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CEO’s 
Message

Ginny Shipe, CAE

True Diversity
I’ve noticed that recruiting discussions often turn to the need to encourage 

brokers to recruit sales associates with diverse backgrounds—wider age 

ranges, different ethnic backgrounds, varied cultural and life experiences.  

During some of those discussions, the real estate industry was described—

accurately but not unkindly—as being largely Caucasian and 50ish.

Going forward, this profile will be out of sync with Americans, in general.  

You’ve seen the statistics: By 2051, white non-Hispanic people will make up 

less than half of the U.S. population. Brokerage owners and managers must 

be prepared for this shifting demographic.   And part of that preparedness 

means recruiting agents who reflect the populations they serve.

But true diversity is not just about skin color, ethnicity, gender, age or 

ideology.  A really vibrant organization welcomes intellectual diversity— 

an atmosphere of openness and honesty where different ways of thinking 

and approaches to doing are welcomed and encouraged.  It’s easy for a 

broker or manager to think, “Well, that’s what it’s like around here.” But is 

it really? Most people tend to hire or want to work with those who are like 

them, not unlike them. It’s easier, more comfortable. Even when we stretch 

to accommodate someone who seems different, we still are likely to only 

make choices that are within comfortable parameters. It’s hard to choose 

someone who is a risk, outside of the mainstream. Many industry gurus, in 

fact, would recommend against it!  The main focus of so many of the articles 

and presentations about recruitment center on how quickly agents can be 

productive.  That’s important, no doubt. But major corporations have  

learned that while it’s important to deliver immediate profits to shareholders 

every quarter, it’s just as important to key an eye on the long term.

I know of a young man who had no formal education after the age of 7,  

was almost completely deaf by 14, got fired from several low-level jobs as  

an electrician, then went on to be one of the most admired men in history. 

His name was Thomas Alva Edison. Perhaps the Thomas Edison of real  

estate is waiting to be hired by you.  Would you recognize him?

I think one of the most important things leaders and managers can do is to 

improve our understanding of people—of all colors and creeds. Does your 

own professional development plan include learning more about diversity 

in the workplace and among customers? Does your brokerage’s long-term 

strategic plan include recruiting sales associates from all walks of life?  

Getting involved in minority homeownership efforts? Participating in 

minority business, church and civic organizations?

At the CRB Council, we’d like to hear—and share with other members—  

how you have shaped your brokerage to embrace both cultural and 

intellectual diversity.   Share your ideas and experiences on our  

LinkedIn Group.  Click here >>

Sincerely,



4 July/Aug 2014 www.crb.com

www.CRB.com

here

here

A Preview of the 

CRB Business Meetings

A Preview of the 

CRB Business Meetings
New Orleans, LA      |      November 5-7, 2014

Hall of Leaders & Inaugural Reception 
Friday, November 7, 2014

Visit www.CRB.com for details and to purchase tickets for this special event!

Click here to preview our tentative meeting schedule.
  

Registration is now open!

Be sure to register early to secure your preferred hotel choice.  

The CRB Council business meetings 
will take place at the New Orleans 
Downtown Marriott at the 
Convention Center.

A reminder to check "CRB" 

under the Primary Affiliate section.  

A portion of your registration will 

be credited to the CRB Council. 

Click here to access 

the registration site!

Honoring
2014 Hall of Leaders Award

J. Nicholas D’Ambrosia
CRB, CRS, GRI

Installing
2015 CRB President

Bette McTamney
CRB, CRS, GRI, SRES
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PROVEN EXPERTISE.   MAXIMUM RESULTS. 

 

 

Join us in New Orleans 

during the REALTORS® Conference & Expo 

 

November 5-6, 2014 

 

 

 

Early-Bird Pricing of 

$229 through 

October 10, 2014 

Don’t miss your 

chance before 

new

 

Elective 

Requirements take 

effect on Jan. 1, 2015! 

Now recognized by the NATIONAL ASSOCIATION OF REALTORS® 

E A R N  Y O U R  S R S  T O D A Y ! 
The skills and tools that turn 

“For Sale” into SOLD! 

Taught by one of the 

industry’s premier 

instructors! 
 

 

Barbara Fairfield 
ABR, CRB, GREEN, 

GRI, SFR, SRES, SRS 

www.SRSCouncil.com  |  800-621-8738  |  CustomerService@SRSCouncil.com 
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CRB Briefcase

New CRB Officers Elected for 2015
During the Midyear Meetings, 2015 Officers and Board of Directors were elected

2015 President 
Bette McTamney, CRB, CRS, GRI, SRES

Worcester, PA

Bette McTamney served as the Pennsylvania Association of Realtors® President in 2013. She currently serves on the 

Finance Committee,  the Strategic Oversight Committee, the Legislative Committee, the Screening Committee and 

the Executive Committee. She is currently a Mentor with the PAR Past Presidents Mentoring Program. 

A member of the Montgomery County Association of Realtors®, Bette served as its president in 2002 and was awarded Realtor® of 

the Year in 1999. She is the director of recruiting and coaching at REMAX 440 in Skippack, Pennsylvania.

She has proudly been a Sterling “R” RPAC Investor since 2002, donating over $18,000 to RPAC since the 1980’s. Recently Bette was 

awarded the PAR 2011 Distinguished Service Award.

Bette is a National Association of Realtors® director and a member of NAR’s Institute Advisory Committee, Public Policy 

Coordinating Committee and Strategic Thinking Advisory Committee. She also serves as President Elect for the national Council 

of Real Estate Brokerage Managers (CRB) Board of Directors.

In her community, she volunteers for the Muscular Dystrophy Association, the Brain Tumor Society of Philadelphia and the 

Montgomery County Partners for Home Ownership. Bette lives in East Norriton with her husband Michael, has 2 grown children 

& 3 wonderful grandchildren. 

2015 President-Elect 
Adorna Carroll  
DSA, ABR/M, CRB, e-PRO, GRI, SFR, SRES, SRS

Berlin, CT

Adorna Carroll is an Owner/Partner of Dynamic 
Directions - an educational and sales training consulting 
firm that collaborates with real estate associations and 

firms internationally to provide quality instruction.

Adorna is considered one of the most effective facilitators of Leadership 
Training, Bylaw Revision Facilitation and Strategic Planning for MLSs, 
companies and real estate associations in the US and Canada. She is a 
nationally recognized expert in Buyer Agency, Seller Agency and Agency 
Relationships; was honored as Connecticut’s Educator of the Year, named 
to the Real Estate Buyer’s Agent Council (REBAC) Hall of Fame and is 
the 79th recipient of the National Association of Realtors® Distinguished 
Service Award.  

