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- Marilyn Wilson WA‘

20+ years in Product Management, Research, Marketing, and
Business Development
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CEO Web camera software company

Fisher-Price’

VP Strategic Planning, Business Development

VP Marketing and Product Management
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Product Management and Marketing
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Marketing and Business Development

E:gémé)% Cornell University
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Broker Clients WAV
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> of Our MLS Clients
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==\/oice of the Consumer WAV
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mer-Centric Growth



Who iIs the rea

estate consumer
today?







nnect between the age/needW

o Average
. Age: 42
] , 1t Time
70% - : buye I'S.
60% - 41% 31
50% - ® Consumers

o | B REALTORS
40% . 390/ o
30% - ) 0

0 Average

20% - U Age: 54
10% - 0%

0%

18 to 34 35to 44 45 to 54 55to 64 65+



- The Internet has W

changed EVERYTHING

SOCIAL MEDIAIS LIVING



ﬁ' 2 What does all of this WAV
~““mean for brokerages? A

« What people are saying about our brand? Are we influencing
what they say about our brand?

* Are we encouraging peer to peer recommendations preferred
by 90% or pushing advertising preferred by 14%

« Have we adapted to the needs of today’s consumers?

Do we make decisions/adapt business processes as fast as
the rest of the world? As fast as we need to?

« What are we holding on to that just doesn’t work anymore?

* Do we recognize and capitalize on how small the world is?

« Are we capitalizing on technology as much as we could be?

« Have we prepared agents for the world today?

 Are they up for it?

* For how long? WAV



What does
today’s real
estate consume

need from
brokers?




3e sensitive to my realities WAV

“I’m really busy — let me know
what’s happening online”

“I need you to answer my emails
right away — at the end of your
day is NOT soon enough!”




' egt me where | want to W

be met!

QD"M‘Y‘M g@.l'

facebook
= 1
“I like Facebook, 1 e
don’t want to fj .&
talk to you on
the phone!”

& Notifications




et e do my own research WAV

-~

\

li\»: ¥ “When you go to a
Y7 broker site you
open yourself up
to 10,000 emails!

They hound
you!”



ke it easier for me to searchWV
“with YOUR support A

R G
“Love the Auto @ @

emails provided
to me by my =

Agent” I’l‘r-




“Need more
than
property info
to make a
good

decision”

Lifestyle Search

Coldwell Banker Home > Lifestyle Search

Find Neighborhoods

This is a search that obeys all three rules of real estate. Location. Location. Location.

1 selecta State | Choose one

:+ | County (optional) | Choose one

:+ | orMetro Area (optional) | Choose one

2 Use the sliders below to prioritize what's most important to you, and we'll show you communities that match.

Fun, Hip & Trendy
Streets alive with nightlife, restaurants and activity

Slighlly | 1 1 =

Art & Music

Neighborhoods rich in galleries, museums and theaters

Slightly | ! 1 =

Amenities Aplenty

Shops and services are nearby and ready to serve
Slightly | I 1 =

Fresh Air/ Times Sq.

=== Trend towards the urban, rural or something in between

(ORural (O)Small Town @Suburban ()Urban ()Metropolis

HES slightly ——— |

L4

Mass Transit

- Neighborhoods with access to public transit
[e—
&\ Slightly T I =

=" A+ Schools
“ Highly-rated schools are critical

Slightly I I [

Fairway Living
Golfis my game so keep me near a course

Sllghﬂy | | | =

Median Price Range
¢ % Selectthe home price range you're comfortable with
>

% e = I I I I I I I =
$25,000 $3,000,000+

Lifestyle search returns a list of areas based upon the criteria submitted by the end user. Each Lifestyle criterion is modeled off of a number of different factors and helps a
user identify areas that meet their selected Lifestyle criteria. Onboard Informatics makes no warranty, either expressed or implied, as to the accuracy of the data contained

within or obtained from this Web Page.




*Give me the best data WAV

SOURCE'
- MLS




Give me anytime,
anywhere access




| ant agent performance W
“transparency

Referral

Satisfied Past Customer

Online selling listings in areas that I'm

Internet on a ratings site e.g. Yelp, HAR.com

What
qualifications
do | look for?

