, they will give you 
an answer based upon the forebrain—the thinking center in 
the brain that makes logical decisions.  In contrast, the actual 
buying decision will normally be made in the brainstem areas 
that regulate emotion. The triggers in this area are always 
non-verbal—it can be a scent, a sound, or a feeling tied to a 
feature. In most cases, these buying triggers are related to a 
pleasant time in the person’s life, usually in their childhood. 

 
12. Ask: I would like several of you to describe your favorite 

house from your childhood and what made it your favorite. 
After taking several shares, ask, “Did any of you buy a house 
that resembles that house from your childhood?”

13. Explain: Clotaire Rapaille, the marketing consultant to 50 of 
the Fortune 100 companies, attributes this phenomenon to 
what he calls the “Reptilian brain.” This is the brainstem and 
the other lower brain structures that control emotion plus 
eating, drinking, body temperature, etc.  For example, if your 
buyer says, “This house reminds me so much of my grand-
mother’s house. It has that great old stove and I can’t explain 
why, but when we walked in, it just felt like home.” This is a 
strong buying sign. This statement tells you that your buyer 
is accessing a strong childhood memory. These strong child-
hood memories are very strong triggers for buying. 

14. Ask: Can you think of some questions to ask that would help 
you uncover the type of house your buyer will feel connected 
to emotionally? (Where they’re living currently and what they 
like about their present house, favorite activities that they 
enjoy doing at home such as gardening, cooking, or walking 
on the nearby hike and bike trails, etc.) 

15. Explain: One of the best ways to uncover what they will really 
buy is to ask the buyers to describe their favorite house from 
when they were children. Ask them what made that house 
their favorite including what their favorite memories were. 
This is the type of house they will be more likely to buy rather 
than what they tell you they want. 

End the meeting with this thought:  Take the time to dig into 
the buyer’s lifestyle. More importantly, ask about their memories 
about their favorite house from their childhood. Both of these 
approaches will provide you important clues to what your buyers 
will really buy. Try this approach with your next buyer interview, 
and let us know at our next meeting about how it went!

Week of April 15, 2019
Hustle Harder or Work Smarter?

If you’re feeling stressed out from unrealistic sellers and buyers, 
the fierce competition for listings, or the rapid rate of technology 
change, you may believe that your only option is to hustle hard-
er than ever before. Today we’re going to discuss how having 
the right systems and processes in place will allow you to work 
smarter rather than hustling harder. 

1. Explain: Everyone has systems. The question is which of your 
systems support your business to thrive vs. which systems 
create a drag on your production. The hallmarks of a strong 
system are that it is repeatable, it reduces time and effort, 
and it yields consistent results. 

2. Ask: “What are some examples of systems in the real estate 
industry?” (CRMs, MLS, transaction checklists, filing systems, 
scheduled social media posts, etc.  

3. Ask: “Do you have multiple phone numbers where clients can 
reach you?”

 



4. Explain:  It’s easiest for clients to reach you on a single 
phone number, but if you put your cell phone on your web-
site and other places online, there’s a good chance you’ll start 
receiving even more spam calls. A simple solution to this is 
to use Google Voice. Google Voice provides you with a single 
phone number that goes to every one of your phones in the 
order you specify. Your clients can find you easily no matter 
where you are. Google Voice also allows you to keep your cell 
phone and your home phone private. When you are in a  
situation where you cannot take a voice call, Google Voice 
can transcribe your message into an email or text message. 
Best of all, it helps you to avoid having spam calls that can 
pull you off focus. 

5. Group discussion: Most agents are using a digital transac-
tion signature program like Docusign to handle their con-
tracts. (If your office uses a different document signing platform, 
insert it in place of Docusign.) Where else have you gone  
paperless at work or at home? (Online bill-pay, digital  
magazines, digital greeting cards, digital business cards, etc.) 

6. Explain: Going paperless is one of the most effective ways to 
save both time and gasoline costs. Also, many clients appre-
ciate the ease of receiving digital information. Consider using 
“transaction room” tools where every aspect of the deal is 
tracked digitally including the time stamping of when all doc-
uments were opened and closed. Another great way to go 
paperless is with your Pre-Listing Package. It’s way faster—
you don’t have to collect and organize all those marketing 
graphs, sample marketing materials, etc. 

