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Don’t worry.
Be warranty.

Your clients' home happiness
is just a warranty away.

All systems and appliances will break down at some point. That's why
home warranty protection is a good idea. It’s simple — when a covered
item stops working, we’ll send a Pro to fix it, and help with repair costs.’

And, that’s something you — and your clients — can be happy about.
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*See the plan agreement at ahs.com/contracts for coverage details, including service fees, limitations and exclusions. Coverage
limits and charges for non-covered items may apply.

New Jersey Residents: The product being offered is a service contract and is separate and distinct from any product or
service warranty which may be provided by the home builder or manufacturer.

© 2025 American Home Shield Corporation. All rights reserved.
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FROM THE PUBLISHER

Getting Back to Business

o much for a carefree summer,
S eh? While the season should
be marked by good times
and relaxing moments, the pace of
change and controversy in residen-

tial real estate has only picked up
speed.

Perhaps your head is spinning over the
private-listing battle between Compass
and Zillow...and countless others who have chosen a side on
Clear Cooperation. Or perhaps you're one of the many waiting
(patiently?) for interest rates to drop, stuck on the sidelines as
the political drama plays out in D.C. Or maybe you're working
tirelessly to guide homebuyers and sellers, many of whom are
understandably confused about the market and mired in uncer-
tainty. Unfortunately, the summer of 2025 has been anything
but carefree for real estate professionals.

That's why it's more important than ever to keep your head
above water and turn down the noise. As several wise people
have advised, focus on what you can control instead of getting
caught up in the rapid current of this chapter in our industry’s

history. Stay informed, absolutely. But then get back to business.

If you need a little inspiration, | suggest you turn to page
34 where we introduce our five Regional Rookie of the Year
winners for 2025. One of these five standout new agents will
be named RISMedia’s 2025 Rookie of the Year at our Annual
Awards Gala on September 4, taking place during our 37*
Annual CEO & Leadership Exchange in Washington, D.C.,
September 3 - 5.

What | love most about these five impressive individuals is
their ability to succeed despite the turmoil that has engulfed our
industry during their first years in the business. Perhaps we all
need to take a page from their playbook and remind ourselves
why we chose real estate—and what it takes to succeed.

According to Ambre Theroux, our regional winner represent-
ing the Northeast, “Success came down to showing up—every
single day—with purpose and persistence. I'm motivated not
just by professional wins, but by the freedom and joy I'm build-
ing. That vision kept me focused, even on the toughest days.”

Please join the more than 400 brokers, executives, team
leaders and top-producing agents who will be attending
RISMedia’s CEO & Leadership Exchange in September. The
discussions that will take place during this unparalleled industry
think tank will be candid, strategic and motivating—so that we
can all get back to business and close out 2025 strong.

John E. Featherston
CEO & Publisher
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3 Ways to Modernize
Your Open House

By Clarissa Garza

f your open house still runs on printed flyers and a clipboard, it

might be time for a refresh. Today’s buyers, especially millennial

and Gen Z homebuyers, expect a more streamlined experience—

and you deserve tools that help make your job easier, too.

Digital tools can make events like an
open house more efficient, boosting
engagement and helping you cap-
ture and follow up with leads fast-
er—all without having to lug around
stacks of printed sheets or decipher-
ing messy handwriting.

Here are three ways to digitize
your next open house experience
and make a lasting impact on both
your business and your clients.

1. Ditch the Paper Sign-In Sheet
Paper sign-in sheets are outdated
and often inefficient. They're easy to
ignore, hard to read and, most im-
portantly, they don't integrate with the
digital methods agents typically use
to follow up with prospective clients.
Instead, set up a simple Google
Form or QR code at the entrance
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with clear signage. This will stream-
line the process, both for yourself
and open house attendees. Plus, you
can skip the step of transferring the
information into a digital format, as
it all happens and lives in one place.

2. Go All-In With QR Codes
In this day and age, QR codes are
the way to go. Instead of inundating
prospective clients with a stack of
papers during an open house, set up
clearly labeled QR codes in the main
areas of the home. You can set up
separate codes for different goals: a
sign-in sheet for getting a prospec-
tive client’s information, a link to the
home’s listing and another for your
website and/or social accounts.

By doing so, you won't overwhelm
prospective buyers with too much in-

formation or paperwork...and let's
face it, the stack of papers will likely
end up in a bin. Plus, it's more likely
that people will go back to those links
when they have a spare moment, and
it's much easier for them to look back
at their browsing history to find the
information they're looking for than
trying to remember where they left a
sheet of paper.

3. Follow Up, Segment Leads

If you did the first two steps, you like-
ly have a list of names, emails and
phone numbers. Make mental notes
(or take notes on paper or in your
smartphone) as you talk to each cli-
ent so that you can send them a per-
sonalized text or email the day after
the open house.

Not only will these notes help
you personalize messages to each
recipient, but you can use the infor-
mation to help you segment your
leads. When you identify these dif-
ferences, you can tailor your follow-
ups accordingly.

Digital tools can
make events like an
open house more
efficient, boosting
engagement and
helping you capture
and follow up with
leads faster.

Given that a home is one of the
biggest assets someone will likely
purchase within their lifetime, it's
important to foster that connection
so that you stay top of mind when it
comes time fo do more than just win-
dow shopping.

These small touches build trust and

keep you top of mind when casual
browsers become serious buyers. RE

Clarissa Garza is an associate editor for
RISMedia.



WOMEN IN REAL ESTATE @

Reinvention at Every Stage

By Joey Macari

obin Kencel has made a name for herself in one of the nation’s

most exclusive zip codes. A top 1% agent in the Greenwich,

Connecticut, market (and top 1.5% nationwide), Kencel leads a

powerhouse team at Compass specializing in high-end properties and

discerning clients. Her real estate career began over two decades ago,

flipping townhomes with a sharp eye for design and investment potential.

Now, with a national pageant crown
in hand and decades of business ex-
perience behind her, Kencel is cham-
pioning purpose-driven living at any

age.

Here, Kencel talks about the market
trends shaping buyer behavior, how
she empowers fellow agents, and
why she believes real estate is one of
the best industries for women entering
their second—or third—act.

You began your real estate jour-
ney flipping townhomes. How
did that shape your approach
today?

The first home | purchased was a
townhome under construction out-
side of Princeton, New Jersey. | did
a few customizations based on what
| thought would be preferences of the

target buyer and sold it upon com-
pletion, pocketing $30,000 in profit.
From there, we purchased a town-
home in Bronxville, New York, con-
tinued to carefully renovate homes,
and moved onto larger ones over
time. My interest in architecture, de-
sign and construction has great value
for my luxury clients today. | retained
top-tier architects, interior designers
and contractors—and learned first-
hand what made for good design,
decorating and, ultimately, what
was good, better and best in terms of
materials, finishes and workmanship.
That exposure enables me to evalu-
ate homes from a number of perspec-
tives when helping clients, whether
they're buying existing properties or
building from the ground up.

Is there a particular market
trend agents should pay closer
attention to today?

Sensitivity for the environment and
what's good for the planet is becom-
ing more prevalent, especially with
younger buyers. They're looking for
homes that aren’t too large and don't
have wasted space or unused rooms.
Not only do they see this as unnec-
essary consumption, but they’re also
concerned about water and energy
use. Agents who understand these
concerns will be more effective in
guiding clients and collaborating with
architects and design/build firms.

What is the most important skill
female agents should possess

when working in the luxury
market?

The ability to effectively negotiate with
male counterparts who don't have an
equality mindset. Encountering men
with strong communication styles and
aggressive body language can be
uncomfortable. I've learned to read
who's on the other side of the table,
understand my client and adjust my
approach to what | feel will be most
effective in getting the desired results.

How do you balance real estate
with dancing, mentoring and
your title as Ms. Connecticut Se-
nior America 2025?

Real estate is a 24/7 career, but that
doesn’t mean you have to be physi-
cally present around the clock. During
active negofiations, it's imperative to
be focused and available. I've been
in the business for over 20 years, and
| now limit my client load to no more
than four at a time. | also rely on col-
leagues to handle showings if I'm out
of town or have a scheduling conflict.
I’m careful to include not just appoint-
ments on my calendar, but “to-do”
items with deadlines—like article sub-
missions, rehearsals and check-ins
with mentees. Calendar management
is key.

What advice do you have for
women starting or restarting a
real estate career later in life?

Enfering real estate at an older age
makes more sense than people might
think. If a woman chooses to work
in the area she’s lived in for a while,
she'll likely have a strong network to
draw from—and that's a big advan-
tage. Whatever her previous career or
volunteer work was, there are trans-
ferable skills. And many older women
have more flexibility than they did
while raising children, which is valu-
able in a business with unpredictable
hours and last-minute client needs. RE

For more information, please visit
https://robinkencelteam.com.
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GREAT SPACES

S

Set high above the city, this sprawling residence features an expansive
wraparound terrace offenng 180-degree views of the Manhattan skyline.

Star Power Meets Sky-ngh
Style in Brooklyn

By Joey Macari

In this month’s edition of Great Spaces, join us as we look inside basket-
ball star Ben Simmons’ sprawling former residence that blends form and
function at every turn.

There’s a certain kind of
New York apartment that
doesn't just sit high above the
skyline but organically feels
like part of it. Perched in the
clouds at Olympia Dumbo,
Australian basketball star Ben
Simmons’ sprawling former Brooklyn
residence is one of those rare homes.
A seamless blend of modern minimal-
ism, understated luxury and personal
expression, this elevated duplex of-
fers a look inside the lifestyle of a

PROPERTY
HIGHLIGHTS:

Location: Brooklyn, New York
Listing Price: $16,995,000
Features: 5,261-square-foot

duplex with five bedrooms
and 5.5 bathrooms.

Added Appeal: Wraparound terrace
with 180-degree views, interiors by
Widell & Boschetti, guest/entertain-
ment wing, floor-to-ceiling windows,
heated floors and power shades.

-

Novo
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global athlete—now available for its
next chapter, as Simmons heads west
to join the Los Angeles Clippers.
Located in one of Brooklyn’s most
architecturally striking buildings, the
five-bedroom, five-and-a-half-bath-
room residence balances form and
function at every turn. Natural light
floods the interiors through oversized
windows, casting a glow across pale
hardwood floors and crisp white
walls. A wraparound terrace brings
the city in from every angle, with
unobstructed views of the Brooklyn
Bridge, Statue of Liberty and Man-
hattan skyline. But the views aren’t
the only “wow” factor. Designed by



Widell & Boschetti, the home is tai-
lored for both elevated entertaining
and quiet retreat, with a full guest
wing, state-of-the-art home theater
and expansive custom dressing room
anchored by a walk-in shoe closet
that doubles as a fashion statement.
But this isn't just a home—it's a life-
style. Olympia Dumbo's resort-level
amenities include two pools, a private
tennis court, boxing gym, bowling al-
ley, sauna, spin studio and more. It's
a building that matches the ambition
of its residents—of which Simmons,
known for his style and discipline on
and off the court, was a perfect fit.
RISMedia spoke with listing agent

M. Monica Novo of Douglas Elliman
who shared how Simmons’ personal
style, rooted in fashion, wellness and
modern minimalism, informed the
apartment's distinctive flow, refined fin-
ishes and standout features, culminat-
ing in a space that feels both strikingly
personal and effortlessly luxurious.