Adorna is also one of the owners of Realty3 Inc. a large multi-office firm 
in CT. Along with her team, Adorna continues to represent buyers and 
sellers, counsels her agents in resolving field issues and specializes in 
implementing efficient systems, policies, web strategies and infrastructure 
for the firm.  

Adorna was the President of the CT Assn of Realtors in 1997 and then 
served as Region 1 Vice President - 2001.  She was a Liaison on the 
Executive team in 2002, 2003 and 2007; was an RPAC Trustee - 2004;  
was the Vice President and Liaison to Committees in 2005; Chief Political 
Fundraiser in 2006; and was inducted into the RPAC Hall of Fame and has 
been an annual member of the President’s Circle.

Adorna has been awarded 5 Who’s Who Awards - starting with Who’s 
Who of American Women; Who’s Who of Finance and Industry; Who’s 
Who of Emerging Leaders; Who’s Who in the East and Who’s Who  
in America.

2015 Finance Vice President 
Michael Bindman, CRB, GRI

St. Petersburg, FL

Michael Bindman is a native of 
Edinburgh, Scotland and has 
resided in the Tampa bay area 

since 1983. Licensed since 1988, Michael is an 
experienced Broker/Owner in the residential 
and commercial real estate industry with proven 
capabilities in continuous improvement and  
turn-around management, organizational 
development and culture change.  

Michael’s accomplishments in leadership include 
team-building, change management and leading 
collaborative teams.   His extensive volunteer 
leadership includes service on the CRB Board 
of Directors and a myriad of Committees, 2014 
Florida Realtors® Director, 2014 Chairman of the 
Florida Realtors® District 6 Leadership Institute, 
2014 Chairman of the Professional Standards 
Committee, President-elect of the MFRMLS,  
and Immediate Past President of the CRB  
Florida State Chapter.

Michael currently is the Broker Owner of an 
independently operated franchise in Treasure 
Island Florida and Broker and Director of Business 
Development of an independently owned real 
estate company in South Tampa.    
He and his wife Jan have 5 children, 6 
grandchildren and 2 beagles!
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New Board Members with terms beginning in November 2014

Miguel Berger, CRB, e-PRO, GRI  (Albany, NY)

Dale Bordner, CRB, CRS, GRI, SRES (Honolulu, HI)

Renee Mayhall, CRB (Conyers, GA)

Debora Weidman-Phillips, ABR, CRB, GREEN, SFR (Blue Bell, PA)

Ivan Zavala-Steidel, CRB, CRS, GRI, SFR, SRES (Caguas, Puerto Rico)

 

Board Members with Continuing Terms

Mike Bowler, CRB, GRI, SRES (Lansing, MI)

John Mayfield, CRB, e-PRO, GRI (Farmington, MO)

Jan Ellingson, ABR, CIPS, CRB, CRS, e-PRO, GRI, SFR, SRES (Burlington, WA)

J. Nicholas D’Ambrosia, CRB, CRS, GRI,  

of Washington, DC has been selected as  

this year’s Hall of Leaders Award recipient.

Nick D’Ambrosia is the Broker of Record for 

Long & Foster Companies and the Principal Broker for all Long 

& Foster Companies; Long & Foster Real Estate, W.C. & A.N. 

Miller; Lacaze Merridith & Metro Referrals in MD, VA, DC, PA, 

NJ, DE and NC.

A REALTOR® since 1973, Nick D’Ambrosia has been recognized 

for his commitment to the industry by his local, state and national 

associations. His professional titles include: Coldwell Banker 

Residential Brokerage Mid-Atlantic Region (CBRB Mid-Atlantic) 

VP of property management; CBRB Mid-Atlantic VP & director 

of operations; Coldwell Banker Stevens, REALTORS® senior VP/

GM; Coldwell Banker Nyman Realty senior VP/GM as well as 

Electronic Realty Associates Maryland Broker of Record. During 

his first seven years as a sales associate, D’Ambrosia settled over 

520 properties.

During his tenure as GM at Nyman and Stevens (two of the top 

200 real estate companies in the country according to Real Trends 

Magazine), D’Ambrosia was noted for finding and implementing 

new technologies and services to enhance the real estate 

experience for both the consumer and the company’s associates. 

In 2005, D’Ambrosia was appointed to serve on the Maryland 

Real Estate Commission, where he is an industry 

member and chair of the Education Committee. 

His other credentials include: 2006 member of the NAR 

Enlarged Leadership Team; 2006 member of the NAR Executive 

Committee; NAR board member for eight years and member of 

numerous NAR committees, task forces and presidential advisory 

groups (PAGs).

D’Ambrosia is a former president of the Maryland Association of 

Realtors® (MAR) (1995), the Prince George’s County Association 

of Realtors® (PGCAR)(1994), the Prince George’s County 

Federation of Associations (1994), and a former director of the 

Southern Maryland Association of Realtors®. He is a founding 

member of the board of directors of Metropolitan Regional 

Information Systems Inc. (MRIS), the largest MLS in the world, 

and served as its president in 1996. D’Ambrosia was twice 

named REALTOR® of the Year by the PGCAR and is a recipient 

of their Educator of the Year and their Code of Ethics Awards. 

D’Ambrosia was the 1997 REALTOR® of the Year for MAR 

and in 2006 was given their most prestigious award, their Life 

Achievement Award. At NAR, he is a member of the President’s 

Circle, the RPAC Hall of Fame and a recipient of the Omega 

Tau Rho Award. The former dean of the Maryland REALTORS® 

Institute, he holds his CRB, CRS and GRI professional 

designations.

Watch for the next issue of Real Estate Business to read more 

about Nick D’Ambrosia.

Hall of Leaders Recipient Announced
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As of press time, the following members have completed all  
requirements and earned the CRB Designation.

Congratulations!

CONNECTIONS

MAY 2014

JUNE 2014

CRB Briefcase

Oliver Burgelman, CRB 

Zephyr Real Estate 

San Francisco, CA

Evgeny V. Dafner, CRB 

Hawaii International Real Estate LLC 

Honolulu, HI 

Kevin L. Gray, CRB 

Wilson Auction & Realty Co. 

Bryan, OH 

Robert J. Lee, CRB 

RE/MAX All Estates 

Visalia, CA 

Jeffrey M. Fox, CRB 

Kahala Associates 

Honolulu, HI 

Brian C. Lipsky, CRB 

Long & Foster 

Ellicott City, MD 

Angela J. Pachicano, CRB 

Redfin Corporation 

Houston, TX 

Kevin Smith, CRB 

Frank M. Smith & Associates Inc. 