7. Ask: How many of you are tired of answering the same first-
time buyer questions over and over? 

8. Explain: If so, there’s a simple solution and it’s sitting in the 
Outbox of your email. If you’re like most agents, you haven’t 
cleaned your Outbox recently. If this is the case, look back 
through your emails. Every email where you answered a cli-
ent question is a potential Frequently Asked Question (FAQ). 

 To systematize answering of questions, create a list of FAQs 
and post them online. Every time a buyer asks a question 
that you were going to answer either in person or by email, 
post both the question and the answer in your blog, on your 
Facebook business page, or other social media site. 

 You can do this in one of two ways. You can post the ques-
tions and answers as a series of posts, or you can put them 
together in a single document in Word, save it as a PDF, and 
then share the link to download the PDF with your clients. 
Once you do this, you now have a simple way to send all  
future clients the answer not only to their questions, but 
many more. Millennials in particular will love this. 

9. Ask: By a show of hands, how many of you really enjoy  
taking photos or videos?

10. Explain: Rather than posting your photos to the various  
social media sites without a system, schedule them so your 
readers know when to expect them. 



11. (If you are doing this session as a training and you have a  
TV/projector, you can demo the process using Facebook.) 
Here’s what to do:  

• Start creating your post at the top of your Page's timeline.

• Click next to Publish and select Schedule.

• Below Publication, select the date and time when you 
want the post to publish.

• Click Schedule.

12. Ask: Does anyone have a system in place for managing your 
social media interactions? (If yes, ask that person to describe 
their system. What you’re looking for is someone who sys-
tematically interacts with their social contacts daily.) 

13. Explain: Your interactions on the social media are another 
great area to systematize. For example, if you have 150 Face-
book friends, take ten minutes each day to comment on 
something that five of your friends post. At the end of the 
month, you will have contacted all 150 of your friends at least 
once.

14. Ask: “Have you ever thought about how much time you 
spend entering notes you have taken at listing appointments, 
inspections, or walkthroughs on your computer? Is there a 
more efficient way to handle this?

15. Explain: The paid version of Evernote allows you to take 
notes on your smart phone, iPad, or personal computer. 
Evernote then makes those notes available on all of your 
Evernote enabled devices simultaneously. Instead of wasting 
time transferring this information from a handwritten form 
into a digital format, Evernote eliminates having to enter data 
twice saving you tremendous amounts of time and effort.

End the meeting with this thought:  If the increasingly fast 
pace of the real estate business is draining your energy, a  

systems approach may be exactly what you need to put you 
back in control. What system you use is not what matters  
most—the real test is in finding a system you will use. Best of all, 
the more you work with a system, the more efficient your use of 
the system becomes. 

Week of April 22, 2019
Time Management Myths and Truths

 
Would you like to accomplish more in less time? If so, a great 
place to start is by addressing five common time management 
myths that can seriously undermine your business. Let’s look at 
those now.

1. Ask: How many of you struggle with time management? How 
many of you feel that you’re really good at managing your 
time? (If anyone raises their hand, ask about their strategies 
and how they are doing it). 

2. Explain:  Everyone has the same 24 hours per day. The dif-
ference in our outcomes, however, results from the choices 
we make each day about how we use that time. Sadly, most 
people react to events throughout the course of the day, 
rather than taking charge and being proactive about how 
they use their time. We mean to hit our prospecting goals or 
to go home early, but life gets in the way. 

3. Ask: “Have you read any time management books? (If yes, 
ask which ones they liked and what they learned from the 
book. One of the best books on this subject is The One Thing 
by Gary Keller and Jay Papasan.)  

4. Explain: There are quite a few myths around this notion of 
time management. Today we’re going to look at five of them. 

5. Myth #1: You can manage time. 
 Truth: No one can manage time. 



 You can only manage yourself and the choices you make 
about your time. There are hundreds of books and articles 
on how to manage your time. Almost all of them have at least 
one thing in common—they’re about how to cram even more 
into your busy day. A better approach is to look for ways 
to do less and accomplish more. When you view time as an 
external that must be managed, it’s common to feel as if you 
are constantly racing the clock. “Time” is in control—not you. 
In contrast, when you look at your day as a series of choices 
about how you will spend your time, it puts you in control of 
the situation.