Joey Macari: What makes this a
Great Space?

M. Monica Novo: Residence
21A/D at Olympia Dumbo is undeni-
ably in a league of its own. While the
skyline views and expansive wrap-
around terrace are show-stopping
features, what truly sets this home

GREAT SPACES

y i P il

Rooted in fashion and modern mini-
malism, the home's walk-in shoe closet
is a “jaw-dropper” during showings.

apart is the scale and seamless inte-
gration of indoor-outdoor living.

JM: From the basketball court
to the walk-in shoe closet, how
did Ben Simmons’ lifestyle influ-
ence the layout and design of
the space?

MN: Ben Simmons’ lifestyle—cen-
tered around fashion, basketball and
wellness—inspired a layout focused
on flow, functionality and bold per-
sonal style. His influence is seen in
the sleek finishes, custom lighting and
open entertaining spaces. Yes, the
walk-in shoe closet is a standout—it
feels like a luxury boutique. It's dis-

RISMedia’s REAL ESTATE August 2025 9



GREAT SPACES

tinctly “Ben” with its scale, organi-
zation and dramatic display. During
showings, it's always a jaw-dropper,
and often sparks conversations about
his passion for sneakers and style.

“Living here means
more than just own-
ing a home; it’s buy-
ing into an elevated
lifestyle. It's about
synergy—pairing
the unit’s design and
layout with the un-
matched amenity

offering.
-M. MONICA NOVO,

Douglas Elliman

JM: Olympia Dumbo has ame-
nities that rival a luxury resort.
How do you market a property
like this when the building itself
is practically a co-star?

MN: We highlight the unit’s unique
features while positioning the building
as a value amplifier—showing how
living here means more than just own-
ing a home; it's buying into an elevat-
ed lifestyle. It's about synergy —pair-
ing the unit's design and layout with
the unmatched amenity offering. We
tell the story of how the space and
services together create an unparal-
leled living experience.

JM: With everything from a
boxing gym to a bowling al-
ley, it’s more than a condo—it’s
a lifestyle. How do you balance
selling the unit versus selling the
building?

MN: We focus on both: lead with the
unit’s unique features, then highlight
the building’s lifestyle amenities as
added value. The unit sells the space;
the building sells the experience.

10 August 2025 RISMedia’s REAL ESTATE

. Tailored for elevated entertaining and quiet retreat, the
| space feels strikingly personal and effortlessly luxurious.




GREAT SPACES

JM: What's your strategy when
listing a home that’s not only
stunning, but also comes with
serious celebrity appeal?

MN: There's absolutely a tailored
approach. When a property has ce-
lebrity appeal—like Ben Simmons’—I
lead with the name to generate buzz
and press, but | anchor the strategy
in the property’s true value: architec-
ture, layout and finishes. It's a mix of
leveraging star power while making
sure the home stands on its own mer-
its. Press, privacy and presentation all
get elevated.

JM: Having handled high-end
listings before, what's your ap-
proach to client discretion and

“To create buzz while protecting privacy,
| focus the narrative on the architecture,
design and unique features of the home.”

-M. MONICA NOVO,
Douglas Elliman

storytelling when working with
A-list properties like this one?

MN: Discretion is key. | approach
every high-end listing with confiden-
tiality at the forefront, ensuring all
team members and collaborators sign
NDAs where needed. To create buzz
while protecting privacy, | focus the
narrative on the architecture, design
and unique features of the home —not

the owner unless the owner desires
the press. We craft a lifestyle story
that speaks to the property’s essence,
not the personality behind it. Selective
media placement and private show-
ings allow us to maintain exclusivity
while still building intrigue. RE

For more information, please visit
https://www.elliman.com.
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g ASK THE NEWSMAKERS

Building and
Sustaining a
Successful Team

By RISMedia Staff

vilding a well-structured team is the name of

the game for those looking to join forces and

expand their business while offering a level of
service that can’t be matched in today’s competitive
environment.

But as the ground beneath the market continues to
shift, team leaders aren’t just navigating their own
way through the storm. They need to shine a light for
their team to follow as they face the challenges asso-
ciated with leading entrepreneurs toward a common
goal while building a collective brand team members
can rely on—understanding their team well enough
to choose real estate professionals that are a good fit.

To gain insight into the ins and outs of team build-
ing in today’s market, we asked some of our 2025
Real Estate Newsmakers the following question:

“What is the most important factor in building—and
sustaining—a successful real estate team in today’s
market?”

Here’s what they had to say:

ACHIEVERS

Frances Katzen
Founder & Leader, the Katzen Team
Douglas Elliman

“In a dynamic environment like New York City, the most
important factor in building and sustaining a successful
real estate team is effective communication, collabora-
tion and accuracy. This means not only ensuring that team
members share information and resources, but also foster-
ing a culture of trust and support. Staying adaptable to
market changes, leveraging technology for greater effi-
ciency, and prioritizing continuous education and training
can significantly enhance team performance. Equally im-
portant is establishing strong relationships with clients and

Gold Sponsor Bronze Sponsors
REAL ESTATE .
A
#28 \IEBMASTERS Home Sheld
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understanding their needs, which allows for personalized
service and fosters long-term loyalty.”

CRUSADERS

Lisa Nguyen

Team Lead

The International Group at RE/ MAX Professionals

“Provide a service that others cannot offer, and remem-
ber not to put all of your eggs in one basket. Our team
is fluent in 11 different languages—and sells residential,
commercial and businesses. We also have a mission
that is greater than making money. Instead of farming
neighborhoods, we serve communities. The International
Group at RE/MAX Professionals operates with six non-
negotiable core values: integrity, international, profes-
sional, hustle, community and closers. We also do not
see a dollar amount, which allows each and every cus-
tomer to be treated with the utmost respect.”

LUMINARIES

Kelly Boehmer

The Boehmer Team

Berkshire Hathaway HomeServices Select Properties

“| feel the most important thing in building and sustaining a
successful team in today’s market is to select team members
who are as committed to the team as they are to themselves,
and for the team being as much value to them as they bring
to the team. There has to be value in the relationship on both
sides in order for the relationship to be sustainable.”

-

FUTURISTS

Dana Green
Founder
Dana Green Team - Compass

“In today’s chaofic real estate environment, unwavering
alignment with core values is paramount. Successful teams
never deviate from their brand or compromise their clients’
needs. As real estate professionals, we hold the big pic-
ture for our clients, which must guide every team member’s
thinking and actions. This shared vision ensures each per-
son contributes meaningfully toward manifesting the team'’s
greatest collective potential. When value-driven decision-
making becomes the foundation, teams remain resilient
through market fluctuations while consistently delivering ex-
ceptional client experiences that build lasting success.” RE

Visit https:/ /www.rismedia.com/2025-newsmakers to learn more
about this year’s Newsmakers.

$HouseAmp fq Lofty @|RPR
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POWER BROKER INSIGHTS

Leading With Positivity

By Keith Loria

eal estate has been in Donny Samson’s life since he was six

years old, as his father, Danny Samson, worked in the industry

for decades.

He followed in his dad’s footsteps,
obtaining his broker license in 2007,
drawn to the entrepreneurial spirit of
the business. Samson loved the fact
that success was directly tied to ef-
fort—the harder you worked, the
greater the reward. That sense of
ownership over one’s future, along
with the ability to forge one’s own
path, truly inspired him.

Today, Samson is CEO of Samson
Properties, which has 21 offices in
Virginia from Richmond up through
Northern Virginia; one office in
Washington, D.C.; three in West Vir-
ginia; one in Delaware; and 14 in

Maryland.

What key milestones have
shaped your professional jour-
ney?

Donny Samson: One memorable
milestone was when my first two
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commission checks paid for my wife
Meredith’s engagement ring. From
there, my “why” became even more
clear—my wife and our four beautiful
daughters. They are my daily motiva-
tion and the driving force behind my
commitment fo grow, achieve and
build something meaningful for our
family.

How would you characterize
the Northern Virginia mar-
ket throughout the first half of
2025?
DS: The market is balanced right
now—a refreshing change. We're
seeing 30% to 50% more inventory in
many areas compared to this time last
year. | view that as a healthy devel-
opment. It gives buyers more choices
and allows the market to normalize.
Well-priced homes that show well
are still drawing multiple offers. List-
ings that miss the mark on pricing or
presentation are sitting longer until
buyers see the value. Overall, this
shift toward balance is much healthier
than the frenzied market we've expe-
rienced in recent years.

How do you stay informed
about current real estate market
trends, and how do you use this
information to guide your busi-
ness strategy?

DS: | make it a priority to stay current
by reading all the major real estate
publications and industry reports.
More importantly, | analyze Bright
MLS data every week, including
trends in showings, new listings, con-
tracts and inventory levels. This real-
time data enables me to keep our
6,000-plus agents informed about

what's happening today, not just
month-old stats. That helps them make
smarter decisions and adjust their
strategies quickly in a rapidly evolv-
ing market.

Balancing work and personal
life can be challenging. What
strategies have you found to
be effective for maintaining a
healthy work-life balance in a
demanding field?

DS: This is non-negotiable for me—
my family comes first. I've never heard
anyone say they wish they spent more
time at work. | coach my daughters’
teams and make it a priority to be
present at their events. | build my work
schedule around family time, not the
other way around. | also prioritize my
physical and mental health. | work
out every morning, which helps me
start the day focused and energized.
While I'll take an occasional evening
call or email, | avoid scheduling meet-
ings on nights or weekends. When I'm
home, | try to be fully present.

What is your leadership philos-
ophy, and how do you inspire
and motivate your team?

DS: | lead by being present and en-
gaged. I'm in our offices or teaching
in “Masterminds” (live educational
sessions) at least twice a week. | also
record a weekly video update to keep
our agents informed and connected. |
may not be able to be everything to
everyone, but | want our agents to
know I'm just a call or email away.
Our culture is rooted in connection—
we call it our “SamFam.” | try to lead
with positivity, empower our team
leads and give them the autonomy
to run their departments while staying
aligned on big-picture goals. We've
built an incredible staff that helps el-
evate the company every day.

What’s one innovation you’ve
recently incorporated that has
made a noticeable difference?