Company name/reputation
Real estate agent presentation

Walk-in/Open House
How do | know

we are a good
fit?

Know them personally
Other

Yard signs in the area

Advertising

0% 10% 20% 30% 40% 50% 60%
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gZ|"0W Homes Rentals Mortgage Rates Advice FindaPro Digs™

Location: Salt Lake City UT Keyword: Name or Title n
US > Utah » Salt Lake City > Neighborhood
Agents Lenders Home Improvement Property Management Other

Buyer's Agent Listing Agent Relocation Foreclosure Short-Sale

Consulting Other All-Stars Local Experts

Salt Lake City UT Real Estate Agent Reviews

956 results

Search for (e.g. taco, cheap dinner, Max's) Near (Address, Ci

real estate agent salt lake city

Sort by: Ratings - Listings (2

Welcome About Me Write a Review Find Friends Messaging Talk Events

Tom Winand

(385) 232-3012 ~ _ realtor.com IF YOUR PERFECT HOME IS OUT Tk
0 reviews Write ¢ ihéra hors Babbare IT'S IN HERE

Listing Agent, Buyer's Agent, Short-Sale

real estate agent Salt Lake City
Browse Category: Real Estate Agents

 Hide Filters
J L Sort By Cities Distance Features
(3382) 2?52w§584 * ** * » Best Match ) SaltLake City » Bird's-eye View (") Offering a Deal @
15 reviews Write Highest Rated [_] Woods Cross Driving (5 mi.) () Open Now (12:1C
3uyer's Agent Most Reviewed [ WestValley City Biking (2 mi.)

Walking (1 mi.)
Within 4 blocks

9 1. Cody Derrick CoOon  reviews
Category: Real Estate Agents 185W700S
Salt Lake City, UT 84106
(801) 718-5555




ducate and counsel me! WAV

What can I expect in the

process?

What are the steps?

How’s the market?

Can you help me negotiate?

What can go wrong?

What decisions will I have to

make?



Le .me buy remotely WAV

* “I buy a lot of houses,
don’t want to do in
person closings”

* “So happy to buy a
house! Make it quick
and easy!”

| * “Buying a house is
. NOT my full-time job!”

o™ ey :..‘"""'101010110'.:’.::,!:1.




i

Use Auto email systems — MLS, Broker Website



= ~Embrace technology WAV

Get over the fear

2 Make it a priority

TECHNOLOGY

I’\I 1M AN

OVATION_
A CALLO2T

Learn how to tap into faster, easier ways
to get things done




TRI Coldwell Banker

Areas Served: San Francisco

Zephyr Real Estate

Areas Served: San Francisco

Zephyr Real Estate

Areas Served: San Francisco, Daly
City, San Bruno

Zephyr Real Estate

Areas Served: San Francisco

Condo Expert-To
Helped 37 people uy a Condo

TIC Expert-Top 3%
Helped 7 people Buy a TIC

SFR eJnrt Top8%
Helped 28 people Buy a Single
Family Home

To 9% in Richmond District
He CPeople uy in
Rlchmon District

Toro .1% in Richmond District
ed 6 people Buy in
Rlchmon District

Condo Expert-Top 0.8%
Helped 48 people Buy a Condo

Condo Exdnn Top0.1%
Helped 50 people Buy a Condo

SFR e<j)ert Top3%
Helped 35 people Buy a Single
Family Home

Mcguire Real Estate

9 To 3% in Richmond District

ped 5 people Buy in
Rlchmon District

Zi SFRExpert-Top58%



mbrace the rental/ownership W

life cycle

from college
Rent condo and out of college
travel to see Get married,

children first home
regularly

40% used to
own a home

Retire, sell home
Rent home for

child in college

Projections that
40% will rent in
next 5 years

their first ome
Temporary job
rent condo




WY

Available from
Utahrealestate.com

o

Find a place to rent Populate all listings
Enter a City, County, ZIP Code OR Ad Numbe_r State Type

UT «~ Any type -~
Rent Range Bedrooms Bathrooms SqFt Pets Load bu”der IIStIngS
S to § No Min ~ NoMin ~ NoMin ~ No Preference ~ Where ava”able
Parking COmmunlty Name » I_\vallablllty Date » Low Income Housing
No Min -~ [ | Garage No Preference «
Smoking Photo N Encourage all agents
No Preference ~ () Show only Ads with Pictures tO add thelr IIStlngS tO

site

(=) List View () Map View




What would ™
consumers like

sy







/'

Honesty

Crap-o-meter™

TED FOR VERTICLE POSITION

. PRESSURE 3 COMMODES

®




_Professionalism WAY

¥y

Professionalisin
distinguishes










Patience WV




15 a strange thing ~
the minute you think
pou 've got it,

pou ve [ost it.

