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Who is the real 
estate consumer 
today? 



Remember	
  who	
  REALLY	
  	
  
drives	
  the	
  industry	
  



Disconnect	
  between	
  the	
  age/needs	
  
of	
  consumers	
  and	
  REALTORS®	
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The	
  Internet	
  has	
  	
  
changed	
  EVERYTHING	
  



What	
  does	
  all	
  of	
  this	
  	
  
mean	
  for	
  brokerages?	
  	
  

 
 

 

•  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? 

 



What does 
today’s real 
estate consumer 
need from 
brokers? 



Be	
  sensi;ve	
  to	
  my	
  reali;es	
  

 

 
“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!” 



Meet	
  me	
  where	
  I	
  want	
  to	
  	
  
be	
  met!	
  

 

“I like Facebook, I 
don’t want to 
talk to you on 
the phone!” 

 



Let	
  me	
  do	
  my	
  own	
  research	
  

 
 
 

“When you go to a 
broker site you 

open yourself up 
to 10,000 emails! 

They hound 
you!” 

 



Make	
  it	
  easier	
  for	
  me	
  to	
  search	
  
with	
  YOUR	
  support	
  

 
“Love the Auto 
emails provided 

to me by my 
Agent” 

 



I	
  need	
  more	
  info	
  than	
  3	
  beds,	
  
2	
  baths	
  

“Need more 
than 

property info 
to make a 

good 
decision” 



Give	
  me	
  the	
  best	
  data	
  



Give	
  me	
  any;me,	
  	
  
anywhere	
  access	
  

 

 
 
 



I	
  want	
  agent	
  performance	
  
transparency	
  

0% 10% 20% 30% 40% 50% 60% 

Advertising 

Yard signs in the area 

Other 

Know them personally 

Walk-in/Open House 

Real estate agent presentation 

Company name/reputation 

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

Online selling listings in areas that I’m 

Satisfied Past Customer 

Referral 

What 
qualifications 
do I look for? 
 
How do I know 
we are a good 
fit? 
 



Help	
  me	
  evaluate	
  a	
  	
  
poten;al	
  agent	
  



Educate	
  and	
  counsel	
  me!	
  

•  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? 



•  “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!” 
	
  

Let	
  me	
  buy	
  remotely	
  



Help	
  clients	
  do	
  their	
  own	
  
research	
  

 
  

 

Use	
  Auto	
  email	
  systems	
  –	
  MLS,	
  Broker	
  Website	
  



Embrace	
  technology	
  

 
  

 

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

Get over the fear 
 
Make it a priority 
 



Let	
  me	
  know	
  how	
  much	
  	
  
business	
  you	
  have	
  done	
  



	
  
	
  
	
  
Rent	
  aFer	
  
gradua;ng	
  
from	
  college	
  
out	
  of	
  college	
  

Get	
  married,	
  
first	
  home	
  

Rent	
  home	
  for	
  
child	
  in	
  college	
  

Temporary	
  job	
  
rent	
  condo	
  

Need	
  to	
  support	
  
elderly	
  parent,	
  buy	
  

larger	
  home	
  

Help	
  children	
  buy	
  
their	
  first	
  ome	
  

Re;re,	
  sell	
  home	
  

Rent	
  condo	
  and	
  
travel	
  to	
  see	
  
children	
  
regularly	
  

40% used to 
own a home 

 
Projections that 
40% will rent in 

next 5 years 

Embrace	
  the	
  rental/ownership	
  	
  
life	
  cycle	
  



	
  
	
  
	
  

Make PropertyPond.com the best 
rental site  

Available from 
Utahrealestate.com 
 
 
Populate all listings 
 
 
Load builder listings 
where available 
 
 
Encourage all agents 
to add their listings to 
site 



What would 
consumers like 
agents to change? 
 



Respond!	
  	
  	
  



Honesty	
  



Professionalism	
  



Really	
  Listen!	
  



Pay	
  a\en;on	
  to	
  details	
  



Pa;ence	
  



Humility	
  



Share	
  your	
  exper;se	
  



Use	
  technology	
  effec;vely	
  



Respect the importance 



What is the role 
of a REALTOR® 
vs. an agent? 



20%	
  

55%	
  

25%	
  

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

Yes	
   No	
   Not	
  sure	
  

55%	
  do	
  not	
  know	
  
the	
  difference	
  
between	
  a	
  real	
  

estate	
  agent	
  and	
  a	
  
REALTOR®?	
  

42	
  

REALTOR®	
  brand	
  is	
  unclear	
  



14%	
  

12%	
  

22%	
  

52%	
  

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

with	
  an	
  agent	
  yet)	
  

Licensed	
  Real	
  Estate	
  Agent	
   REALTOR®	
   No	
  preference	
   Not	
  Sure	
  

No	
  clear	
  
preference	
  to	
  
work	
  with	
  a	
  

REALTOR®	
  vs.	
  a	
  
licensed	
  real	
  
estate	
  agent	
  

43	
  

Poten;al	
  Clients	
  are	
  unclear	
  



50%	
  

32%	
  

14%	
  
4%	
  

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

home?	
  