DS: Our HQ2U weekly training days



have been a game-changer. Every
Wednesday, 10 of our HQ staff trav-
el to one of our offices for a full day
of training, classes and connection. |
personally lead a business-building
session in an open Q&A format, and
we typically get around 50 agents in
attendance.

This initiative has had a huge im-
pact, especially in today’s climate,
where misinformation and negativ-
ity are rampant. These in-person
sessions foster real connection, pro-
vide clarity and help agents grow
their businesses with confidence
and support.

Grand opening of the firm’s new
headquarters in spring 2023.

Diamond Level
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POWER BROKER INSIGHTS

What would you point to as
your firm’s unique value propo-
sition in your market?

DS: We're a 100%-commission firm
with low fees. Our goal is to keep
as much as possible in the agent's
pocket. But what truly sets us apart is
the level of support we offer. With 40
offices, a full-service print center and
free marketing materials like postcards
and flyers, we make it easy for agents
to market themselves. We also offer
extensive free tech, training and col-
laboration opportunities. Our mission
is simple: equip our agents with ev-
erything they need to succeed and let
them keep more of what they earn. RE

At

VITALS:

Samson Properties

Years in business: 25

Size: 40 offices, 6,100 agents

Regions served: Northern Virginia,
West Virginia, Washington, D.C.,
Delaware and Maryland

2024 Transactions: 19,253 units
2024 Sales Volume: $10,523,017,225
https:/ / samsonproperties.net

Samson in the dunk tank at the
firm’s annual Samson festival.

ST

Agents packing meals for those in need through a partner-
+ ship with Generosity Feeds and the Samson Cares program.

Power Broker Insights is sponsored by:

REAL ESTATE
WEBMASTERs | Mg fAmercan

Event Level

$HouseAmp. fo Lofty @|RPR
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POLICY & LEGAL MATTERS

A Victory for
Homeownership—and
a Testament to Realtor®
Advocacy

By Shannon McGahn

he One Big Beautiful Bill Act is now law, reshaping the American

tax landscape and delivering transformative investment in hous-

ing. From current homeowners and first-time buyers to real estate

professionals and communities across the country, the gains are signifi-

cant—and hard-won.

At the heart of these wins is the Na-
tional Association of Realtors® (NAR),
whose persistent advocacy helped
secure policies that protect homeown-
ers, expand affordability and recog-
nize the essential role of real estate in

American prosperity.

These victories are not luck—they
are the result of rigorous research,
strategic outreach and members
speaking with one voice in every zip
code in America.

NAR'’s top five priorities made it
into the final bill:

* A permanent extension of lower
individual tax rates, creating
household stability;

* An enhanced and permanent
qualified business income (QBI)
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deduction, supporting indepen-
dent contractors and small busi-
nesses;

e A five-year quadrupling of the
SALT deduction cap, delivering
relief to homeowners in high-tax
states;

* Continued protection for business
SALT deductions and 1031 like-
kind exchanges, vital tools for real
estate investment;

* And a permanent mortgage inter-
est deduction, a key incentive for
homeownership.

These provisions support first-time
and first-generation buyers, pre-
serve homeownership incentives and
strengthen housing supply. Real es-

tate drives nearly one-fifth of the U.S.
economy, and lawmakers clearly
heard the message: homeownership
is vital to middle-class wealth and
economic strength.

For months, NAR backed its mes-
sage with original research, economic
analysis and national polling. Mem-
bers met with lawmakers, were invited
to the White House and helped shape
evidence-based policy. When thou-
sands of Realtors® came to Washing-
ton this June, they brought compelling
data:

* 92% of voters support tax-free sav-
ings accounts for first-time buyers

* 91% want mortgage interest de-
ductions preserved

* 86% back lower individual tax
rates

* 61% support lifting SALT caps

The law also includes other key provi-
sions:
* Permanent enhancements to the
Low-Income Housing Tax Credit
* A higher child tax credit
* A stable estate and gift tax ex-
emption
* Renewed Opportunity Zones
* “Baby bonds”"—$1,000 for every
newborn, potentially helping fund
future homeownership

These reforms are a strategic invest-
ment in housing, wealth-building and
local economic growth. Real estate
helped bring Washington together—
and Realtors® delivered the facts, the
stories and the urgency needed to get
it done.

This is @ moment to celebrate. But it's
also a call to stay engaged. What we
win today, we must defend tomorrow.
That's the real work of advocacy—
and Realtors® are ready to lead it. RE

Shannon McGahn is
executive vice president and
chief advocacy officer for
the National Association of
Realtors®.



Real Estate Marketing
That Actually Works

By Darryl Davis

et's be honest: No one wants to be that agent. You know the one:

constantly posting listings, flooding inboxes with stats or making

every conversation about the market. In a world where attention is

scarce and trust is everything, staying top of mind doesn’t mean being

loud—it means being genuinely present.

That's where the 3-3-3 Rule comes
in. It's a simple system designed to
help real estate professionals nurture
relationships without coming across
as pushy or transactional. It's about
consistency, not pressure. Value, not
volume.

Here's how it works. Each month,
commit to these three actions:

Call 3 people. Pick up the phone
and check in with three people —cli-
ents, past clients, prospects or sphere
of influence. Keep it light. Ask how
they’re doing, mention a recent lo-
cal event or congratulate them on a
milestone. You're not pitching—you're
connecting.

Send 3 personal notes. A handwrit-
ten note is rare—and powerful. Thank
someone for a referral, wish them a
happy home anniversary or just let
them know you're thinking of them.

People remember those small, sincere
gestures. (Some even save them for
years.)

Share 3 pieces of value. Whether
it's a seasonal home maintenance
checklist, a market snapshot or a list
of local weekend events, aim to offer
something helpful. Ask yourself: What
would | find useful if | were a home-
owner—or planning fo become one?

When done consistently, these small
acts build familiarity, trust and visibil-
ity —without overwhelming anyone.

Be Strategic on Social Media

No, you really don’t need to post five

times a day. Focus on relevance and

connection:

¢ Share behind-the-scenes moments
from your life or business.

¢ Celebrate client wins and mile-
stones.

o
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* Highlight local events and favorite
small businesses.

o Offer short, helpful tips for buyers,
sellers or homeowners.

And remember—don't just post. En-
gage. Comment, like and respond.
Social media is a conversation, not a

billboard.

Use the Calendar to Your
Advantage

Holidays, seasons and special oc-
casions are built-in touchpoints. A
spring-cleaning checklist, a fall main-
tenance guide or a holiday card with
a local recipe —these simple gestures
show that you care and keep your
brand in their home (and heart). Even
small surprises—like a packet of seeds
in spring or a Halloween goodie
bag—can make a big impression.

Make It a Habit

Here's the real magic: schedule it. Put
relationship-building activities in your
calendar weekly or monthly. What
gets scheduled gets done—and what
gets done grows your business.

Lead With Heart, Not Hype
Staying top of mind doesn’t mean
being the loudest voice. It means
showing up with purpose, care and
consistency. The 3-3-3 Rule isn't just a
strategy —it's a mindset shift. One that
transforms marketing into meaningful
connection. Start small, stay steady,
and watch your relationships—and
referrals—grow. RE

Darryl Davis has trained and coached more
than 600,000 agents globally. He is a best-
selling author of “How to Become a Power
Agent® in Real Estate,” which tops Amazon’s
charts for most-sold book

- to real estate agents. Davis
hosts a weekly webinar

to help agents succeed in
changing times. Visit
http://www.DarrylSpeaks.
com/Online-Training.
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Property-Search Filters New
Agents Should Master

By Devin Meenan

ndustry reports have been saying that housing inventory is increas-
ing, climbing up from its well-documented shortage. With more op-
tions hitting the market, more buyers may be enticed to get off the

sidelines and into the real estate game. And with more options to choose

from, they’ll need help sorting through what's on the market to find the

right home. That’s where agents come in.

The first step many take in a home
search is to visit online listing por-
tals. As you search through various
portals, whether it's a public portal
such as Zillow or your local MLS,
search filters are vital. Ideally, your
search will begin with some generic
filters before adding more to the mix
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as you narrow down the properties
that have caught your clients’ eyes.
Many portals are even embracing Al
to give these filters extra power, but
it's important to remember that by ap-
plying too many filters, the results will
often be too narrow.

The obvious filters to begin with are

listing price, size and location range
based on what you know your client
is looking for. But what filters should
be prioritized after that, especially if
you're a new agent who isn’t used to
the property search process? While
a conversation with your clients will
shed light on their wants and needs,
the following filters are often useful
for both agents and clients.

Monthly Payment on the Home
Listing prices can be deceiving, be-
cause while they signify what your
buyer clients will pay upfront, they
are not the entire price tag. Home-



ownership is an ongoing expense
thanks to property taxes, mortgage
rates, homeowners insurance and
more. So, when nailing down the
price of a home, be sure your clients
are aware of not only the listing price,
but the estimated monthly payment
as well.

Portals such as Realtor.com® and
Zillow include a monthly payment
filter under the broader “price” cate-
gory, calculated based on the afore-
mentioned costs of homeownership
and more. If the listing price is within
your buyers’ budget, but the monthly
payment gives them pause, that's an-
other house you can cross off the list
to keep your search productive.

Number of Days the Listing Has
Spent on the Market

Realtor.com cites the number of days
a listing has spent on the market as
a factor buyers should be aware of
during a home search. True to their
word, Realtor.com’s listing status filter
includes an option to see how many
days the listing has been on the por-
tal, from the day it was listed out to
30 days. Zillow offers a similar “Days
on Zillow” feature, from one day to
36 months.

If a home has been on the market
for a relatively long time, that can put
your buyer client in a better negoti-
ating position. If the seller hasn’t had
luck selling their property, they're
likely more eager to compromise in
order to make a deal. When look-
ing at days on market, if you see that
the home has been sitting for weeks
(or longer), it opens the door for a
conversation about why the property
isn't moving. This shouldn’t be an ag-
gressive question. Simply approach
it as though you're being thorough
in obtaining every piece of relevant
information.

To that point, a buyer might also
think a home being on the market for
multiple weeks is a red flag. Take the
time to explain why this isn't neces-
sarily the case, while filtering out

homes that have been on the market
too long for your client’s liking.

The Home’s Age and Condition
Some overlapping filters can be used
to separate houses out by their age:
When was it built2 Is the home an
existing/pre-owned property or a
newly constructed home? If the home
is a new construction listing, could
there be a premium on the price?
How high is that premium? Filtering
out new construction can be an effec-
tive way to keep findings within your
buyer clients’ price range.

When looking at days
on market, if you see
that the home has been
sitting for weeks (or
longer), it opens the
door for a conversation
about why the prop-
erty isn’t moving.

If the home is decades old, will it
need renovations? Perhaps clients
don’t want a home past a certain
age because renovations are exactly
what they expect. You can come to
the seller and their agent armed with
knowledge of an aged house and
inquire about what renovations have
recently been made.