~ E.D. Hulse
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What is the role

of a REALTOR®

Vvs. an agent?




S ~-
\\4\ -

Do you know the difference between a
licensed real estate agent and a REALTOR®?

MYes M No " Notsure

TOR® brand is unclear WAV

the difference
between a real
estate agent and a
REALTOR®?

42



Are you interested in working with a licensed real
estate agent or REALTOR®?(for those not working

with an agent yet)

work with a
REALTOR® vs. a

licensed real
estate agent

M Licensed Real Estate Agent B® REALTOR® ™ No preference ™ Not Sure

43



=" Recent Homebuyers are \\ A] V
— \ | |
~e.  unclear

Who did you work with when you bought/sold
your home(For those that have bought/sold a
home?

Just 1/3 said they
worked with a
REALTOR®

W Licensed real estate agent ™ REALTOR® ™ Notsure M Neither »



Jow do we strengthen the value of the Wf‘ 7
. REALTOR® brand? A

Rated Agent Real Ratings. Real Agents. Real Estate. -com

REALTOR® Excellence
Program Pilot

Customer Satisfaction
[ Rated Agents

[ National Average

100

832 Raising bar on service
7 quality

Promoting strong agent
3 performance

n 15%

i

Percent Very Satisfied Percent Dissatisfied



What do yo
know abou

customers,
REALLY?




» Building an engaged WAV
network of consumers

...Forward-Looking
...Probing
...Real-time

...Rea
Conversation




ﬁeate your own consumer W
% research panel

...Recruit past
customers Q }
| o

.—

...Current customers (&

...Outreach

...Monthly surveys i

...Real-time
insights



Ny

RealTAG for Lenders

Estimated Income: $175K - $200K

RealTAG Score: A-1720

-~
Prospect
Scores Here

AA/¥  Roll Over for Score Legend

Estimated Property Value:
$483,445.00 $546,503.00 $609,561.00
-
Low Middle High
Estimated Equity:
$185,445.00 $248,503.00 $311,561.00
T
Low Middle High

If you are struggling to find borrowers that CLOSE X
qualify, let RealTAG show you the way! -

_Customer Profile WAV

Buying Potential
Financial Situation
Probability to qualify

Rank Leads BEFORE
handing them off to Agents

www.wavgroup.com



Calculating Lifetime
~ Value of a Customer

How ToO

GET A BASIC
CUSTOMER  LIFETIANE REVEMVE

l\—/‘i’fgg\’\E - OPERATING EXPEUSES

- COST of ACQUISITION

- IM\PLEAMEMTATION €
DELIVERY COSTS

WY

_ CUSTOMER LIFETIME VALVE |




. Lifetime Value of a
real estate customer

Level 1

Cost of generating lead
Cost of conversion
Cost of sale

GCI of sale #1
Commission of rental
Mortgage

Title

Home Warranty

Level 2 and Beyond

Cost of maintaining relationship

Value of referrals from satisfied customer
Related family members to satisfied customer

Additional mortgage, title, home warranty
Sale #2, #3, #4 etc. etc.