Pinetop, AZ 



REFER a Colleague … 

ADVANCE a Career …

ENHANCE your Profession … 

REDUCE your Dues

Here’s How it Works

Refer a Colleague Candidate applies You receive $25 off your  
& pays for membership next dues invoice

Every time you recruit a new member, you strengthen CRB. A vital and growing 
organization means greater recognition in the real estate community worldwide 
and improved educational and networking opportunities for all members.

You will receive $25* off your renewal dues for each referral who joins as a 
new Candidate member.  The more you refer, the more you can save! 
(*Not to exceed $100 per membership year.)

It’s Easy!

Option 1:
Provide us with your colleagues' contact information and 
we'll send them a membership information package.

Option 2:
You print or email the Candidate Application.  Make sure 
you include your full name in the "Referred By" space.

Click here to access the Referral Forms.

Questions? Call us at 800-621-8738 or email 
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LOVE IT 
OR 

HATE IT:
  

9 Questions  
to Ask About  

Listing Syndication

Set aside your personal feelings about  

listing syndication long enough to be sure you’re 

protecting your company and your business.

By G.M. Filisko
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W
e’re going to give you must-know 
information about listing syndication 
in this article. But we know the topic 

generates serious, and sometimes angry, debate. 
So we’ll give you a minute in case you need to 
vent your emotions.

All set? The first, and perhaps most important, 
thing you need to know about listing syndication? 
“Brokers have options here,” says Todd 
Carpenter, managing director of data analytics 
at the National Association of REALTORS®  
in Chicago and a former Trulia employee. 
“They sometimes feel like their information  
is being taken. But they have a say in where 
their listings go.”

Have your say by getting answers to these  
nine questions.

1. Do I understand what listing    

    syndication is? 

Listing syndication is the process through 
which listings are sent, often by MLSs, to  

website after website on the Internet. The 
number of websites with syndicated listings is 
seemingly endless. The biggies are realtor.com, 
Trulia, and Zillow.

“I’m often approached because brokers don’t 
really get what’s going on,” explains Casey 
Reagan, chief technology officer for Elgin-
based RE/MAX Northern Illinois, the brand’s 
regional franchisor. “With a large number 
of them, and agents as well, questions about 
listing syndication stem from two things. One 
is they’re reaching out to us for tech support, 
and they’ll say, ‘Why does this website have 
my listing?’ They’re not even aware of how it 
got there. Or they’ll say, ‘My listing is there, 
but the data is wrong.’ The second is that 
brokers will come to us frustrated with the data 
management of, and stale data on, websites 
saying, ‘What can you do to help us?’”

RE/MAX Northern Illinois doesn’t take a 
position on listing syndication. But Reagan has 
provided information and created an online 
portal for the company’s brokers who want to 

Brokers control whether their listing is being sent to places like Trulia or 

Zillow. With the exception of realtor.com, they’re controlling where their 

listings are going. And even with realtor.com, I’m sure an MLS would 

accommodate their preference. We’ve seen that happen with companies 

like Edina Realty in Minneapolis, which has opted out of its MLS’s listing 

syndication function. Often you hear brokers say things like, ‘Zillow is 

scraping [copying data from your website and pasting it to another] or 

stealing my listings!’ That simply doesn’t happen. Brokers sometimes don’t 

realize that in every case, they’ve already signed off on having their listings 

sent to these places.

—Todd Carpenter,  
National Association of REALTORS® 
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syndicate their listings that he says allows them 
to do it in a way that’s organized and managed.

“We advise brokers to think of listing 
syndication as advertising,” says Reagan.  
“It’s not the MLS. It’s not a cooperative  
data exchange. They’re advertising portals,  
and brokers should think about how they  
use them as advertising and their return  
on investment, comparing that to other 
advertising opportunities.”

2. What’s my MLS’s process for listing  

    syndication?

“Brokers control whether their listing is being 
sent to places like Trulia or Zillow,” says 
Carpenter. “With the exception of realtor.
com, they’re controlling where their listings 
are going. And even with realtor.com, I’m sure 
an MLS would accommodate their preference. 
We’ve seen that happen with companies like 
Edina Realty in Minneapolis, which has opted 
out of its MLS’s listing syndication function. 
Often you hear brokers say things like, ‘Zillow  
is scraping [copying data from your website  
and pasting it to another] or stealing my 
listings!’ That simply doesn’t happen. Brokers 
sometimes don’t realize that in every case, 
they’ve already signed off on having their 
listings sent to these places.”

True, says Quincy Virgilio, a broker associate 
with Keller Williams Silicon Valley and 2014 
board chairman for MLSListings in San Jose, an 
MLS serving northern California. “A lot of the 
responsibility for listing syndication falls with 
the MLS the broker is sending listings to,” he 
says. “Our MLS has a broker opt-in function. 
You have to go in and physically indicate you 
want your listings to be syndicated. Other  
MLSs have a broker opt-out function,  
whereby the MLS automatically sends listings  
to syndicators and has even chosen where  
those listings are going. Ask your MLS: ‘Are  
we opt in or opt out?’”

3. If I opt in, where will my listings  

    be sent?

“Ask your MLS, ‘What’s the process for 
determining which companies my listings are 
going to, and how do I control that?’” suggests 
Carpenter. “Maybe your MLS is using ListHub, 
which takes the MLS feed and syndicates it to 
listing portals. It gives each portal a grade based 
on how many parameters it meets. There’s 
also a dashboard that lets you say, ‘I do want 
my listings to go to these places, and I don’t 
want them to go to these places.’ You could 
decide you want to work only with portals 
with a certain rating. You can make intelligent 
decisions that way.

“In other cases, syndication happens because 
brokers participate in a franchise,” adds 
Carpenter. “RE/MAX and many Realogy brands 
have direct syndication agreements with the big 
portals. So you may be able to bring up your 
questions about where your listings go with 
your franchisor, too.”

4. Do I have other business  

   relationships that permit  

   syndication?

Have you or your agents signed agreements 
with, say, virtual tour or sign rider companies? 
You may be agreeing to syndication without 
realizing it.

“So many companies that deal with agents 
and brokers are including in their marketing 
agreements the ability to syndicate the brokers’ 
listings,” says Reagan. “Brokers aren’t 
necessarily cognizant that’s a practice, and  
in many cases, it’s not something they’d even 
expect. Some do it as a straight-up way to sell 
you a service; others have it in their agreement. 
And sometimes it’s happening because these 
agreements are signed by agents, and brokers 
aren’t aware of it.”
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5. Is my MLS ensuring compliance  

   with its policies by syndicators?

MLSs have different procedures to ensure 
syndicators are complying with their policies. 
“Brokers have the clout to ask, ‘Who’s using 
my data, and what are you doing to protect the 
data?’” says Virgilio. “In our case, Trulia gets a 
data feed from us. But we say Trulia can’t send 
it to places that don’t follow our MLS rules. To 
identify if those third parties are using our data 
properly, we might change a word so we can see 
where that change in wording is showing up. 
That’s a high-level security verification MLSs 
should be doing regularly for their members.”