In this case, it's also useful to get a
full list of the home’s amenities (appli-
ances, air conditioning unit, heating
components, efc.), so you can inquire
about their age and the cost of reno-
vating or replacing them if the need
arises. This also offers a good oppor-
tunity to share local businesses (con-
tractors, electricians, plumbers, etc.)
you've worked with in the past, show-
casing your value on a deeper level.

Monthly HOA Fees, if
Applicable

One of the costs weighed in monthly
payments is the membership fee for
the Homeowners Association, or

o
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HOA. Some portals include a filter
for the maximum amount of monthly
HOA fees, ensuring that your buyer
won't be shocked by the fee if /when
they become homeowners within that
association.

A possible range for this filter is
only houses with no HOA fees, es-
pecially if your buyer doesnt feel
like paying the extra expense. To
ensure your due diligence, be sure
to explain the specific pros and cons
of HOA membership so that your cli-
ents’ decision about avoiding the fee
is a fully informed one.

Going into a negofiation with a
seller knowing that there is or isn't
an HOA fee, and the implications of
what that means for owning the home
in practice, also creates a more open
and transparent dialogue.

Tours Being Offered on the List-
ing, and When

Listing portals are a quick and easy
way to pin down which listings your
client might be interested in. But a
prospective buyer will likely (and ab-
solutely should) want a closer look
at the home, and in-person, before
making an offer.

Zillow allows searches to filter
out homes if they don’t offer a 3D
tour, an open house and/or an Al-
powered Showcase, while the front
page of Homes.com’s search engine
includes tabs for 3D tours and open
house schedules for listings near you.
If the 3D tour impresses your buyer,
you can then look into open house
times and take the next step of your
clients’ home search from digital to
physical. RE

Devin Meenan is an assistant
editor for RISMedia.
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Boost Your Call
Answer Rate and
Lead Engagement

REAL ESTATE WEBMASTERS LAUNCHES CALLER
ID FOR REW DIALER

By RISMedia Staff

eal Estate Webmasters (REW) has officially

released a Caller ID feature for REW Dialer,

offering customers a more personalized and
trusted way to connect with leads. This latest prod-
uct update allows agents to use their own phone
number when calling leads directly from REW CRM,
which can increase answer rates and avoid calls be-
ing labeled as spam.

REW Dialer’s Caller ID was developed as a response
from the community’s feedback, and as a company
known for shaping its products around what agents
need, it's no surprise that this requested feature has been
added to the dialer.

This feature is a must-have for agents who want to suc-
cessfully connect with more prospects. When a lead re-
ceives a call from a number they recognize, they're more
likely to answer. By allowing agents to display their own
number instead of a virtual number, the Caller ID invokes
familiarity and trustworthy feelings.

“This is about improving that first touchpoint,” says

Morgan Carey, CEO of Real Estate Webmasters. “When
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your own number appears on the screen, you're not just
another unknown call. You become a real human being.”

Adding Caller ID to REW Dialer is another way to help
agents have more meaningful conversations. It's through
these real connections that conversion can happen, and
Real Estate Webmasters’ mission is to equip agents with
all the tools they need to jumpstart those interactions. This
focus on conversations isn't new. The REW Dialer up-
date earlier this year also features Conversations map-
ping, allowing users to automatically categorize their
calls based on outcome. Together, all these new dialer
features support agents in their lead engagement and
conversion efforts. Looking ahead, customers can expect
future product releases to continue building on this path.

Together with the Caller ID feature, Real Estate Web-
masters also released a new phone number status icon
on the CRM's Lead Details page and Leads View. This
visual guide helps agents instantly verify if a lead’s num-
ber is valid or not. Additionally, phone number status fil-
ters were added to make it easier to segment leads and
maintain a clean database.

If you're a current REW Dialer user, these features are
already available on the platform. You may reach out
to your account manager if you have questions or need
help with setup. REW CRM users who are interested in
adding the Dialer to their CRM may easily do so by con-
necting with their account manager.

“We're always looking for ways to make life easier for
agents,” concludes Carey. “With these updates, we're
helping them start more conversations and boost their
chance of closing more deals.” RE

For more information on Real Estate Webmasters’ products and
services, please visit www.realestatewebmasters.com, and check
out their latest updates and releases at www.realestatewebmasters.
com/resources.

Your Caller ID

Dialer Preferences

Dialer Mumber
+177B6527340

Outgoing Calls

Enable Caller ID

REW Dialer Caller ID

Phone Number Status Icon [




Leveraging Data to
Drive Value

REALTORS PROPERTY RESOURCE® (RPR®) A
GAME-CHANGER FOR THOSE LOOKING TO
MAINTAIN A COMPETITIVE EDGE

By Joey Macari

s CEO of Keller Williams Homewood in Bir-

mingham, Alabama, Lindsay Sport leads

with a rare mix of strategy, insight and
heart. A seasoned real estate professional, investor
and entrepreneur, she’s built her business on edu-
cation, precision and an unwavering commitment to
delivering value to her clients.

One of the key tools in her arsenal is Realtors Property
Resource® (RPR®), the exclusive online property database
platform she describes as essential to her day to day. “I'm
all about data and numbers,” says Sport. “RPR allows
me and my team to combine what we know with what
we can show—and that's where the real value comes in.”

Among the newest features to catch her attention is the
Market Activity report with Market Trends, along with its
shareable link, which updates every 48 hours. “This is a
total game-changer,” she says. “I can send the link to my
clients, and they receive the most current data without me
having to resend anything.” For sellers who begin plan-
ning months in advance, this real-time access is a major
advantage. “The market changes all the time,” she adds.

BUSINESS BUILDERS @

“This tool keeps them updated automatically, without me
needing fo constantly follow-up.”

Sport has also begun to incorporate the RPR mobile
app into her business, and she’s seeing her agents follow
suit, giving her the flexibility to access data wherever she
is—whether in the office or at a showing. “I'm excited to
have immediate access to everything right at my finger-
tips,” she says. “When I'm out in the field, | can look up
surrounding homes or pull data on the spot. | can check
recent closings to see if a property is priced accurately,
or quickly find similar homes that are available.” It also
helps her stay sharp with her own listings. “If I'm inside a
property and a question comes up that | don’t remember
the answer fo offhand, it's right there in the app.”

Tailoring the experience to fit each client’s needs is
another area where RPR plays a big role. “I love that |
can pick and choose what to include based on what's
most important to my client,” says Sport. “RPR has so
much information on the factors that truly impact the
sale of a home. I'm sharing this kind of info with clients
almost every day.”

When it comes to pricing, RPR’s comparative tools
give Sport—and her agents—an edge, especially in
situations where MLS data might fall short. “I've had a
lot of success using RPR’s comparables,” Sport says. “It
pulls from off-market properties and surrounding areas,
which is key—because sometimes the comps you need
aren’t in the MLS.” That broader search capability al-
lows her to fine-tune values based on upgrades, home
condition and more. “My favorite stat is the ‘list-to-sold’
ratio,” she says. “l use it to help buyers understand how
aggressive they need to be with their offers and to give
them a sense of what homes in a particular area are
actually selling for.”

To further enhance her workflow, Sport encourages
a tech-savvy culture among her agents, combining RPR
with other platforms that complement her research-driv-
en style. “I'm a Homes.com member, and it works really
well alongside RPR,” she says. “I still do a lot of manual
searches, but | always use RPR as a baseline or starting
point—especially when I'm having trouble locating cer-
tain properties.” She also uses it as a final step to confirm
her findings. “I love how it pulls from multiple sources. By
combining tools like these, | can deliver real value to my
clients while educating them along the way.”

For Sport, tools like RPR aren’t just conveniences—
they're competitive advantages. And in a market that
moves fast and demands expertise, that edge can make
all the difference. RE

For more information, please visit https://www.narrpr.com.

RISMedia’s REAL ESTATE August 2025 21



COVER STORY

THE GREATEST REAL ESTATE
SOFTWARE IN HISTORY

Top team leaders join Real Estate
Webmasters advisory board to help
redefine the future of prop tech

By RISMedia Staff

Ken Pozek
The Pozek Group

Morgan Carey #1 Keller Williams Team (USA)

Real Estate Webmasters

Justin Havre #1 Custom CRM Company
Justin Havre Real Estate Team

Gary Ashton #1 eXp Realty Team (Canada)

The Ashton Real Estate Group

#1 RE/MAX Team (Worldwide)

22 August 2025 RISMedia’s REAL ESTATE



hat would you get if you brought together
Muhammad Ali, Wayne Gretzky and Michael
Jordan on the same starting lineup?

You'd get history in the making.

And in the world of real estate
technology, that's exactly what Real
Estate Webmasters (REW) has set
out to do.

According to Founder & CEO
Morgan Carey, as the world’s No.
1 custom real estate marketing and
software agency, REW has built em-
pires alongside the top producers on
the planet. And now, with the help
of some of the greatest team lead-
ers in the business—Gary Ashton of
RE/MAX, Justin Havre of eXp Realty
and Ken Pozek of Keller Williams—
Carey is poised to take the top spot
in arguably the most important bat-
tleground in real estate software:
CRM.

The REW Legacy: The Powerhouse
Behind Real Estate’s Most Suc-
cessful Teams

Real Estate Webmasters didn't be-
come one of the most successful
agencies in the real estate space by
accident, explains Carey. The firm
has spent over two decades working
alongside some of the industry’s best
leaders, refining a formula designed
to make top agents and teams un-
stoppable online. That formula in-
cludes:

Search Engine Optimization

“We are the definitive leaders in real
estate SEO—bar none,” says Carey.
“We've consistently generated billions
of dollars in real estate sales through
organic traffic. No gimmicks. No
tricks. Just technically excellent,
sustainable and scalable SEO that
delivers year after year. REW'’s Re-
naissance website platform is the
most search engine-friendly platform

in the world. Our clients even show
up in Al-driven ChatGPT searches,
widely regarded as the next frontier
of search.”

Pay-Per-Click Marketing

REW's pay-per-click (PPC) programs
deliver some of the highest-quality
leads in the business, with conver-
sion rates and ROl metrics that sur-
pass industry standards. “Our deep
integration with  CRM and lead
tracking ensures that every dollar
is measurable, from the initial click
to the final commission check,” says
Carey. “We don't just run ads—we
build entire conversion funnels,
landing pages and reporting mecha-
nisms to give team leaders total clar-
ity on performance.”

Custom Design

As a custom agency, REW's clients
benefit from the ability to create
whatever they can imagine. While
others offer templates, REW's aim
is to build experiences, creating
handcrafted sites with an emphasis
on WPO (web performance optimiza-
tion), which are optimized to convert,
lightning fast and stunning on every
device.