Requires robust enterprise-wide CRM solution



» Robust Customer W

Require customer
information before
5 * commission check
8 s cut!
Overlay customer
intelligence to

enrich quality of
database

wWww.wavgaroup.com



%@Brand Touch Points NA‘

Your Brand is Shaped by
Every Customer Experience

www.wavgroup.com



ﬁsﬂ'\




Employee Loyalty

experience

Customer Satisfaction f, |

Source -The Service ProfitChain,
Hesketx, Sasser, Schiesinger



R

._sfactlon Translates into W
~ Company Valuation

Average Market Value Added:
High and Low ACSI Firms*

I Top 25% ACSI Firms 3

I Bottom 25% ACSI Firms
1997

=
3

™~
o
o
v

8

|

3
P
-
w
3
— r~ =) -
172 — — g
— 3 3 @
o
= =
<
:‘?. ot o
o~ <o
< S
— >
= ~ >
5 2 3
o =
<o o

Al

L

1994 1995 1996 1999 2000 2001 2002 2003 2004 2005 2006 2007

* Source: MVA from Stern Stewart & Co.; annually updated ACSI firms.



How do you
differentiate your
brand?




IS your competition? WAV

How could/do they threaten you?

NATIONAL PO LS
m ASSOCIATION of Bankof America 7~ FARGO
REALTORS®
REALTIC"™ t =
CRMLS
MATRIX Sale
By Ownercom

A Tribune Company

Oty
3 Ytrulia
REMIX

Real Estate




‘t}Competitive Analysis WAV

 What are they good at? What’s their achilles
heel?

* How can you turn them into allies,
coopetitors?

* How does their brand experience stack up
with yours?

 What’s make them unique from you?

* How strong is their business? Marketing, Market
Share, Recruiting, Business Processes

www.wavgroup.com



~Competitive Response WAV

What should we do differently as a result of
our competitive investigation?

* Shore up weaknesses
* Regain control of brand message
* More closely manage service levels

* Create more of a direct relationship with
consumers; incentivize agents to help

* Figure out a way to differentiate yourself from
CO m p Eﬁto rS www.wavgroup.com



What do you we
your brand to
stand for?




- What kind of brands are W

“.consumers attracted to?

\ORDSTROM

Bring them pleasure

Clearly Differentiate

\ Create a Connection
>, A
e Consistent delivery of

. . The Ritz-Carlton®
qguality and service




WY

What’s your unique
value proposition?

Are you delivering
consistent service
quality?

How do you know?



. Positioning Statement W
| Definition

/'#

* Tool to clarify the desired benefit(s) to
be delivered to subscribers.

* [tis NOT a mission statement or
tagline

* |t is intended a guide to define what
customers the company serves, who
it competes against and to define its
key strengths relative to competition.



2ositioning Statement WAV

For (Target Audience, (Company Name)
IS the only(competitive set), that (key
benefit).

Reasons to believe this:
1.

2.
3.
4



ple Positioning Statement WA\/
XYZ Realty is the only

real estate services provider that

helps our service professionals enjoy amazing
success through delivering quality service to their
customers by providing superior insights, tools,
programs and training




| aple Positioning Statement WA\/

Reasons to believe this:

1.

Leverages company’s database of past, current and potential customers to provide
the insights to be more prepared to transact business than any of our competitors

Provides more ongoing insights about the local needs of consumers and programs
to address the needs of consumers to better prepare our service professionals to
exceed their client’s needs

Delivers against a consistent expectation of quality service delivery service by
providing ongoing support, training and reputation marketing its agent ratings
feedback system and incentivizing our agents

Provides a highly successful consumer website and online partnerships that
promotes listings and generates opportunities to connect with potential customers.

Helps each of our service professionals leverage our collective lead networks in
mortgage, title, real estate, home warranty, commercial and rentals

Provides technologies that PROVE to be effective in generating business,
transacting business more efficiently AND attracting new agents



How can brok
address the ne
of diverse
audiences?