6. What are the policies of  

    syndicators I’m considering  

    sending listings to?

“A lot of brokers assume listing syndicators 
work like the MLS, with all the same data rules, 
and they don’t,” says Reagan. “Each portal has 
its individual rules.”

Be sure to ask where syndicators send your 
listings. (You may want to read syndicators’ 
agreements. NAR has created a checklist to 
consider while you’re doing that, such as: Is 
the syndicator taking control of my pictures 
forever, or can I still use them?)

“Often brokerages are syndicating listings to 
companies like ListHub and Point2, which send 
them to 200 other places,” says Virgilio. “You 
should know where data’s going from there. 
In addition, many brokers don’t understand 
that a syndicator may be sending your data to 
a company that pretends to be a broker online. 
Then when consumers contact that pretend 
broker, it’ll offer to sell that lead back to you 
or ask for a referral fee of, say, 25 percent. 
Those are the things I’d be worried about. Ask 
how many of the 200 places that syndicator is 
sending your listing to aren’t in the brokerage 
business. How many are just lead aggregators?”

7. Do my agents have profiles  

    on the websites to which listings  

    will be sent?

“Many brokers choose the free syndication 
route, which is providing data to syndicators 
but not paying to have full ownership of the 
space around the listing,” says Reagan.

The problem? You’re probably losing leads. 
“You’re sending your whole office’s data even 
though a good percentage of your agents may 
not have a profile on that portal or have what’s 
called limited attribution on that data,” says 
Reagan. “Some agents have a professional or 
advance profile on the portals, but if their data 
on the listings—like their email address—
doesn’t line up with the profile, that profile may 
not get matched to the listing data. So there’s a 
risk you won’t even get leads for that property.”

Carpenter agrees. “A lot of brokers who haven’t 
maximized their portal exposure don’t realize 
that if they haven’t set up profiles or had their 
agents set up profiles, they’re probably not 
getting leads they’d get for free,” he says. “On 
Trulia, if you set up a profile before you send a 
listing, you get copied on every lead that listing 
generates. The lead may not be exclusive if 
you’re not paying for that space, but you do get 
every lead.

“In addition, make sure every one of your 
agents goes into every portal and puts up their 
picture and completes their profile,” he says. 
“All that is free. When a consumer is about to 
hit the ‘Talk to an agent’ button, you don’t want 
your listing agent’s photo to be the only one of 
four that’s a silhouette. Take advantage of that 
free system.”

Another point Carpenter stresses: In tandem 
with your stance on listing syndication, 
create an effective system to follow up on 
Internet leads. “NAR’s Center for REALTOR® 
Technology did a white paper, The Intelligent 
Internet Lead, identifying all the things that 
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happen after a lead’s generated,” he explains. 
“People pretended to be consumers and made 
inquiries about properties on various portals. 
Sometimes portals sent the lead to four agents, 
and more than half the time, not a single agent 
called consumers. You’d be far better off trying 
to figure out how to convert leads that come in 
than worrying about whether to pay to advertise 
on these portals.”

8. What decision will best serve  

    my clients?

The Code of Ethics requires you to protect and 
promote your clients’ interest. Whatever your 
decision on syndication, be ready to explain 
how it’s in your clients’ best interest.

“Our duty to our clients when we list a property 
is to market it to the best of our ability and get it 
sold, and whatever avenues necessary to do that 
are what we’re going do,” contends Leighton 
Dees, chairman/CEO of Better Homes and 
Gardens Real Estate Generations in Mobile, 
Alabama. “I’m not opposed to syndicating  
to anywhere that’s going to get people 
interested in my properties. I think that’s  
our duty to our client.”

9. If I choose not to syndicate,  

    will my company be less  

    competitive? 

A number of companies have opted not to 
syndicate. Before you join them, be sure to 
evaluate your market competiveness.

“I’d consider your market and apply that to the 
decision about what you’ll do,” advises Dees. 
“Maybe your market needs syndication. If it’s 
a smaller market or maybe not a strong market 
and there are a lot of local brands, syndication 
can really help. Inside areas with large clusters 

of activity, like Manhattan and Dallas, it’s a 
totally different ball game.”

Carpenter suggests evaluating what your 
competition’s doing. “Often there’s emotion 
around this issue because brokers feel like 
syndicators are their competition,” he says. 
“But the real competition is between a broker 
who uses a site like Zillow versus a broker who 
doesn’t. If you’re not going to send your listings 
to the portals, remember your real competition 
is the broker next door trying to get the same 
listings and recruiting the same agents as you.

“In some cases, often if you’re big enough, you 
might be able to turn to your advantage your 
choice not to syndicate,” adds Carpenter. “Let’s 
say you’re a brokerage with a commanding 
market share. If you opt not to syndicate and 
instead invest in your own website, there’s a 
theory that if you market it properly, consumers 
would know that one-third of the listings in 
your market can’t be found anywhere but 
on your website. That’s like the Edina Realty 
model. That seems like sound reasoning, 
though I don’t know if it works.

“On the other hand, there are ways to turn that 
around if you’re up against a competitor doing 
that,” says Carpenter. “When big brokerages 
stop sending listings to portals, the marketing 
teams for those portals go to those brokers’ 
competitors and say, ‘Let’s make a deal where 
we give you more advertising for the dollar, and 
then you can promote that you put your listings 
everywhere.’ A lot of brokers buy into that 
theory and use it as a recruiting tool, too.

“Ultimately, you’re not competing against the 
portal but your competitors,” says Carpenter. 
“Consider how your decisions will affect your 
competitive advantage in your market.”

G.M. Filisko is a lawyer and freelance writer 
who specializes in real estate, legal, business, and 
personal finance topics.
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Are you  
doing these  
eight things  
that stifle  

your company’s  
success and  

profitability?

For Managers, Brokers and Owners 2014 July/Aug 17

By G.M. Filisko



18 July/Aug 2014 www.crb.com

S
ometimes, we’re our own worst 
enemies, and brokers are no exception. 
Even the best can have a blind spot on 
an issue that just about everybody else 
would handle differently.

“Brokers are human, and we all do it,” says 
Tom Ferry, president of www.yourcoach.com 
in Newport Beach, Calif. “We all sell ourselves 
short of our true potential. We all start out with 
ambitions to take over the market, the city, the 
world—and fall into the trap of doing what’s 
in our comfort zone, which can stymie growth. 
We all get stuck hiring people we shouldn’t. 
Or we hire from a state of desperation. And 
we all have a laundry list of initiatives and 
lack the resources, the mental capacity, or the 
manpower to see them through. I’m right there 
with them. I believe every owner and every 
leader falls into these traps.