“We've never believed in one-
size-fits-all design,” explains Carey.
“Our clients are building serious
brands—and serious brands deserve
websites that stand out, perform ex-
ceptionally and leave a lasting im-
pression on consumers.”

The Evolution: From Marketing Ti-
tan to CRM Powerhouse

Real Estate Webmasters has long
been known for delivering some of
the industry’s best websites, high-
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quality leads and world-class cus-
tom design. But in recent years, the
firm has turned its focus inward to
answer a critical question: How can
we help our customers convert more
leads, retain more agents and drive
greater ROI2

That single question launched a
multi-year journey of innovation—
one that saw REW invest tens of
thousands of hours and millions of
dollars into building what is now one
of the most advanced CRM platforms
in real estate, says Carey.

“This wasn’t an incremental
evolution,” he explains. “It was a
ground-up reimagination of what
a real estate CRM should be. We
didnt want to simply match what
others had done—we wanted to
create something that truly solved
the biggest challenges facing agents
and team leaders.”

To ensure REW truly understood the
day-to-day challenges of real estate
agents and team leaders, Carey and
his wife Carly even launched their
own real estate team, giving them
firsthand insight into what agents
need—and what traditional CRMs
were missing.

“We experienced, in real time, the
pain points our clients were facing:
incomplete data, lack of accountability,
fragmented workflows, disjointed
communications and poor lead
attribution,” says Carey. “We didn't
just write down the problems—we
lived them. And then we solved
them.”

The result? A platform built around
how agents and teams actually work.
“REW CRM delivers unmatched
agent accountability and leader-
ship reporting, combining front-end
user behavior, IDX engagement,
sold data and follow-up activity into
a single, unified experience,” Carey
explains. “It's something no other
platform on the market can replicate.
And we're not done.”
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Enter the Dream Team: The REW
Advisory Board

To help the firm excel at even higher
levels, Carey assembled an advisory
board like no other:

* Gary Ashton, leader of the No. 1
RE/MAX team in the world, the
Ashton Real Estate Group at
RE/MAX Advantage

¢ Justin Havre, leader of the No. 1
eXp Realty team in Canada, the
Justin Havre Real Estate Team

¢ Ken Pozek, leader of the No. 1
Keller Williams Team in the U.S.,
the Ken Pozek Group

“These are not just clients. These are
legends,” says Carey. “They've built
machines that dominate their markets
and generate thousands of transac-
tions a year.”

Their insight? Invaluable. Their in-
volvement?2 Game-changing.

Carey feels extremely fortunate
to have worked with these storied
leaders from the beginning of their
journeys, and more importantly, to
be able to call them trusted friends.
Combined, these three customers
alone have been with REW for over
40 years.

“Our track record of success to-
gether is unprecedented,” says Car-

ey. “"When | think about Gary, Ken
and Justin, | can’t think of a better
analogy than Ali, Jordan, Gretzky.
These aren't just the leaders of the
top real estate teams in the largest
organizations ‘right now.” These are
the leaders of the greatest real estate
teams of all time.”

In Carey'’s letter to the three lead-
ers proposing this collaboration, he
wrote, “If it doesn’t work for the best
in the world, then it's not the best. And
that's why | need your help.”

Excited to become part of the in-
ner circle, Ashton, Havre and Pozek,
along with their top team members
and advisors, will work closely with
REW over its next several releases,
ensuring Carey and his team remain
hyper-focused on the features and
tools that drive significant business
impact. They share their thoughts on
the partnership in their own words:

“The first features | recommended to
Morgan focused on tracking agent
activities that directly impact busi-
ness growth. Being able to measure
key metrics like conversion rates,
conversation length and outcomes
provides valuable insight, not just into
production, but also into identifying
performance gaps. This data allows

Justin Havre, Morgan Carey and Gary Ashton at the REW Studio, Nanaimo.
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us to coach agents more effectively,
helping them build critical skills and
ultimately grow their business.

“Alis another huge category where
the best CRMs are focused. | know
integration of Al into CRMs is the
future, and Real Estate Webmasters
has launched several exciting
artificial intelligence initiatives, built
on top of their proprietary ‘REWPert’
Al robot, that are going to be a
massive advantage for data-driven
team leaders. ”

Gary Ashton

“We've been with Real Estate
Webmasters since the very beginning
(over 20 years), and in that time,
we've become the No. 1 RE/MAX
team in the world. A significant part
of that journey was collaborating
with Morgan and his team to develop
innovative ideas for the platform.
From visiting their Vancouver Island
headquarters several times, to having
them out to Nashville for office visits
or REW Summits, and of course,
collaborating at hundreds of industry
events, we're always connecting in
person and collaborating.

“This new advisory solidifies in
many ways what REW has always
done: bringing together the best of
the best, sharing ideas and building
amazing products. Getting together
the top team leaders in RE/MAX,
KW and eXp is a brilliant move, and
| know both Justin and Ken very well;
they are two of the brightest minds
in our industry. As a FUB (Follow
Up Boss) user, | can also say the
timing makes a lot of sense—since
Zillow purchased FUB, there are a
lot of team leaders and brokerages
looking for alternatives. FUB has
been great to us, but knowing there is
an amazing alternative should things
go in a different direction at Zillow
makes us feel good about the future
of our business and the safety of our
data.”



“The thing | love about REW is the
access and collaboration that we've
always had with the team. | mean,
where else do you have the owner’s
cellphone, and you can call or text
at any time with an idea, and you're
met with enthusiasm and an offer for
a meeting to help you work out the
ideas? And if you know Morgan, you
know you can DM him any time on
Facebook, seven days a week, and
he will always be excited to help you
with your projects or even provide
feedback on things you need help
with in your business that aren’t re-
lated to REW.

“For our part in this collaboration,
we're really focused on improving the
deal-flow portions of the CRM. We
come from Brivity, which has a lot of
great features and was founded by
Ben Kinney, a great operator and
business mind in his own right. Our
previous platforms (we've tried many)
have all had great features, but never
has there been ‘one thing’ that we
could use to power the most important
parts of our business. This new collab-
oration with REW promises to be that
one thing, that unifying platform, that
helps us reduce complexity (and cost)
in our business and make our trans-

action teams and agents even more
excited to be on our team.”

The Roadmap

One look at the 2025 roadmap, and
every real estate agent, team leader
and broker will instantly understand
just how significant the REW initiative
is, says Carey.

“We started by evaluating the top
CRM for real estate at the time, which
was Follow Up Boss,” he explains.
“On our forums and community, we
asked users ‘what” and ‘why.” What
about this software makes it so sticky,
and why would Zillow want to buy
it? We also asked them what would
make it even better.”

As the agent community shared
their favorites, REW made a list. But
not just a copy list. “Our philosophy
in developing the REW CRM is that
if a feature is beloved already, we
need to understand it and then seek
to make it even better,” says Carey.

Some recently completed exam-
ples from Carey’s CRM roadmap
include:

Real Estate Dialer

* Agents can use their own phone
number. A popular feature among
top CRMs is a dialer. However, no
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existing CRM dialers allow you to use
your own phone number while main-
taining the tracking ability of call at-
tempts and conversations, says Carey.
Team leaders who prefer having their
own company-owned CRM number
for accountability and transferability
can choose that option as well.

* Conversation logging. Dialers are
great, but sometimes agents get calls
on their personal cellphone, or team
leaders and brokers want to provide
agents with the option to use their
own cellphone. This leaves gaps in
the CRM data in terms of important
elements, such as date/time of calls,
as well as duration, Carey explains.
“Real Estate Webmasters has solved
this problem in an elegant way that
allows both dialer data and manual
cellphone calls to be merged into one
dataset for a complete and accurate
picture of an agent’s workflow and ef-
forts,” he says.

* Transcripts and Al ratings/feed-
back. The next phase of REW's dialer
is focused on automatically creating a
full transcript of dialer calls. This helps
in many ways, as it documents the
conversations for agents, saving them
time from making detailed notes, but
also provides a powerful insurance
policy with respect to transactions. In
the event there is ever a dispute dur-
ing or after a transaction, or claim
made of agent impropriety, the agent
now has documentation of the call
and can provide hard evidence that
a consumer was in fact informed or
made certain commitments.

REW is also now exploring using
artificial intelligence (Al) to analyze,
rate and provide feedback to agents
on their call performance in real-time.
This provides a 24/7 sales coach that
assists agents in training and process
improvement while removing the often
negative challenges of one-to-one,
in-person call reviews. As one team
leader put it, “When it's Al giving you
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Ken Pozek speaking at the REW Summit, Nashville.

the feedback, it doesn't feel personal
or like judgment. And so it's easier to
just take the feedback and learn and
grow, versus feeling like my manager
is coming down on me.” Managers
love these types of Al features, too, as
they allow them to focus on the posi-
tives within the agent partnership, as
opposed to always feeling like the
bad guy.

Sources and Deals

At its heart, Real Estate Webmasters
is a marketing firm. The company’s
roots are firmly cemented in SEO,
PPC and social lead generation.
For over 20 years, REW has been
generating more leads than any
other marketing agency, says Carey,
which has led to the growth of many
of the top teams and brokerages in
the world.

The common phrase, “50% of mar-
keting works, but no one can tell you
which 50%, so be sure to keep mar-
keting,” provides a convenient—and
often valid—out for marketing firms
when it comes to accountability. But
not at REW. REW has challenged
the notion that ROl is difficult to track
and calculate, and has launched a
series of features that provides what
Carey refers to as the most robust
and in-depth marketing/deal-analytics
engine on the market foday.

Here's how it works:
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* Sources: Any source can be
mapped through the REW CRM, be it
Google SEO, PPC, Realtor.com, Zillow
or Sphere. There are no limitations.
Once mapped, you can leverage the
system to log and monitor your spend
on the various platforms over time,
retroactively attribute lead data by
source and automatically track all in-
bound leads from any online source.

* Deals: The counterpart to Sources

is Deals. Real Estate Webmasters’
CRM provides a deal-management
system that is far more robust than
the competition, says Carey. In-
spired by great workflow Uls such
as Salesforce, REW'’s deal manage-
ment software starts at the very first
notable moment—setting an ap-
pointment. From there, deal man-
agement allows agents to track their
entire process from appointments
met to offers, subjects/contingen-
cies all the way through to closed
won/lost.

“The magic of Deals plus Sources
is that the REW CRM now knows ev-
erything about the transaction: from
the first dollar spent and how long it
took to capture the leads, all the way
through to how much commission
was dispersed to both the agent and
the brokerage,” says Carey. “Hav-
ing such robust and fulsome data
at our disposal allows Real Estate
Webmasters to provide the kinds of

insights and analytics that no other
CRM can match.”