6. Explain: When you are constantly under stress, your body re-
leases Cortisol, a major stress hormone. Excessive amounts 
of Cortisol have been linked to cancer and heart disease. 
Numerous research studies have documented that serious 
disease results when humans feel they have no control over 
what happens to them. By falling for the myth that you can 
control time, you are setting yourself up for increased levels 
of Cortisol and potentially, very serious health issues.  

7. Myth #2: I have no time for down time. 
 Ask: “How many of you have not taken a day off in the last 

ten days? 
 
 Truth: You can’t afford not to take time off. 

8. Explain: Many people work non-stop and tell themselves, 
they you don’t have time for down time. When you push 
seven days a week or work really long hours, it’s the same as 
running your car 12 to 14 hours per day. Sooner or later you 
need to replenish your fuel. The only proven way to do this is 
to take time off. 

9. Discuss: In coaching, there are three primary warning signs 
that you’re not engaging in adequate amounts of self-care. 
Those three steps are: 

#1: First you get the feather

#2: Then you get the bat

#3: And then you go splat!  

 The “feather” is the little voice inside that says, “I should have 
said “No” to volunteering to cook for the office party—I’m so 
tired.” 

 The “bat” occurs when you come down sick with the flu, have 
an abscessed tooth, or some other issue that knocks you out 
for several days.

 “Splat” occurs when you have a major illness, a car accident, 
or some other huge issue that completely prevents you from 
working. For example, if you had been rested, you wouldn’t 
have run that red light, hit that other car, and been laid up in 
the hospital for three months.  It’s MUCH better to schedule 
regular time to relax and unwind and avoid having a serious 
injury or illness!



10. Myth #3 says, I have to be available 24-7 to succeed.

11. Group discussion: We live in a world of constant access. 
How do you manage the expectations of being available day 
and night for your clients? (Take several shares.) 

12. Explain: Truth: You need to be in regular contact, not available 
every minute.  

 
 Your clients want to hear from you regularly. If you update 

them at the end of the business day with the latest activity 
on their listing, the new properties that have come on the 
market in their price range, or what is happening in terms of 
their property that is under contract, there’s little reason for 
them to contact you until the next business day. Unless there 
is something very unusual happening, virtually all real estate 
issues can wait until the next morning when you are back at 
work. 

13. Myth #4: I’m the only one who can do it.
 Ask: With a show of hands, how many of you have trouble 

delegating? How many of you do not? (For those who an-
swered they do not have trouble delegating, you can follow 
up how they handle delegating tasks in their businesses.)

 Truth: Delegation gets the job done faster and often more com-
petently.  A major trap that keeps agents from hitting peak 
production is their belief that they’re the only ones who can 
accomplish what needs to be done. Each person has their 
own set of strengths and weaknesses. Rather than trying to 
do everything well, identify what you are good at doing and 
delegate the rest. For example, many top agents are ter-
rible when it comes to paperwork. They often make careless 
mistakes. Rather than wasting their time attempting to slog 
through all the details, their profitability would increase if 
the agent devoted more time to bringing in sales and hired a 
transaction coordinator to handle the paperwork. 

14. Myth #5: Taking time off will cause my business to decrease
 Ask: “When was the last time you took a vacation or sched-

uled time off? Did you worry that you would lose business 
because you took time off?”

 Truth: Taking time off creates room for new business.  Have 
you ever planned a two-week vacation? What happened a 
few days before you were scheduled to leave? (Take a few 
shares. In most cases their businesses will become really 
busy just before they’re ready to leave.)

 If you’re like most agents, your business really picked up. In 
fact, you may have been tempted not to go. The Law of At-
traction says that to attract new business you must have 
room in your schedule for that business to appear. When 
your schedule is always packed, your production will be lim-
ited to what you are doing now. Try taking one-week vaca-
tion and see how much new business shows up. Another 
approach that works equally well is cleaning your closet, 
your garage, or getting rid of all those things you don’t re-
ally need—anything that creates additional space. Try it and 
watch what happens.  You may be surprised to see how 
much new business shows up.