A







ernational Client Profile WA\/

Types of International Clients

Both types ___

25% Foreign Client
38%
Recent
Immigrant
37%

wWww.wavgaroup.com



Strong interest in U.S. real WV
_estate market A

Most Important Factor Influencing Purchase

Other
8%

U.S. real estate:
secure
investment.
21%

U.S.--desirable
location.
40% U.S. real estate:
profitable
investment.
31%

wWww.wavgaroup.com



60%

50%

40%

30%

20%

10%

—

-

ostly Suburban/City

Type of Area

WY

46%

50%

52%

M Central city/urban

2009

43%

7%

2010

@ Suburban

2011

i Small town/rural

1% g
N N

23¢

— 0
/Q

2012

M Resort

www.wavgroup.com



' Imost 2/3 cash purchases WA\/

\.‘ ~
‘\xa-

Type of Financing

80%
70%
60%
50%
40%
30%
20%
10%

69%

2007 2008 2009 2010 2011 2012

Allcash ®With mortgage financing

www.wavgroup.com






t -growing market W

HISPANICS WERE

T

m %
TereT
Treeeeeee
EVERY MONTH OF THE TOTAL NET INCREASE OF OWNER HOUSEHOLDS IN U.S. IN 2012

HISPANICS REACH THE AGE OF 18 Www wavgroup.com




S5mm in 10 years WAV

HISPANIC POPULATION GROWTH IN RECENT DECADES

POPULATION
60,000,000 | &

2 S0.A71,53¢
50,000,000 |

;
40,000,000 | %

15,305,875
30,000,000 | €

12,354,059

20,000,000
\4.508.673
10,000,000

1980 1990 2000 2010

wavgroup.com



&t srowing market WAV

HISPANIC HOUSEHOLDS NON-HISPANIC HOUSEHOLDS

68.47% INCREASE 0.7% INCREASE

9.2 MILLION 15.9 MILLION

2000 2012 2000 2012

100 1miLLioN 'Y 100.8 MILLION

www.wavgroup.com



1ing much more important uA~

Percentage Changes in the Growth of Owner Households in the U.S. from 2000 to 2012
o AL w—SPANIC s NON-HISPANIC

10.0% -

8.0% -

6.0% -

0% -

20 -

0.0% -

20 -

I I | I | ! | I | | 1 |
2001 2002 2003 2004 2005 2006 2007 2008 2009 2000 2m1 2012

rship/Vac

AVERAGE ANNUAL INBREASE FllR HISPANIB UWNER HUUSEHULDS 3.9%
AVERAGE ANNUAL INCREASE FOR NON-HISPANIC OWNER HOUSEHOLDS: 0.4%



- 40% of Households will be
e Hispanic W

Projected to
be 40% of all
households in
the next 10
years

JNDINIHL G4VMY04

www.wavgroup.com



Stronger commitment to WTV
mnership than average A

MAJOR REASON T0 BUY A HOME

LB

PERCENT OF HISPANICS
WHO CONSIDER BUYING A
HOME A SYMBOL OF SUCCESS

Vs.

PERCENT OF ALL AMERICANS 32




T P N

S

ore than average

WHAT ONLINE OR INTERACTIVE TOOLS DO YOU USE REGULARLY?

47%
55%
53%

46%
Social Networking Sites 48%

ie. Facebook or Twitter 46%

Text Messaging

Smartphones
is. iPhone & Android

Videos/TV Streaming
fe. Hulu, Youtube, etc.

Music Streaming
ie. Spotify & Pandora

Group Buying Sites
ie. Groupon & LivingSocial I

Online Communities for

=S —msmmcsmsummz o
3;% TOTALU.S. AUGUST 2012 I
| S _ TOTALU.S. JULY 2011 1

~ Use mobile and video W



How to address =
needs of Hispanic

market




1,500+ funded programs
Nearly 1,000 agencies
Impacts evely community
60 80% of

down payment
Ap RESOURCE

opening new doors to home ownership




mbi-lingual information WAV

\ Qage \sage Amount U.S. Hispanip Adyjy ,

Only Spanish ® @ Only English
Mostly English ® @ Mostly Spanish
Spanish & English Equally @ WWw.wavgroup.com



’._\,. 5

I
NAHREP

Of Salt Lake City




5. Leverage all mobile/video WAV

Offer Utahrealestate.com
mobile solutions
(In beta testing now)

Broker-branded solutions

IPad training for your
agents

Mobile compatibility for all
broker tools

www.wavgroup.com



How do you win
with consumers
today?