The next phase for Deals is the
automatic ingestion of transactions,
Carey adds. Real Estate Webmasters
is currently working on an open AP
as well as with transaction manage-
ment companies, such as SkySlope
and BoldTrail, to automatically ingest
deal data in order to save customers
the time of manually logging closed
transactions.

Why This CRM Changes Every-
thing

“Let’s be honest. Most CRMs today
are eithertoo bloated with unhelpful
features, or too disconnected from
the daily realities of real estate,”
says Carey. “What we're building is
different.”

REW CRM is not just software, but
rather, a system designed with elite
agents and team leaders, for elite
agents and team leaders. It is de-
signed to empower brokers to hold
agents accountable, help teams grow
intelligently and provide a competi-
tive edge that can’t be replicated with
off-the-shelf solutions.

“If you're serious about perfor-
mance —about winning in your mar-
ket—you need tools that are built by
champions, advised by legends and
optimized for results,” says Carey.
“Brokers and team leaders, this is
your rallying cry.”

As with every product and ad-
vancement spearheaded by Carey
over the years, this latest launch is not
just about building a CRM.

“At Real Estate Webmasters, we're
building the future of real estate suc-
cess,” he says. “So here’s the ques-
tion: Do you want to be part of the
team that's changing the game—or
do you want to be chasing them?2” RE

For more information, please visit https://
www.realestatewebmasters.com/rew-crm/.



NEW PREMIER REPORT

MASTER YOUR
SOCIAL MEDIA STRATEGY

This exclusive report breaks down the
social media planning and content

creation process, providing ORe={0
expert-backed strategies to help you T 7:& J P";

. . :-" PREMIER -
elevate your presence online without
burning out. j
Whether starting from scratch or .
looking to improve your current READ REPORT
strategy, this report will help you take Scan the code above
control of your online presence and to view the report

grow your business.

Not a Premier member?
Join Premier at rismedia.com/premier to view this report and all of our exclusive content.
Use code SAVES50 at checkout for $50 off an annual membership.



Stacey Alcorn
Founder and CEO, Photography by Giordano Photograph

LAER artn www.kellygiordanophotography.com
o .

28 August 2025 RIS s REAL ESTATE
*




tacey Alcorn’s career reads like a roadmap of what's possible
when unwavering consistency, conscious seeking and persever-
ance align. The visionary force, founder and CEO behind Mas-
sachusetts-based LAER Realty Partners, one of the largest independent
brokerages in the country, began her career in mortgage. Her story—ev-
ery twist, setback and breakthrough—is not just about business growth.
It's a case study in personal transformation, spiritual alignment and the

relentless pursuit of higher goals.

Purpose is the quiet force that guides
energy, choices and actions toward
something greater, says Alcorn—the
steady current beneath relentless
effort, the spark that transforms
ambition into meaningful impact. Her
journey is, at its core, a testament to
purpose in motion.

Mortgages to Milestones

Alcorn began her career in the
mortgage business during her early
20s while putting herself through
college. Her first role2 Copying and
packaging loans. But she didn't stay
there long. With a natural inclination
for detail and an unstoppable work
ethic, she rose to become a mortgage
processor. It was during this time that
she became one of the early experts
on the then-nascent FHA 203k loan,
a program that would change the
course of her life.

With $3,500 she had saved from
birthdays and graduation money,
Alcorn bought her first property at 21
years old. She attended auction after
auction to learn the process, usually
crowded with competitive buyers.

“One day, it was pouring rain,
thunder and lightning, and nobody
showed up to the auction except me
and the bank,” she recalls. “Because
| showed up, | got the house. That
lesson has followed me through life:
Most people don’t show up in the
storm. | always will.”

That first project ignited an
enthusiasm for real estate and
real estate investments. Throughout
her 20s, Alcorn balanced college
classes with house renovations,

rehabbing multiple properties while
simultaneously rising through the
mortgage world.

Finding the Formula

In 1995, Alcorn graduated from
business school with a bachelor’s
degree and made the leap from
mortgage processor fo loan officer.
Even back then, she didn’t consider
herself a salesperson, so she was
determined to build her business
through authenticity, work ethic and
consistency.

Her strategy was simple but effec-
tive: Show up in person. She hand-
delivered rate sheets to more than 30
real estate offices weekly, each fime
with a quirky, memorable marketing
twist, such as her “Finding the right
loan is no picnic” rate sheet that was
covered with cartoon ants.

It worked. Within two years, as

LAER Realty Partners Chelmsford, Massachusetts, office
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one of the top loan officers at her
bank, Alcorn was promoted to vice
president status. “It wasn’t charm
or charisma; it was consistency. |
answered my phone (actually a
beeper back then). And | always
showed up.”

From Broker/Owner to Business
Architect

In 2000, at just 28 years old, Alcorn
purchased a small franchise real
estate brokerage with 11 agents. “I
wanted to really understand the real
estate business from the inside out.
And | realized quickly—mortgages
and real estate aren’t that different.
Both are relationship businesses.”

She applied the same lessons
from her mortgage career to grow-
ing the brokerage—being authen-
tic, being accessible and being open
to learning. Within a few years, the
firm grew to over 30 agents. As the
real estate brokerage continued to
expand, Alcorn made the strategic
decision to shift her focus away from
lending and into the emerging real
estate company.

And she continued to push herself.
At age 30, Alcorn enrolled in law
school, running the brokerage by day
and studying law by night, becoming
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¢ Alcorn (center, in red) at an awards ceremony for LAER s Florida office

a Massachusetts attorney in 2007.

“It wasn't about practicing law—it
was about proving to myself | could
do something | was told | would nev-
er be able to do,” she says, referring
to a high school education system
that programmed her to believe she
had learning disabilities. “In my col-
lege years | learned how to study,
how to research, how to truly learn.
Most importantly, | learned the art of
shedding all the mental programming
that would have led me to accept an
average life—beliefs, narratives and
limitations that had nothing to do with
my potential and everything to do
with conditioning that teaches people
to settle instead of create.”

From Student to Seeker

Alcorn’s boundless love of learning
led her to explore deeper questions,
those that went far beyond contracts
and closings.

“| wanted to understand why some
people achieve extraordinary things,
while others don’t—despite working
just as hard,” she explains.

From a very young age to the

Alcorn speaking at the company’s agent
mastery event, “Unleashed”
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present day, Alcorn reports consis-
tently reading more than 20 books
a year on a varied array of topics,
including world history, the human
condition, business, philosophy,
sales and science, as well as classic
literature. And in 2013, she set out on
her own modern-day journey in pur-
suit of understanding, interviewing
more than 400 high achievers over
six years, from Fortune 500 CEOs
to world-changers to celebrities. Her
work became a natural fit for media
outlets like the Huffington Post and
Entrepreneur Magazine, where she
became a contributing writer.

“| took what | learned in those in-
terviews and brought it back to my
laboratory—my  brokerage,”  she
says. “| applied those success prin-
ciples to the business and watched it
grow.”

Alcorn’s thirst for knowledge formed
what is now a fundamental part of
her current philosophy and business
strategy: tapping into the quantum
field.

“The quantum field is the invisible,
energetic realm that holds infinite

possibilities, where thought, belief
and emotion begin to shape what
eventually becomes form,” she ex-
plains.

Understanding and  engaging
with the quantum field has become
central to how Alcorn creates,
builds and leads. She teaches that
success is not just about strategy,
but about alignment—matching your
frequency with the outcome you wish
to experience. Whether designing
agent systems or delivering mindset
training, Alcorn believes that the real
power lies in tuning into the field of
infinite potential.

A Company Is Born
In 2014, with the brokerage now
almost 200 agents strong, Alcorn
made the bold move to de-brand
from her longtime franchise and
launch  her own independent
brokerage: LAER Realty Partners.
With the freedom to build without
limits, LAER quickly grew into a
movement more than a company,
she explains, one fueled by purpose,
vision and a shared belief in
transformation through action.
“LAER isn't just a real estate firm;
it's a collection of people committed
to becoming the highest version of
themselves,” says Alcorn. “Of course,
we teach agents how to write offers
and negotiate contracts, but that's
just the entry-level basic training. The
real education we offer is on how
to access the magic of channeling
energy, thought and infent to create
the life and business of their dreams.”
Today, LAER has close to
800 agents across six states:



Massachusetts, New Hampshire,
Connecticut, Maine, Rhode Island
and Florida. According to Alcorn,
the firm is built not only on systems
and skills, but on energy, alignment
and the scientific quantum law of
success.

The Pursuit of Excellence

Clearly, Alcorn doesn’t settle for
“good enough.” She believes
excellence lives in the minute details,
and she has led the firm in perfecting
systems that deliver seamless agent
support seven days a week. From
done-for-you marketing systems to
elegant and content-rich listing
and buyer presentations—and a
technology suite that is second to
none—Alcorn is relentless when it
comes to improving upon the details.

Thriving on feedback, when an
agent fells Alcorn that a system
could work better or a marketing
piece could look more stunning, she
sees it as an invitation to refine and
improve. Alcorn obsesses over the
small things because, in her view,
the real estate industry is riddled with
mediocrity.

“No brokerage should look
exactly the same 12 months later,”
she says. “Technology evolves
rapidly, and tools, training and
systems must evolve just as quickly.”

To that end, when choosing
tech partners, Alcorn prioritizes
firms that allow her a direct line
of communication with the CEO,
ensuring she’s collaborating  with
like-minded leaders who are
equally obsessed with delivering an
exceptional agent experience.

Culture, Not Just Closings

At LAER, culture is not a buzzword—
it's a core strategy. Monthly
birthday luncheons, team events
and community outreach are all
standard. The firm's offices are
intentionally brick-and-mortar—Alcorn

Alcorn at the company’s ROARAwards eve
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is disappointed, in fact, to see so
many brokerages move to the cloud,
believing that brick-and-mortar is the
core business of real estate broker-
age.

“Investing in real estate locations
is a commitment fo our industry and
to building a culture of agents who
come together regularly to share
ideas, celebrate successes and build
vast communication networks,” says
Alcorn.

For Alcorn, energy is everything—
each interaction with agents, staff or
clients transmits a frequency.

“We're not just teaching sales—
we're teaching frequency,” she says.
“Vibration. Alignment. And much of
that is done person-to-person at of-
fice luncheons, classes and events.”

Alcorn is open about the fact that
the journey hasn't always been easy.

“There have been times that test-
ed every part of me—weeks, even
years of challenge,” she says. “But
those were the seasons where | gath-
ered the most wisdom.”

Through it all, she returned to the
same core truth: thoughts, energy
and intent shape reality.

“l built LAER from the quantum
field up,” she says with a smile. “And
| know that any agent, any person,
can do the same. We are creators,
not victims of circumstance.”

o ,
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The Mission Ahead

In addition to leading LAER, Alcorn
is the author and publisher of the
Mindful Monday newsletter, recent-
ly reaching its 240" issue with over
100,000 subscribers. The weekly
newsletter explores the intersection
of philosophy, science and achieve-
ment, delivered with the same inten-
tion and depth that she brings to her
business leadership.