“The question is when do they finally recognize 
this, and it’s usually during a crisis,” says Ferry. 
“It’s the crisis of agents leaving as you watch 
your profits walk out the door, the crisis of 
making a broad change to the organization 
that wasn’t well vetted or on the basis of 
misinformation that throws agents into a crisis. 
This is usually when we finally realize we’re 
getting in the way of our own success.”

You don’t have to cascade into a crisis to finally 
understand you’ve got to make changes to be 
successful. Here we discuss eight things brokers 
do that can backfire.

1.  
Being a selling broker.  
This issue has been debated for decades, and 
there are wise opinions on both sides.

Glenn S. Phillips, CEO of Lake Homes Realty 
based in Birmingham, Alabama, is in the camp 
contending that selling brokers are jeopardizing 

their agents’ trust. “What’s the priority here, 
and how does this serve the brokerage?” he asks. 
“The risk is that your agents begin to worry 
you’re taking the best leads and keeping them 
from yourself.”

Ferry says the practice is risky depending on 
how it’s handled. “I don’t believe there’s a one-
size-fits-all answer here,” he says. “I believe in 
California, about 70 percent of brokerages have 
fewer than five agents, and you can bet those 
brokers are selling or they’re starving.”

What to do? Ferry runs through the options. 
“If you’re a traditional manager in a traditional 
split company, then, yes, I think it can be a 
hindrance,” he says. “Or if you’re leading a 
small boutique and you’re selling, managing, 
leading, growing the organization—and you’re 
also the top agent, that can get sticky. What’s 
the winning formula? If you’re the owner,  
you hire a manager who runs the company 
while you sell.

“On the other hand,” adds Ferry, “if you own 
a franchise, and your split model, the total 
addressable market of agents in your market, or 
your space or recruiting limitations are making 
you strapped for cash, you’d better be selling. 
It comes down to the individual’s goals, the 
company’s values, the financial model, and the 
total addressable market for agents to recruit.”

2.  
Sticking with policies that frustrate  
your agents.  
Mandatory floor time is one of those policies 
that may be past its sell-by date. “One of our 
agents in a rural area in Alabama came to us, 
and he was so frustrated,” says Phillips. “He 
said he was about to go to another broker and 
say, ‘I’ll hang my license with you if you won’t 
make me sit in the office and answer the phone.’ 
We believe it’s important to have a real person 
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answer the phone. But we also think you should 
get a professional or, if you’re small, forward 
your phone to wherever you are.”

Another self-defeating policy Phillips runs into? 
Brokers not cooperating—at all. “This tends to 
be more common in rural areas, where brokers 
don’t want to do referrals and pay referral fees, 
and they don’t even participate in the MLS,” he 
explains. “They’ll make excuses that they can 
show or that they know their listings best. It’s 
very old school, but I believe the real thinking 
is, ‘The public has to come to me find where the 
properties are.’ It’s a disservice to the consumer. 
The outcome is they lower their profitability 

and don’t attract agents who want to cooperate 
with other agents to make more sales.”

Two more examples come from Jason Palermo, 
owner of RE/MAX Vision in Chicago, who’s 
had agents join his company because of other 
brokers’ firmly-held policies. “Agents have 
come to me from other offices because the 
other broker didn’t permit dual agency,” he 
explains. “I’ve also had agents join me because 
their broker wouldn’t allow them to do certain 
short sales. I think it’s unwise to say you can’t 
be a dual agent even if you do everything legal 
just because the office has policies like that. As 
long you’re abiding by the law, those kinds of 
policies aren’t necessary.”



3.  
Not focusing on critical issues.  
In addition to creating policies that end up 
rankling agents, some brokers fail to create 
other critical policies altogether. “The good 
news is we’re creating policies and procedures,” 
says Ferry. “The challenge I see is that very few 
have to do with raising the bar of production 
or true customer service. Where are brokers’ 
policies around customer response time? Why 
not use a service like www.isayso.com and begin 
to track your agents’ ‘referability’ score? And 
I believe brokers should have a policy on how 
many times agents must contact their database 
each year. Or how about a policy that every 
agent must have a CRM? This list could go  
on and on.”

4.  
Treating agents differently  
for no good reason. 
Another risk is showing flexibility in policies 
or procedures for some agents but not others. 
That can breed the perception that you’re 
playing favorites. On the other hand, agents are 
like children in the sense that one particular 
motivating technique may be effective with one 
agent but not another.

“Top-producing agents might have a weakness 
in a particular task,” explains Susan Jenkins, 
principal broker/owner of Better Homes and 
Gardens Real Estate Native American Group 
in Virginia Beach, Va. “In those cases, I’m 
not going to make them do those tasks. I’ll 
bring in staff or technologies to help. I don’t 
play favorites, but there are some things I can 
be very flexible on, and those will depend on 
the individual. However, there are certain 
things I can never bend on because of laws 
or regulations. Overall, I try to model to our 
agents, not to make everybody adhere to an 
across-the-board rule.”

5.  
Allowing laggards to set  
your company’s bar.  
If you’re not updating to new technology 
because not all your agents are tech savvy, 
you may be doing more damage than good. 
“Around four years ago, we went paperless,” 
says Palermo. “I had agents who’d been with 
me a long time who didn’t like not having the 
physical file. It takes a little bit in the beginning 
to train those agents. But the system is great, 
and I don’t think we should be setting the bar 
for the agents with the lowest comfort-level.

“Brokers can’t just say, ‘It’s going to be too hard 
to train agents to get them to the level where 
they need to be,’” adds Palermo. “We need to 
lead in technology, not follow. If agents don’t 
want to learn the new technology, I tell them, 
‘Let’s find some staff you can hire part time to 
help you with this.’ Your job is to be up to date 
with technology.”

6.  
Not overseeing and holding  
agents accountable.  
Some brokers tell their managers and agents to 
go out and get business, but they’re not willing 
to do the same thing themselves, contends 
Juan Martinez, broker/owner of the 50-agent 
Century 21 Martinez & Associates in Las Vegas.

“Brokers have to lead,” he says. “For 13 years 
as an agent, I prospected five to eight hours a 
day. Today, though I’ve switched from agent 
to broker, I prospect right in the office bullpen 
with our salespeople. I just prospect for 3 
agents now. When I tell my agents they should 
role play every morning, I’m there with them 
teaching them how to do the scripts. Most 
brokers are hidden behind closed doors doing  
I don’t know what. But what I ask agents to do, 
I do myself.”
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Martinez says he also keeps close track of where 
his agents are if he can’t see them with his own 
eyeballs. “I know exactly what they’re doing at 
all times,” he says. “If they’re not showing up  
to the office, I’m calling. I called an agent  
this morning and said, ‘Hey, where have  
you been the last two days?’ She said, ‘I just  
finished putting out 200 flyers this morning.’ 
My response: ‘Good job. Keep doing what 
you’re doing.’”