  
End the meeting with this thought:  We all get the same 1,440 
minutes in a day. By being proactive about the choices we make 
each day, and knowing what our priorities are, we become more 
efficient, get more done—and still have time for a life too! Re-
mind yourself of these words every day: 

“Time management is an oxymoron. Time is beyond our control 
because the clock keeps ticking regardless of how we lead our lives. 
Priority management is the answer to maximizing the time we have.”  
              —John C. Maxwell

You may want to print out this quote and pass it out to your 
agents at the end of the meeting. You could also email or text it 
to them. 



Week of April 29, 2019
Agent Reviews

 
Agent reviews are always a hot topic. While the number of sites 
posting reviews is exploding, there are serious issues with both 
the technology and the process. Today, let’s discuss the pros and 
cons of agent reviews.

1. Ask: “With a show of hands, how many of you regularly search 
reviews before you buy a product?”  

2. Explain: Did you know that a whopping 90 percent of all  
consumers search reviews before they purchase a product?  

3. Ask: “Let’s shift gears now to real estate. If you had to guess, 
what percentage of consumers go online to check out an agent 
before they contact that agent?” (Current research estimates 
that number to be about 60 percent.)

4. Ask: “On the other hand, what percentage of buyers and  
sellers receive a post-closing follow-up that asks for an agent 
review?” 

5. Explain:  If you said that less that 30% of buyers and sellers 
receive a post-closing follow up, you’re close! About 20 percent 
of sellers currently receive a post-closing follow-up and about 
25 percent of the buyers. In other words, the 20-25 percent of 
the agents who do post reviews are much more likely to  
convert business from that 60 percent of potential clients who 
are searching for reviews. 

6. Ask: What are some of the potential benefits that you might 
obtain by having more client reviews posted online for your 
business? 

7. Explain: Agents who participate in the review process receive 
150 percent more traffic than those who do not post reviews. 
Furthermore, their client satisfaction rate is 52 percent higher 
and they have 80-82 percent fewer dissatisfied clients. In other 

words, consumer feedback about agent behavior is improving 
the customer experience.

 Nevertheless, a major flaw in most agent review systems is a 
lack of standardization. Sites such as Trulia and Zillow verify 
that the person actually did close a transaction with the agent. 
In contrast, sites such as Yelp.com and RateMyAgent.com post 
reviews without vetting them. Savvy consumers search mul-
tiple sites. Since there is no standardization, however, it’s hard 
for the consumer to know which sites accurately report the 
agent’s true behavior. 

8. Ask: How many of you have ever went to a restaurant that 
had some negative reviews or purchased a product that had 
several negative reviews? What was it that made you decide to 
purchase, despite the less-than-perfect reviews? 

9. Explain: Many people believe that review sites such as Yelp 
contain mostly negative reviews. According to Yelp, 83 percent 
of the reviews on that site are positive. What Yelp is designed 



to do is to help consumers understand the difference  
between great, good, and poor.  

10. Ask: “With a show of hands, based upon Google and Yelp’s 
ranking systems, which level of ranking do customers tend  
to trust most?” 5.00? 4.5? 4.0?  3.75? or 3.5? 

11. Explain: If you said “4.0,” you’re right. Consumers generally 
don’t trust all five star reviews. In fact, there’s been a major 
jump in the number of people reading one-star reviews in 
order to uncover what could go wrong with the product or 
service they may be purchasing. 

 Furthermore, for every person who posts on Yelp, 99 others 
are reading those posts. Another important point to keep in 
mind is that 40 percent of all Yelp users access the site with 
 a mobile device. 

12. Group discussion: Have you ever had a negative review? 
How did you handle that?

13. Explain: Given that a less than perfect rating on Google or 
Yelp may actually drive more traffic, remember: a negative 
review is an opportunity to make things right with a disgrun-
tled client. The best way to do this is the same way you would 
handle an angry person face-to-face. While many people feel 
they must justify their behavior online or even slam the  
person who wrote the negative review, a better approach is 
to contact the person directly.

14. Explain: Research from Clotaire Rapaille shows that Ameri-
cans actually have a higher opinion of someone who fixes a 
problem as opposed to the situation where everything goes 
perfectly. Consequently, when someone does go negative, 
the first step is to contact the person privately and to say the 
following:  

 Thank you for your feedback. It was never my intention to make 
you angry (or to disappoint you). What can I do to fix this situa-
tion?

15. Group discussion:  If you can’t fix the situation, or you have 
a client who is being unreasonable, what are some ways to 
handle this?”