Alcorn continues to work on shed-
ding those nagging, limiting beliefs
from her younger years, having spent
the last five years studying a foreign
language eight hours a week, just to
prove to herself she could do it.

As LAER continues to grow, Al-
corn’s mission is bigger than market-
share. She's building a place where
agents transform not just their in-
come, but their lives.

“My goal isn't to have the biggest
brokerage; it's to have the most con-
sciously aligned one,” she says.

Asked what's next, she doesn’t
flinch. “We're just getting started.”

Because when the storm hits and
everyone else stays home, Stacey
Alcorn shows up. RE

For more information, please visit

https://www.laerrealty.com.
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5 Selling Missteps That Could
Cost Homeowners Thousands

By RISMedia Staff

rom renovations to curb appeal to disclosures—all areas on which

consumers might potentially spend thousands of dollars to pre-

pare their home for sale—recent research sheds light on how these

big financial spends could be unnecessary, and details more affordable

ways to gain better returns.

The survey, released by Zillow and
conducted by The Harris Poll, finds
that many Americans misunderstand
important parts of the home-selling
process, namely five things homeown-
ers often get wrong when selling—and
what they tend to get right.

1. Investing in the Wrong
Projects

Today's sellers face more competi-
tion and need to put in more work to
get their home ready for sale. How-
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ever, investing in the wrong improve-
ments can take a big bite out of the
bottom line.

According to the survey, nearly
one-quarter of homeowners (23%)
believe building an addition offers
the best return on investment when
preparing a home for sale. In reality,
simple updates like fresh paint and
landscaping deliver a much better—
and more affordable —return on in-
vestment when it comes to resale.

“Many sellers assume that big, ex-

pensive renovations will guarantee a
higher sale price,” said Christina Pap-
pas, president of The Keyes Company
and lllustrated Properties in Miami.
“In reality, buyers respond more to a
thoughtful presentation: smart pricing,
polished staging, a high-impact digi-
tal presence and strategic updates
like a fresh coat of paint. A strong first
impression gets buyers in the door.
That's why it's essential to work with
an agent who understands what buy-
ers are looking for and how to make
a listing stand out online.”

2. Ignoring Screen Appeal

Screen appeal is the new curb ap-
peal. Many buyers make up their
minds about a home after viewing it
online, yet 40% of homeowners be-



lieve great curb appeal makes the
best first impression, according to the
survey.

Zillow data shows that investing in
an immersive online media package
pays off. Buyers pay 2% more for
homes listed with Zillow Showcase,
which features larger high-resolution
images, 3D home tours and interac-
tive floor plans, compared to similar
non-Showcase listings.

3. Skipping Key Steps When
Hiring an Agent

In today’s rapidly changing market,
sellers need a local expert to correct-
ly price and market a home for sale.
Still, one-quarter of homeowners sur-
veyed believe they can skip reading
online reviews (25%), researching
sales history (25%) and interviewing
their top candidates (25%) when hir-
ing a real estate agent. These steps
are essential to finding the right agent
and gaining a competitive edge.

4. Highlighting the Wrong
Features

Nearly half of homeowners (45%)
think an open floor plan is the fea-
ture most likely to boost a home's
sale price if mentioned in a listing de-
scription. However, Zillow research
shows that these homes actually sell
for 0.2% less than expected. By con-
trast, homes with natural materials like
white oak flooring, walnut cabinets
and soapstone countertops can sell
for as much as 3.5% more. Only 9%
of homeowners recognize this advan-
tage, Zillow reported.

5. Misunderstanding Seller
Disclosures

More than half of homeowners (56%)
think sellers should hide issues like
structural problems (19%), pest infes-
tations (15%), water damage (15%)
or asbestos (14%) to sell a home
faster. That could put a homeowner
on the wrong side of the law. Sellers
must disclose known issues to pro-
spective buyers, and a trusted real

)

“Many sellers assume that big, expensive
renovations will guarantee a higher sale
price. In reality, buyers respond more to
a thoughtful presentation: smart pricing,

polished staging, a high-impact digital
presence and strategic updates like a fresh

coat of paint.”
-CHRISTINA PAPPAS,

President, The Keyes Company and lllustrated Properties

estate agent can help ensure all legal
requirements are met.

What Homeowners Get Right
Sellers today need to be proactive to
make sure their listing is seen by as
many potential buyers as possible.
According to survey results, nearly
two in five homeowners (37%) know
that the most important question for
sellers to ask an agent is where they
plan fo list the home for sale. A large
majority (70%) understand that list-
ing publicly on all major real estate
portals, such as Zillow, Redfin and
Realtor.com®, gives a seller the best
chance of earning the most money.
Only 8% of homeowners say listing
a home privately—only for clients of

their real estate agent’s brokerage —
will give a seller the best chance of
selling for the most money. The data
backs that up: Zillow research finds
that the typical home seller who did
not list on the Multiple Listing Ser-
vice (MLS) sold their home for nearly
$5,000 less.

In today’s dynamic real estate
market, homeowners need to stay
informed and advocate for their list-
ing. By understanding these common
misconceptions and working with a
trusted agent, sellers can avoid costly
mistakes and make the most of their
home sale. RE

For more information, please visit
https://www.zillow.com.
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Who Will Be Named the Rookie of
the Year? Meet the 5 Agents Now
Competing for the National Title

Representing five major regions of the U.S., RISMedia announces its 2025 Rookie of the Year

Regional Winners. One of these standout new agents will be named the national winner at
RISMedia’s Annual Awards Gala this September.

By RISMedia Staff

esigned to honor real estate agents who demonstrate stand-

out success in their first year in the business, RISMedia’s fourth

annual Real Estate Rookie of the Year award—sponsored by

industry education leader, Colibri Real Estate—has announced five Re-

gional Rookie of the Year winners for 2025.

The five winners, representing the
Midwest, Northeast, South, Southeast
and West, were selected from the top
25 regional finalists, who were cho-
sen from hundreds of nominations.
“At Colibri Real Estate, we're in-
credibly proud to sponsor the Rookie
of the Year award because it cel-
ebrates what we value most: excel-
lence from day one in this profes-
sion,” says Tina Lapp, market leader
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for Colibri Real Estate. “These five
regional winners exemplify what's
possible when talent meets proper
education and training. Their remark-
able achievements in their first year
demonstrate that with the right foun-
dation, new agents can make an im-
mediate impact in their communities
and build thriving businesses from the
start. Each of these professionals has
shown that success isn't about years

of experience—it's about dedica-
tion, client commitment and investing
in the knowledge needed to excel in
today’s dynamic market.”

According to RISMedia Founder
& CEO John Featherston, the 2025
Rookie of the Year Regional Win-
ners are beacons of light in today’s
fraught market environment.

“Amid the often sobering news
in today’s real estate industry, from
lawsuits to interest rates, our Rookie
of the Year Regional Winners pro-
vide us with a much-needed infusion
of positivity,” he says. “Their enthu-
siasm and dedication toward help-
ing clients is inspiring, and reminds
all of us that a career in real estate



is not just a potential path to pros-
perity, but an honorable profession
of service, helping others on one of
life’s most important journeys. All of
us at RISMedia extend our congratu-
lations and admiration to these five
outstanding new agents.”

MIDWEST REGIONAL WINNER
LoFaso Real Estate Services
Brunswick, Ohio

According to Sam LoFaso, a com-
mitment to constant learning and a
willingness to grow were among the
top factors that led to his rookie-year
success.

“l made it a priority to learn from
experienced professionals in the in-
dustry, and | surrounded myself with
people who challenged and inspired

“Real estate is more
than just finding
someone a house;
it’s about helping
individuals and fam-
ilies achieve their
goals, find a place to
call home and create
a better future.”

me,” says LoFaso. “Getting involved
with the Medina County Board of
Realtors®, Leadership Medina Coun-
ty and serving as vice president of
the Synergy Networking Group also
helped me expand my knowledge,
network and community presence.
Being part of an organization that
values service as much as success
has been incredibly rewarding.”

When it comes to his success, LoFa-
so also points to the competitive drive
and discipline he developed by play-
ing high school and college sports.

“That mindset has pushed me to
stay focused, work hard and aim
high in everything | do,” he explains.

LoFaso also leaned into his family
history in the real estate business.

“Growing up in a real estate fam-
ily and having a father who led by
example, | was fortunate to see early
on what it takes to succeed, not just
in a career, butin life,” he says. “That
foundation made it easy for me to fall
in love with this profession.

“But beyond the business itself,
what truly drives me is the opportu-
nity to help people and give back to
my community in meaningful ways,”
adds LoFaso. “Real estate is more
than just finding someone a house; it's
about helping individuals and families
achieve their goals, find a place to
call home and create a better future.”

LoFaso is both humbled and in-
spired by his Rookie of the Year re-
gional recognition.

“lt's incredibly motivating to be
recognized among so many talented
new professionals, and it fuels my
drive to keep learning, improving
and making a positive impact in my
community,” he says.

SOUTH REGIONAL WINNER
Realty Executives Associates
Maryville, Tennessee

Awards and accolades were the fur-
thest thing from Trent Rogers’ mind
when he got into the real estate

business. He describes his Regional
Rookie of the Year recognition as a
“testament” to the people he's been
fortunate enough to work alongside.

.

“Once | decided it
was time to pursue
real estate full time,
and | got a sense of
how freeing a flexi-
ble schedule is, there
was no going back.”

“That would include my mentor,
managing broker, team members,
transaction coordinator and certain-
ly the admin staff at my brokerage,”
says Rogers. “And my biggest cheer-
leader, my wife Hayley. There is zero
chance | could have had a year like
2024 without their support.”

Rogers also attributes his rapid
success to his commitment to staying
in touch with clients and customers.

“There are two mottos that reso-
nate in my head the most,” he says.
“One is 'take care of the people, and
the money will take care of itself,’
and the other is, ‘the fortune is in the
follow up.” I've seen both of these
hold true over and over and over
again in my sales career.”

A self-proclaimed lifelong dab-
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bler in real estate, Rogers officially
entered the business after a career
in the luxury automotive industry. His
background helped him to quickly
excel, and also provided him with a
true appreciation of the freedom a
career in real estate can provide.

“| spent two decades working 50-
plus hours a week, and every week-
end in a car dealership,” says Rogers.
“Once | decided it was time to pursue
real estate full time, and | got a sense
of how freeing a flexible schedule is,
there was no going back. | would even
go as far as to say that the freedom
and flexibility real estate has afforded
me was a large factor in my wife and
| deciding to have our first child after
16 years together. She was running her
own business, and | was practically liv-
ing in a car dealership. We just never
felt like the timing was right, but as of
March 8 of this year, we have an in-
credible little boy, and my wife has a
new career—being a mom.”