Accountability is also part of Martinez’s plan. 
“There’s accountability, support, and some 
pressure to push agents to that next level,” he 
explains. “We have company standards. We 
expect agents to work a minimum of 40 hours a 
week and to prospect at least five hours a week. 
We also expect them to take at least one listing 
a month, to sell a minimum of one listing or 
close one buyer sale per month, and to close 
a minimum of 12 transactions per year. We 
also expect them to wear proper business attire 
during business hours because they’re true sales 
professionals. Those standards are posted in the 
bullpen for our agents.”

7.  
Not investing in your own business.  
If you’re pushing agents to invest in their  
future success, you’d better be showing them 
how it’s done. “I always make sure my agents 
see the investment I make into them and  
into the brokerage,” says Jenkins. “So when  
it comes time to address commission splits,  
they understand the company portion isn’t  
just profit. It’s important to show them I’m 
going to take that money and reinvest it  
into the business.

“At too many brokerages, splits are too 
favorable to agents, and brokers aren’t able to 
run a company that’s good for agents,” adds 

Jenkins. “You have to invest a portion of your 
brokerage’s split back into the business and 
let agents know you’re doing that. If I’m open 
and transparent, agents become invested in the 
company. They see their part of the commission 
isn’t an expense to them; it’s an investment in 
both them and the company.”

8.  
Not building true connections  
with your agents.  
Want to knock down your company’s 
profitability by pushing agents out the  
door? Pay attention to them only when  
you’re recruiting them, and then move onto  
the next recruit.

“When I talk to agents at other companies,  
they often tell me they don’t feel like their 
broker is connected with them on a personal 
level or interested in their day-to-day activity,” 
says Jenkins. “Their brokers aren’t motivating 
those agents and aren’t taking that personal 
interest in their growth. When one of my  
agents got a rookie of the year award, I asked 
him, “When you got that award, how many 
recruiting calls did you get?’ He said, ‘A ton!’ 
My response was, ‘But where were those 
brokers when you had nothing?’

“If all you want is a piece of their business, 
agents will see that,” says Jenkins. “But if you 
really care about them as people, that really 
comes through, too.”

G.M. Filisko is a lawyer and freelance writer  
who specializes in real estate, legal, business,  
and personal finance topics.
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Recruiting

Tips for  

Recruiting Teams

Recruiting is recruiting, right? Actually, you 
need to shift your tactics when you’re recruiting 
teams rather than individual agents. Here 
brokers offer tips for adjusting your game plan 
when you’re recruiting a group of, rather than 
individual, agents.

Do you have a plan? Job descriptions?

“One of the most important factors in 
recruiting a team is that the recruited team’s 
philosophy aligns with the firm’s philosophy. 
We’d consider hiring a team that reflects the top 
priorities in our business model—a group that’s 
made up of business minded-individuals with 
a high level of professionalism, work ethic, and 
drive. We’re looking for teams whose members 
are committed to the industry, and we look for 
every team member to have a written business 
plan. If team members have a set of specific 
tasks within the group, we also look for them  
to have very clear job descriptions.

We also look for team leaders to treat their 
team as a business group within our umbrella 
organization. That means team members 
should be ready to use our company’s resources 
to build their business. Our managing brokers 
and other staff are here to offer support and 
tools to the team to grow their business, so 
we look for teams with the professionalism 
and dedication to maximize the resources we 
provide.”—Jeanine McShea, vice president and 
managing broker, Related Realty, Chicago

Take me to your leader

“Recruiting is becoming harder and harder 
because, as brokers, we’ve commoditized 
ourselves. We keep giving away more and  
more and at the same time increase our  
value propositions with things like free  
leads, websites, CRM systems, etc. I believe 
we’re on a slippery slope with the way we  
do business today.

That said, when recruiting a team, the first 
challenge is to identify the team leader. 
Sometimes the team itself can’t even identify 
who that is. It’s important to have a single point 
of contact and to have that person negotiate 
the deal for the entire team. When doing so, 
you have to consider each member’s role and 
productivity and how your model can best suit 
the group. Depending on how complicated the 
team’s internal compensation structure is, it can 
be tricky. You have to show the team the clear 
economic advantage in making the move as  
well as the intangible advantages.

When recruiting a team or a high-profile agent, 
I’ll have a staff member assist them through the 
transition, acting as a conversion concierge to 
help them do all the little things that make the 
conversion smoother for the agent and team. 
I often find the process can be a very stressful 
one, so anything you can do to make that 
smoother is beneficial.

Team leaders are typically better at looking at 
the big picture than individual agent recruits 
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and want the value proposition to trickle all 
the way through to the entire team. Teams also 
typically need space, which is different from 
so many agents today who don’t want or need 
space today. Depending on the team structure, 
team leaders might also have internal staff who 
need space, and they may need extra space for 
their entire team.”—Greg McClure, broker-CEO, 
Smart Click Realty, Rocklin, Calif.

Make sure the model fits

“When considering a team for association 
with our company, we must look at the team’s 
business model and the structure they work 
within. Each team is different—has a slightly 
different model and structure—and we first 
want to determine if we’re a good fit for their 
business model. We don’t try to be everything 
for everybody, and we want to make sure we 
can provide the quality of service we expect  
for each team member and for their clients.

Team leaders want to know if we have the 
space, technology, and services to fit their 
business model. They want to know we 
understand their business model and have 
the experience to help them and their agents 
without unnecessary interference in their 
interpersonal relationships. They want to take 
advantage of our services and still maintain 
enough separation to create the image they 
want in their marketplace.

We deal with each agent and team leader 
frankly and strive to learn how we can maintain 
our expectations of service while providing the 
flexibility to allow the growth top producers 
expect. Whether we’re dealing with a team 
or a highly productive agent, they want a 
structure and a manager who doesn’t require 
them to spend a lot of time jumping through 

unnecessary hoops. By not trying to fit every 
model into ours, we can create relationships 
that work.”—Jon Wolford, managing broker, 
McEnearney Associates, REALTORS®,  
McLean, Va.

The bigger team still matters

“The basics—a meshing of the individual’s and 
the firm’s goals, the consistency of an approach 
to business, ethics, and practices, and so on— 
are the same with any hire and any affiliation. 
But office—the larger “team”—policies must  
be mutually important.

A team will be more interested in facilities 
available for each member, the availability  
of contiguous office space, and the extent  
of office-provided services (staff help and 
equipment like phones, copiers, printers,  
and fax machines, along with forms and  
reliable Internet availability).