16.  Explain: If at all possible, take the necessary steps to correct 
the situation. If you cannot correct the situation or if the  
client is being unreasonable, you can then describe your side 
of the situation online. For example, 

 Mr. Seller posted a comment saying that we did a poor job on 
closing the transaction on time. The reason for the delay was 
that there was an encroachment that had to be resolved before 
the lender would fund the loan. This process required two 
attorneys to draft the agreement, approval by each of the  
principals in the transaction, as well as approval by the title 
company. Even though this was out of our control, we offered 
the sellers $500 to compensate them for the extra time and  
inconvenience.

End the meeting with this thought:  When it comes to agent 
rating systems, consumers want them. As Larry Romito, the CEO 
of Quality Service Certification, put it, “Be fearless, be an early 
adopter.” The sooner you embrace the agent review process, the 
more likely you will be to attract higher quality buyers and  
sellers. 



“Quick Hints” allows you stay in regular contact with your 
agents, even when they don’t make it into the office. Each 
week we will provide you with at least two pre-written 
communications for your agents. Here’s how to use each 
type: 

    Profitability Tips 
Each week our profitability tips provide your agents with 
a single strategy, system, or tool to help them become 
more profitable. You can email these tips, post them on 
a private Facebook page for your agents, or use them to 
create a video email. 

Thought of the Week
These are inspirational quotes that can help agents stay 
focused and on track. You can send them as a text  
message, tweet it on Twitter, post it with a photo or  
image on Instagram, or use it to create a quick video 
email each week. 

Quick Hints 
Weekly Agent Profitability Tips 

Week of April 1, 2019
 

Profitability Tip: Spring is in the air
Has the snow melted yet in your area? Are the trees and flow-
ers are starting to bloom?  If so, now is the best time of year 
to update your listing photos and dump all those gray-brown 
photos from this past winter. It’s also smart to ask the sell-
ers to place pretty flowers in pots by the front door. Beautiful 
flowers help to make a great first impression. Furthermore, 
try shooting the house from a different angle as well. It’s a 
great way to get potential buyers as well as their agents to 
give your listing a second look. 

Thought of the Week:
Tell me and I'll forget; show me and I may remember; involve me 
and I'll understand.                                                  
              —Chinese Proverb



Week of April 8, 2019

Profitability Tip: Ban the word “Customer”
Grocery stores and used car dealers have customers. 
In contrast, professionals have clients. If you want to be 
more professional in your business, ban the word “cus-
tomer” from your vocabulary when you are working with 
buyers and sellers. Instead, always refer to them as your 
clients. 

Thought of the Week: 
Good judgment comes from experience. Experience comes 
from bad judgment.         
           — Jim Horning 

Week of April 15, 2019

Profitability Tip: Zip your lips. 
One of the quickest ways to lose clients is to discuss the 
private things you learn about them as you work togeth-
er. This is especially true in very tight knit communities or 
when you work with high profile clients. No matter how 
tempting it is to share information about your clients with 
others, don’t do it. If you want referrals from them in the 
future, zip your lips. 

Thought of the Week: 
Life isn't about waiting for the storm to pass—it’s about 
learning to dance in the rain! 

—Vivian Greene



Week of April 22, 2019

Profitability Tip: Attract More Money with Feng Shui
Would you like to attract more money? If so, here’s what Feng 
Shui practitioners recommend. Find a pretty red bag and place 
some coins in it. A smart place to put the bag is in your home 
office. To place the bag properly, walk into the room and place 
the bag in the left hand corner most distant from the door. 
The concept is simple: Money attracts money. 

Thought of the Week: 
Failure is nature’s plan to prepare you for great responsibilities. 

—Napoleon Hill

Week of April 29, 2019

Profitability Tip: The most important question to ask new 
clients
One of the biggest complaints that consumers have about  
Realtors is that we don’t stay in touch. Part of the issue is that 
our younger clients prefer texting and social networking while 
older clients prefer the telephone and email. Nevertheless, not 
everyone falls into the stereotypes. Consequently, no matter 
who your client is, it’s extremely important to ask this question: 
“How would you like me to communicate with you?” 

Thought of the Week: 
The will to win means nothing without the will to prepare.
                                                                                    —Juma Ikangaa



http://www.realestatecoach.com/newagent
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