Licensed	
  real	
  estate	
  agent	
   REALTOR®	
   Not	
  sure	
   Neither	
  

Just	
  1/3	
  said	
  they	
  
worked	
  with	
  a	
  
REALTOR®	
  

44	
  

Recent	
  Homebuyers	
  are	
  
unclear	
  



    How	
  do	
  we	
  strengthen	
  the	
  value	
  of	
  the	
  
REALTOR®	
  brand?	
  

REALTOR® Excellence 
Program Pilot 
 
Raising bar on service 
quality 
 
Promoting strong agent 
performance 
 



What do you 
know about your 
customers, 
REALLY? 



Building	
  an	
  engaged	
  	
  
network	
  of	
  consumers	
  

	
  
	
  
	
  

…Forward-­‐Looking	
  
…Probing	
  	
  
…Real-­‐;me	
  	
  
…Real	
  
Conversa;on	
  



Create	
  your	
  own	
  consumer	
  	
  
research	
  panel	
  

	
  
	
  
	
  

…Recruit	
  past	
  	
  
customers	
  
…Current	
  customers	
  
…Outreach	
  	
  
…Monthly	
  surveys	
  
…Real-­‐;me	
  	
  
insights	
  



www.wavgroup.com	



Customer	
  Profile	
  

	
  	
   Buying Potential 
 
Financial Situation 
 
Probability to qualify 
 
Rank Leads BEFORE 
handing them off to Agents 
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Calcula;ng	
  Life;me	
  	
  
Value	
  of	
  a	
  Customer	
  

	
  	
  



	
  	
  

Life;me	
  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 
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Robust	
  Customer	
  	
  
Database	
  

 
 
 
 

 
 
Require customer 
information before 
commission check 
is cut! 
 
Overlay customer 
intelligence to 
enrich quality of 
database 
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Brand	
  Touch	
  Points	
  

	
  	
  
	
  

	
  Your	
  Brand	
  is	
  Shaped	
  by	
  
Every	
  Customer	
  Experience	
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Brand	
  Touch	
  Points	
  

	
  	
  



A	
  lot	
  more	
  than	
  a	
  logo	
  

 
 

	
  
	
  
	
  
	
  



Sa;sfac;on	
  Translates	
  into	
  	
  
Company	
  Valua;on	
  

	
  



How do you 
differentiate your 
brand? 
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Who	
  is	
  your	
  compe;;on?	
  

How	
  could/do	
  they	
  threaten	
  you?	
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Compe;;ve	
  Analysis	
  

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

•  How	
  can	
  you	
  turn	
  them	
  into	
  allies,	
  
coope;tors?	
  	
  

•  How	
  does	
  their	
  brand	
  experience	
  stack	
  up	
  
with	
  yours?	
  	
  

•  What’s	
  make	
  them	
  unique	
  from	
  you?	
  	
  
•  How	
  strong	
  is	
  their	
  business?	
  Marke;ng,	
  Market	
  

Share,	
  Recrui;ng,	
  	
  Business	
  Processes	
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Compe;;ve	
  Response	
  
	
  What	
  should	
  we	
  do	
  differently	
  as	
  a	
  result	
  of	
  
our	
  compe;;ve	
  inves;ga;on?	
  

•  Shore	
  up	
  weaknesses	
  
•  Regain	
  control	
  of	
  brand	
  message	
  
•  More	
  closely	
  manage	
  service	
  levels	
  
•  Create	
  more	
  of	
  a	
  direct	
  rela;onship	
  with	
  	
  
consumers;	
  incen;vize	
  agents	
  to	
  help	
  

•  Figure	
  out	
  a	
  way	
  to	
  differen;ate	
  yourself	
  from	
  
compe;tors	
  

	
  
	
  
	
  	
  	
  	
  	
  



What do you want 
your brand to 
stand for? 



What	
  kind	
  of	
  brands	
  are	
  	
  
consumers	
  a\racted	
  to?	
  

Bring	
  them	
  pleasure	
  
	
  

Clearly	
  Differen;ate	
  
	
  

Create	
  a	
  Connec;on	
  
	
  

Consistent	
  delivery	
  of	
  	
  
quality	
  and	
  service	
  



How	
  does	
  YOUR	
  brand	
  	
  
stack	
  up?	
  

What’s	
  your	
  unique	
  
value	
  proposi;on?	
  	
  

Are	
  you	
  delivering	
  
consistent	
  service	
  

quality?	
  	
  

How	
  do	
  you	
  know?	
  

	
  

	
  



Posi;oning	
  Statement	
  	
  
Defini;on	
  

 
•  Tool to clarify the desired benefit(s) to 

be delivered to subscribers.  
•  It is NOT a mission statement or 

tagline 
•  It is intended a guide to define what 

customers the company serves, who 
it competes against and to define its 
key strengths relative to competition.  