Cutting-edge enhancements we promote to 
teams are paperless systems for contracts 
and long-term file access, a cloud-based 
bookkeeping system for quick post-closing 
payouts to each team member, and immediately 
available reports. We also promote the 
availability of multiple conference rooms, our 
library of training materials; and easy parking 
for agents, visitors, and agent moving vans.

It’s also very important, I think, for the broker 
to stress that there’s a strong office climate of 
inclusiveness. That is, all agents and staff—
whether individuals or on teams—are equal 
and important. And everyone is encouraged to 
participate in office meetings, training, parties, 
and community events. This keeps teams from 
being on the outside, and everyone gains.” 
—John McEnroe, broker-owner, RE/MAX  
Town and Country, Aurora, Ill.



26 July/Aug 2014 www.crb.com

These Pros Are Tracking  

Social Media Marketing. Are You?

Technology

More and more brokers and agents have a blog. 
And they’re on Facebook, Twitter, Pinterest, 
and the list goes on and on. But how many are 
actually tracking their results? Here pros discuss 
how they’re monitoring their social media 
marketing efforts and what they’re learning 
from their efforts.

Personal tracking pays off

“I’ve been actively pursuing social media since 
October 2012, and I monitor it on a day-to-
day basis. I’m constantly learning new aspects 
of this communications field as it relates to 
residential real estate.

Winning real estate clients today involves 
winning the Google interview. This takes place 
before agents ever have the opportunity to  
sit down with potential clients. They hear  
us say what we do and where we work— 
and they Google us.

On a daily basis, I’m watching my Facebook, 
LinkedIn, Google+, Pinterest, and Twitter 
accounts. It’s more time consuming that I 
care to admit. I also thoroughly believe it’s a 
solid strategy. I’m starting to receive inquiries 
directly from my website.

I should add, importantly, that my search-
engine optimization strategy is based on 
passive, not monetary, SEO. I’m not part of the 
pay-per-click strategy. Instead, I write a daily 
blog post on real estate or the Boulder area. On 
occasion, I have guest posts created by other 
authors. Mostly, though, I’ve been writing 
nonstop daily for 18 months. My current goal  

is two years. And I just added video. I 
purchased a D5200 Nikon DSLR camera and 
wireless microphone so I can produce my own 
videos. Here’s one that helped my buyers win  
in a competitive scenario.

To track all this, I view my Google analytics 
at least every several days. I’m learning to 
look deeper into the information to see where 
my traffic is coming from. For instance, I’ve 
recently seen how powerful Pinterest can be. 
How? I wrote a post. In it, I added a back link 
to a top agent with a very strong social media 
program. He, of course, shared my post on his 
social media, including on Pinterest, where he 
told me has a strong following. In turn, I saw 
an instant spike in Pinterest traffic to my site—
which has me using Pinterest a whole lot more.

On Facebook, I’m constantly trying new 
techniques. Over Thanksgiving, I asked every 
family member to share a post, one after the 
other, just to see what would happen. I’ve found 
that placing photos in Facebook updates is OK, 
while placing Pinterest links get a tremendously 
larger viewership.

I’ve also discovered an interesting thing. You’ve 
surely seen the Facebook posts where there’s a 
photo with a quote. When the quote is made 
in Pinterest and then shared on Facebook, it 
works as a direct link to your website. When 
people follow the photo link, you get two clicks, 
one from Facebook to Pinterest and another 
from Pinterest to your web page. That’s instant 
SEO gold! You get super-high turnover but a 
lot of free clicks. This is a direct example of the 
advantage of running your own online social 
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media presence—learning what really  
works and what doesn’t. No one taught  
me this. It’s something I learned being  
active in social media.

As I stated, the heart and soul of my efforts is 
a day-to-day blog. I know there are agents out 
there paying money to have their social media 
campaigns run on their behalf. There’s nothing 
wrong with that. But I enjoy personally taking 
care of this aspect of my business because 
one great benefit is that I really do know 
what’s going on in the lives of my friends and 
associates when I bump into them at business 
networking events or call to check in.” 
—Bob Gordon, agent, RE/MAX Alliance 
Boulder, Boulder, Colo.

Learning who’s on which media

“Iowa Realty uses Facebook and Twitter to 
publicize its brand. We’ve hired Spindustry 
Digital to provide a quarterly social analytics 
report as well as a keyword report, which 
helps us rank and track our top keywords. 
We sit down with Spindustry four times a 
year to go over the report, and they give us 
recommendations on how to tweak what  
we’re doing to improve the overall picture.

Some metrics included in the report are:

• Traffic generation

•  Social media monitoring, including  
comments about Iowa Realty from within 
Facebook and Twitter

•  Social media metrics, including trends in 
friends and followers on social media

•  Our website’s bounce rate

• Time spent on the company website

• Top traffic sources

• Unique website visitors

We also use our own metrics from Google 
Analytics. The information we glean from these 
reports, coupled with the intelligence reports 
and recommendations from Spindustry, create 
a big picture of data that’s used to adjust and 
make decisions regarding social media content. 
It also serves as an early alert system if there’s 
some sort of problem we need to know about.

The monitoring service costs us about $2,500 
per quarter. What type of information are we 
uncovering? We’ve found that women are a 
much larger audience for us on Facebook, and, 
conversely, our audience on Twitter skews 
male. Knowing that will help us select and 
edit our content accordingly. Spindustry has 
also recommended we include more videos in 
Facebook and Twitter posts, since they tend to 
get a lot more views and more shares than other 
content.”—Danielle Gibbons, senior marketing 
coordinator, Iowa Realty, Des Moines, Iowa

Company owner and chief tracker

“I own a title insurance company, and it’s 
extremely important for me to keep track of the 
hits on my various social media sites as well as 
where visitors to my blog come from. As a small 
business, the job of monitoring our social media 
is mine. I know how to do this through a prior, 
non-business blog I’d written where I wanted to 
know my reach and on which I had advertising 
I wanted to track.

The first and simplest way I track is through 
Google Alerts that allow me to enter as many 
keywords and phrases I want. I’m then notified 
when those keywords and phrases appear 
somewhere online. I use “Michael Haltman,” 
“Hallmark Abstract Service,” “Mike Haltman,” 
“Hallmark Abstract,” and so on. This lets 
me know a little bit about my reach and 
publications I should potentially focus on  
for more promotion.
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I also added HTML to my blog’s template. 
That allows me to track every hit I get on my 
blog, and that’s the most comprehensive and 
useful thing I’ve done in terms of tracking. 
The specific tool I use is Statcounter.com. 
It provides me with the URL a hit came 
from, keywords that have triggered a hit, the 
geographic location of the hit, and so on. It 
also gives me traffic by the hour so I can see if 
a particular article has triggered interest. I can 
also track social media sites in this way because 
the URL will be from one of them as opposed to 
an actual website.