Develop “Edutizing”
Content

Clearly differentiate
your value
proposition

Be transparent about
how to choose an
agent

Share performance
ratings

Don’t be afraid to
share meaningful
information




‘Amazing Home Search WA\/

Call 800-431-5509

My Homesnap
Guest [sign in]

FIND HOMES FOR SALE

Snap any home to find out all about it.
Send the Homesnap download link to your phone:

Enter Phone Number RS Si 10114

FOLLOW HOMESNAP

- W Follow @homesnap 4,052 followers

TR B
Jay-Z & Beyonce’s residence located in Scarsdale NY. o Like Kl Katie Lance, Kevin
Dougherty and 2,108

ntherc like thic

BROWSE REAL ESTATE LISTINGS




Offer Lifestyle Search WA\/

——
‘\xa-

L

Slightly Important : : = Very Important



Statistic Values YoY MoM
Total Sold Dollar Volume $3,008,445,110 + 17.48% + 43.09%
Closed Sales 8515 + 7.76% + 33.44%
Median Sold Price $284500 + 942% + 6.16%
Avg Sold Price $353,311 + 9.02% + 7.23%
Avg Days on Market 79days - 2255% - 3.66%
Avg Sold to Orig List Ratio 95.36% + 3.21% + 0.79%

Sold to OLP Ratio

Median Sold Price Average DOM Closed Sales

March Contract Snapshot

7616
2000¢

1000¢

ed Sales

New Pendings

@ Median Sold Price in March 2013 @ Year over Year Change © Month over Month Change

11522
10402

12184
I 10122
2010 201
. C

New Listings

12639 12057
I“w i
2012 2013

MICHIGAN
Detroit NEW YORK

' Chnct\go ¢ k'/ P il

LN

g ..New York
v

OH10 PENNSYLVANIA,

NOIS' INDIANA Columbus Philadelphia_)
Indimpolis. ‘ 5 , Baltimore

*Cincinnati Washington :
D

OWs . "
oy WEST VIRGINIA

R ﬁNTU(KY VIRGINTA Virginia Baach
, Nashville

TENNESSEE

Knoxwil le
; NORTH GAROLINA

.Charione
Atlanta © 2013 Microsoft Cogporatings

PR -OLINA “SZTUNAVIER'
@m}MA GEORGIA i< rvonnch Image courtesy of NASA

Sirmingham _

County Sold
Price
Rappahannock $450,000
Dorchester $137,000
Kent $220,000
Madison $252,500
Page $99,900
Mineral $119,000
Cecil $197,750
Baltimore City $115,000
Grant $162,575
Garrett $200,000
Manassas City $250,000
Talbot $295,000
Allegany $108,000
Franklin $154,750
Morgan $148,000
\Warran %41A/K QRN

YoY MoM
Change Changevy

-8.16% 105.01%
34.98%  61.18%
-19.41% 60%
3049%  53.96%
58.57%  53.69%
0%  53.55%
16.36%  42.27%
26.37%  29.94%
-26.77%  29.59%
-26.74%  26.98%
13.64%  20.48%
-28.05%  20.16%
80%  18.68%
8.22%  14.63%

63.54%  14.33%
23 RACL 11 3RO




%Lesponsweness and service W
excellence THE priority

Rated Agent Real Ratings. Real Agents. Real Estate. -COm

REALTOR® Excellence
Program Pilot

Customer Satisfaction
[ National Average [ Rated Agents

83% Raising bar on service
quality

Promoting strong agent
performance

15%

&

arcent Dissatisfied

ent Very Satisfied






* What are you good at, REALLY?

 What’s your achilles heel?

e How well do you execute?

 What factors do you use to
make decisions?

* How nimble are you?

e How much can you REALLY
compel meaningful change

and adaptation?

e How much do you know about your customers?

www.wavgroup.com




 How, what are you measuring?

* How well are you responding? N>

e Are you becoming D@“’cceb’ s
more profitable, more lean, OC, ?’QQ’* 3
more stable, more competitive, 0 QQQ

more saleable? O

* Following the “No child left behind”
or the “We eat our young” Philosophy?

 How effective is training, lead cultivation, customer
retention etc.?

 What do your customers think?

www.wavgroup.com



Ne leveraging all of W
. our assets?

Property
Sale

N

Mortgage

Home
Referrals
Warranty
P—




WY

Thanks!

For more information...

marilyn@wavgroup.com Register for free
Newsletter:

Wavgroup.com

@marilynwilson 805 473-9119