Posi;oning	
  Statement	
  

 
For (Target Audience, (Company Name) 

is the only(competitive set), that (key 
benefit). 

 
Reasons to believe this: 
1. 
2. 
3. 
4. 



 

	
  
 

Sample	
  Posi;oning	
  Statement 

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 



 

	
  
 

Sample	
  Posi;oning	
  Statement 
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 

2.  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 

3.  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 

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

 
5.  Helps each of our service professionals leverage our collective lead networks in 

mortgage, title, real estate, home warranty, commercial and rentals 
 
6.  Provides technologies that PROVE to be effective in generating business, 

transacting business more efficiently AND attracting new agents 



How can broker 
address the needs 
of diverse 
audiences? 



International 
Market 



www.wavgroup.com	



	
  Interna;onal	
  Client	
  Profile	
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  Strong	
  interest	
  in	
  U.S.	
  real	
  	
  
estate	
  market	
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  Mostly	
  Suburban/City	
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  Almost	
  2/3	
  cash	
  purchases	
  

 
 



Hispanic Market 
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Fast-­‐growing	
  market	
  



www.wavgroup.com	



+15mm	
  in	
  10	
  years	
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Fastest	
  growing	
  market	
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Becoming	
  much	
  more	
  important	
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  40%	
  of	
  Households	
  will	
  be	
  	
  
Hispanic	
  

Projected to 
be 40% of all 
households in 
the next 10 
years 
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  Stronger	
  commitment	
  to	
  	
  
homeownership	
  than	
  average	
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Use	
  mobile	
  and	
  video	
  	
  
more	
  than	
  average	
  

 
 



How to address 
needs of Hispanic 
market 



 
 
 
 

 1,500+ funded programs 
 Nearly 1,000 agencies 
 Impacts every community 
 60-80% of listings 
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Provide	
  bi-­‐lingual	
  informa;on	
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Educate	
  agents	
  about	
  Hispanic	
  
homebuyer	
  trends	
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Leverage	
  all	
  mobile/video	
  	
  
op;ons	
  

 
 

Offer Utahrealestate.com 
mobile solutions  
(In beta testing now) 
 
Broker-branded solutions 
 
iPad training for your 
agents 
 
Mobile compatibility for all 
broker tools 



How do you win 
with consumers 
today? 



Find	
  be\er	
  ways	
  to	
  deliver	
  consistent	
  
service	
  quality 



Communicate	
  Effec;vely	
  

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 



Offer	
  Amazing	
  Home	
  Search	
  



 

	
  
 

Offer	
  Lifestyle	
  Search 



   Demonstrate	
  local	
  market	
  
exper;se	
  



Make	
  responsiveness	
  and	
  service	
  
excellence	
  THE	
  priority	
  

REALTOR® Excellence 
Program Pilot 
 
Raising bar on service 
quality 
 
Promoting strong agent 
performance 
 



Take a look inside 
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Internal	
  Evalua;on	
  
•  What	
  are	
  you	
  good	
  at,	
  REALLY?	
  	
  
•  What’s	
  your	
  achilles	
  heel?	
  
•  How	
  well	
  do	
  you	
  execute? 	
   	
  How	
  do	
  we	
  make	
  tech	
  
•  What	
  factors	
  do	
  you	
  use	
  to	
  	
  
	
  	
  	
  	
  make	
  decisions?	
  
•  How	
  nimble	
  are	
  you?	
  
•  How	
  much	
  can	
  you	
  REALLY	
  	
  
	
  	
  	
  	
  compel	
  meaningful	
  change	
  
	
  	
  	
  	
  and	
  adapta;on?	
  
•  	
   How	
  much	
  do	
  you	
  know	
  about	
  your	
  customers?	
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Performance	
  Benchmarks	
  
•  How,	
  what	
  are	
  you	
  measuring?	
  
•  How	
  well	
  are	
  you	
  responding?	
  
•  Are	
  you	
  becoming	
  
more	
  profitable,	
  more	
  lean,	
  	
  
more	
  stable,	
  more	
  compe;;ve,	
  	
  
more	
  saleable?	
  
•  Following	
  the	
  “No	
  child	
  leF	
  behind”	
  	
  
	
  	
  	
  	
  or	
  the	
  “We	
  eat	
  our	
  young”	
  Philosophy?	
  
•  How	
  effec;ve	
  is	
  training,	
  lead	
  cul;va;on,	
  customer	
  
reten;on	
  etc.?	
  	
  

•  What	
  do	
  your	
  customers	
  think?	
  	
  

	
  	
  	
  	
  



Are	
  we	
  leveraging	
  all	
  of	
  	
  
our	
  assets?	
  
Property	
  
Sale	
  

Mortgage	
  

Referrals	
  Home	
  
Warranty	
  

Title	
  



For	
  more	
  informa;on…	
  

marilyn@wavgroup.com	
   Register	
  for	
  free	
  
Newsle\er:	
  	
  
Wavgroup.com	
  

	
  @marilynwilson	
   805	
  473-­‐9119	
  

Thanks!	
  