As far as social media goes, I’d say I get some of 
my most consistent results from StumbleUpon. 
As far as traffic spikes go, human interest-type 
articles—such as the most expensive apartments 
in New York City or what type of apartment 
you can rent for a specific amount of money—
tend to generate the most interest.” 
—Michael Haltman, president, Hallmark 
Abstract LLC, Jericho, N.Y. 

Even basic tracking is helpful

“I haven’t hired an outside company, but I am 
using the analytics from our web provider to 
monitor our social media response. From their 
analytics, we learn how engaging our contacts 
are. We can see how many people are sharing, 
liking, and commenting on posts as well as how 
many people each post is reaching. What have 
we learned? Photos and community events tend 
to get the biggest responses.” 
—Deborah Bacarella, GRI®, broker-owner,  
Elite Florida Real Estate, Boca Raton, Fla.

Great photos get great results

“Our company has been hired to manage 
the public relations initiatives, including 

social media community management, for 
Palmcorp Development Group, a Miami luxury 
residential developer and sales company. We 
manage Facebook with daily posts and ongoing 
campaigns to steadily increase the company 
page’s fan base.

Initially, we learned from that data that the 
majority of the company’s Facebook fans were 
from outside the country, mainly because of 
the aspirational aspect of owning a dream 
home in the United States. Due to the ongoing 
campaigns, Palmcorp’s page increases fans 
daily. We spend about an hour every day 
analyzing the data on fans, engagement, and 
monitoring the campaigns. We also spend at 
least another hour per day researching trends 
and creating new content for the page to 
accompany the photos.

The kinds of posts that generate the most 
engagement are those that show the features 
of the company’s semi-custom luxury homes. 
There are more likes, comments, and shares  
on these types of posts.

For now, we’re focused mainly on Facebook to 
cast a wider net of fans since it’s the top social 
networking site by sheer numbers. Also, due to 
the visual nature of the content, it’s much easier 
to ‘show, don’t tell’ with great images of the 
product—the homes.

What’s this cost? On average, Palmcorp 
spends about $500 per month on tasks related 
to performance monitoring of the Facebook 
page, which includes tracking metrics, doing 
research, and staying abreast of best practices 
to optimize results.”—Christiaan Lopez-Miro, 
Vine Communications Inc., Coral Gables, Fla.

Technology
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CoachingCorner

Darren R. Kittleson 
CRB

Helping to Identify the Gap

Darren Kittleson is a 20-year 
veteran of the residential and 
new construction real estate 
industry. Kittleson is a Keller 
Williams University regional 
trainer, BOLD Coach and a 
coach with Frame of Mind 
Coaching based out of 
Toronto, Ontario, Canada. 
He serves as operating 
principal and broker of two 
Keller Williams Realty offices 
in Madison, Wis. 

Industry-wide, Kittleson 
has served as president 
and treasurer of the 
REALTOR® Association of 
South Central Wisconsin 
(RASCW). He was named 
REALTOR® of Distinction 
by RASCW in 2000 and 
served as a director of the 
South Central Wisconsin 
Multiple Listing Service. 
Within the Wisconsin 
REALTOR® Association 
(WRA), Kittleson has held 
the position of state director, 
executive committee vice 
president, public policy 
committee chairperson 
and served on the strategic 
planning committee. For 
more information, visit 
www.framecoaching.com.



30 July/Aug 2014 www.crb.com

SalesStrategies

It’s Half-Time in  

This Year’s Sales Competition

John D. Mayfield 
CRB, e-PRO®, GRI

Category: Sales strategies

Materials Needed: Handouts included with 
meeting materials, flip chart

Estimated Time: 15-20 minutes or longer 
depending on the amount of time allowed  
for group discussion

PowerPoint Available: No

Meeting Objective: To help your team members 
evaluate where they are in terms of meeting 
their goals and objectives for the current year.

OPENING: Begin by reading the following from 
the Pro Football Hall of Fame website: “Joe 
Montana became synonymous with ‘comeback’ 
during his Hall of Fame career. Perhaps none 
of his heroics were finer than this day when 
he led the 49ers back by scoring on a 1-yard 
run, connecting on a 71-yard bomb and added 
another TD pass to rally San Fran from a 35-7 
halftime deficit.” See more here.

Task: Have your team members write down one 
to three goals they listed at the beginning of the 
year for their sales career.

Explain: “Unfortunately, most of us may not 
even be able to remember some of the goals  
we listed at the beginning of the year.”

Ask: “How many of you wrote your goals down 
on January 1 (or near that date) and continue to 

read your goals each and every day?” Be sure to 
congratulate any team members who answered 
yes. You might also debrief any successful 
participants by asking how reading their goals 
each day has benefited them.

 STEP 1

On your flip chart, write the following:  
\Halftime?

Explain: “There are several choices teams  
can make when they find themselves behind  
at halftime:

1.  Keep doing the same thing in the second 
half and expect different results (that’s the 
definition of insanity).

2.  Quit, and let the other team win the game 
(that’s rarely witnessed).

3.  Implement changes to their game plan to 
better prepare for and win the second half.”

 STEP 2

Debrief with the group as a whole: “Let’s focus 
on solution 3 and how you can implement 
changes to win the second half of the year.”
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John Mayfield, CRBSM, e-PRO®, GRISM, received 
his real estate license in 1978 and has been a 
practicing broker since 1981. He is a senior 
GRISM instructor for the Missouri Association  
of REALTORS® and the Arkansas Association of 
REALTORS® and is a master instructor for the 
CRB Council. John has been a featured speaker 
at the National Association of REALTORS® 
conventions, authored seven books, and  
created the “5-Minutes Series for Real Estate 
Agents.” For more information, contact  
www.easysalesmeetings.com.

SalesStrategies

Every excuse I ever heard 

made perfect sense to the 

person who made it.

—Dr. Daniel T. Drubin

 STEP 3

Group breakout (or for smaller offices, work 
as a whole): Have each group develop a list 
of changes agents should implement for the 
second half of the year to achieve their overall 
goals and “win” the game. Have each person 
assign a spokesperson to report on his or her 
suggestions and ideas to implement.

After 5-10 minutes, debrief with the groups  
and each spokesperson.  
Note: If you did this as one large group, list the 
creative ideas and suggestions on a flip chart.

CLOSING:

Encourage: Have the group suggest ideas or 
ways each agent can become accountable for 
their new game plan for the second half of the 
year. List suggestions on the flip chart, and 
encourage your team members to pick one 
or two suggestions they can use to become 
accountable for their new game plan.
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