NORTHEAST REGIONAL
WINNER

Berkshire Hathaway HomeSer-
vices New England Properties
Granby, Connecticut

“This past year has been a whirlwind
of showings, open houses, curveballs
and nonstop learning,” says Ambre
Theroux. But at the heart of it all, she
adds, is people, and helping them find
the right space for their next chapter in
life has been the most rewarding as-
pect of her real estate career thus far.

When it comes to succeeding in
her rookie year, Theroux credits her
dedication fo clients.

“lt came down to showing up—ev-
ery single day—with purpose and
persistence,” she explains. “I com-
mitted fully to my clients, made quick
thinking a habit and tackled every
challenge with heart.

“But behind that drive was some-
thing deeper—personal goals | set
for the life I'm working hard to cre-
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Theroux

“I’m motivated not
just by professional
wins, but by the
freedom and joy
I’m building—the
ability to live life on
my own terms. That
vision kept me fo-
cused, even on the
toughest days.”

ate,” adds Theroux. “I'm motivated
not just by professional wins, but
by the freedom and joy I'm build-
ing—the ability to live life on my own
terms. That vision kept me focused,
even on the toughest days. Success
didn’t happen by accident—it came
from a clear “why,” a lot of hustle
and a genuine love for helping peo-
ple move into their next chapter.”

According to Theroux, real estate
is never just about the house.

“It's about the people,” she says.
“The stories behind every move, and
the next chapter they're stepping into.
Every transaction is personal. Whether
it's helping a first-ime buyer take that
exciting leap, guiding a growing family
into more space or walking alongside
someone downsizing from a home

filled with decades of memories, | take
pride in being the steady, thoughtful
presence they can count on. This career
allows me fo combine so many things
| love —strategy, creative problem-solv-
ing, adaptability and heart.”

Theroux’s real estate career has
also enabled her to incorporate one
of her lifelong passions: horses.

“Equine properties come with their
own set of needs, challenges and
dreams,” she says, “and being able
to understand those firsthand has al-
lowed me to better serve clients who
share that lifestyle. Whether it's helping
someone find the perfect setup for their
horses or preparing a well-loved farm
for sale, | know how much it means,
because it means just as much to me.”

SOUTHEAST REGIONAL
WINNER

J&C Real Estate Solutions
Sterling, Virginia

Like any successful rookie agent,
Walther Vasquez Johnson devoted
many hours working hard for his cli-
ents during his first year in the real
estate business. Receiving the Rookie
of the Year top spot for the Southeast
region proves to him that his efforts
were well worth it.

“Being named a Top 5 regional
finalist is truly an honor and a hum-
bling recognition of the hard work,
dedication and passion |'ve poured
into my first year in real estate,” says
Johnson. “It validates the late nights
and the commitment I've made to
serving my clients. I's also a remind-
er that I'm just getting started, and it
motivates me to keep working hard.”

According to Johnson, building
trust with clients in his community was
the most important factor in success-
fully launching his career as a real
estate professional.

“| focused on being present, edu-
cating clients every step of the way,
and offering personalized service
that made them feel seen and sup-



My background,
consistency and abil-
ity to connect with
Spanish-speaking
families helped me
create strong rela-
tionships that turned
into referrals and a
consistent business.”

ported,” he explains. “My back-
ground, consistency and ability to
connect with Spanish-speaking fam-
ilies also helped me create strong
relationships that turned into referrals
and a consistent business.”

Johnson doesn't take his role as
a real estate professional lightly,
fully aware of the profound effect his
guidance can have on the future of
someone’s life.

“What | love most about the real
estate business is the impact,” John-
son explains. “Real estate allows me
to play a meaningful role in people’s
lives, whether it's helping a fam-
ily buy their first home or guiding a
seller through a major transition,” he
says. “Every transaction is a chance
to empower, educate and uplift oth-

ers, and I'm honored to be part of
that journey.”

WEST REGIONAL WINNER
The Group, Inc.
Fort Collins, Colorado

According to Koby Bishop, his rook-
ie-year success in a shifting market
was due to a two-pronged ap-
proach: relentless client focus and
strategic mentorship.

“| made it my mission to understand
my clients’ deepest aspirations, mov-

“There are few ca-
reers that allow you
to walk beside your

clients while they
make some of the
biggest decisions of
their lives. Walking
alongside them in
both joy and grief
gives me profound
satisfaction as |
guide them through
life’s milestones.”

ing beyond just their immediate needs
to grasp their ‘dream list’ for the future,”
he says. “I then proactively connected
them with resources and individuals
within my sphere who could help bring
those dreams to fruition. This created
immense client gratitude, directly lead-
ing fo referrals and transactions.”

Additionally, Bishop made it a
point to surround himself with high-
achieving agents from the get-go.

“This small, dynamic group fos-
tered an environment of rapid learn-
ing, allowing me to absorb new
ideas, cutting-edge sales strategies
and witness solutions for common
transaction challenges,” he says.

Bishop also credits the influence
and support of his mother, a 20-year
industry vet whose mentorship and
guidance proved invaluable, provid-
ing nuggets of advice like, “Always
answer your phone, because most
agents don't” and “You win your
clients by paying attention to the de-
tails and solving for their pain.”

What Bishop loves most about the
real estate business is the clear con-
nection between effort and results—
something he learned early on from
his mother.

“| was seven years old when my mom
shiffed from her career as a teacher to
selling real estate full fime,” says Bish-
op. “Her investments of time and hard
work built a dynamic portfolio, which
allowed my parents to travel the world
and refire at an early age. | am fasci-
nated by the diverse wealth-building
strategies available through real estate
and can’t wait to confinue the growth of
my business so | can create an amazing
life for my own family.”

Bishop finds ultimate meaning, how-
ever, in the difference he can make in
others’ lives.

“There are few careers that allow you
to walk beside your clients while they
make some of the biggest decisions of
their lives,” he says. “Walking along-
side them in both joy and grief gives me
profound satisfaction as | guide them
through life’s milestones.” RE
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Study: California and New
Jersey Counties Face Greatest
Housing Market Risk

By Clarissa Garza

alifornia and New Jersey counties dominated the list of the na-

tion’s most vulnerable housing markets in this year’s first quar-

ter, accounting for nearly half of the 50 most at-risk markets,
according to a recent ATTOM Special Housing Risk Report.

Basing risk on affordability, fore-
closures, unemployment rates and
proportion of seriously underwater
mortgages—where the combined
balance of loans was at least 25%
more than the property’s value—the
report placed 14 California markets
and nine New Jersey markets as the
most vulnerable in the country.

Of the 572 counties analyzed, in
109, a typical resident would have to
spend over half their annual income
on a down payment, mortgage and
other initial expenses for a median-
priced home.
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“Affordability is an obvious con-
cern, but as the data shows, there’s
a complex interplay between price,
wages, mortgage health and foreclo-
sure rates that can give even greater
insight into where property values are
likely to go in the future,” said ATTOM
CEO Rob Barber.

Three Northern California coun-
ties affected by this year's wildfires—
Butte, Humboldt and Shasta coun-
ties—topped the list, followed by
New Jersey's Atlantic and Cumber-
land counties along the state’s south-
ern coast.

Notably, there were no counties in
the area surrounding New York City,
which have previously been ranked
among the riskiest in the nation.

Affordability Crisis, Underwa-
ter Mortgages, Foreclosures
and Unemployment

Nationally, prospective homebuyers
would have to spend 32.5% of their
annual wages to afford a home. In the
counties analyzed, residents would
have to put aside 59.3% of their in-
come.

Here is the percentage of a resi-
dent's income needed to cover a
home’s initial expenses in a few of
those counties:

* 109.5% in Kings County, New

York
* 101.5% in Maui County, Hawaii



* 100.1% in San Luis Obispo Coun-
ty, California

* 97.8% in Orange County, Cali-
fornia

* 97.5% in Marin County, Califor-

nia

Honing in on properties with mort-
gages considered seriously underwa-
ter, 37.8% of the counties examined
fit into that category, compared to the
2.8% nationwide.

Louisiana topped the list of markets
with the highest rates of seriously un-
derwater properties:

* 14% in Calcasieu Parish, Louisi-
ana

* 13.7% in East Baton Rouge Parish,
Louisiana

* 13.4% in Caddo Parish, Louisiana

* 13.1% in Rapides Parish, Louisi-
ana

¢ 12.8% in Ouachita Parish, Louisi-

ana

Across the nation, foreclosure activity
affected one in every 1,515 homes. In
19.2% of the counties analyzed, more
than one out of every 1,000 proper-
ties faced foreclosure in this year's first
quarter.
The counties with the worst foreclo-
sure rates are as follows:
e One out of 434 homes in Dorches-
ter County, South Carolina
* One out of 463 homes in Johnson
County, Texas
* One out of 472 homes in High-
lands County, Florida
e One out of 473 homes in Cumber-
land County, New Jersey
* One out of 517 homes in Kaufman
County, Texas

About a third of the counties analyzed
had higher unemployment rates than
the national rate of 4.3% in March
2025.

Mostly in California, the counties
with the highest rates of unemploy-
ment were:

* Imperial County, California, with
16.6% unemployment

* Tulare County, California, with
11.4% unemployment

e Merced County, California, with
11.3% unemployment

* Yuma County, Arizona,
11.1% unemployment

e Kings County, California, with
10% unemployment

with

Different Story in the South

Of the 50 least at-risk counties, 27
were located in Southern states, 12 in
the Midwest and seven in the North-
east.

Tennessee topped the list with nine
counties among the most favorable:
Sullivan,  Hamilton,  Washington,
Blount, Sumner, Davidson, Wilson,
Knox and Rutherford.

Virginia followed with seven coun-
ties: Henrico, Prince William, Alexan-
dria City, Arlington, Virginia Beach
City, Loudoun and Fairfax.

Next up was Wisconsin with four
counties: Outagamie, Winnebago,
Brown and La Crosse.

Other major metro areas in the top
50 were Honolulu County, Hawaii;
Hennepin County, Minnesota; and
Wake County, North Carolina.

Top 50 Versus Bottom 50
The counties that made ATTOM's top
50 least risky list tended to be more
affordable, but not by much.

A typical resident had to spend less
than a third of their annual income to
purchase and pay for a new home in
19 of the top 50 counties, compared
to 15 of the 50 most risky counties.

Among the 50 least at-risk coun-
ties, the ones with the lowest portion
of wages required for homeowner-
ship were:

* Madison County, Alabama, at
21.4%

e Sullivan County, Tennessee, at
21.6%

* Morgan County, Alabama, at
23.3%

* Midland County, Texas, at 25.6%

e Durham County, North Caroling,
at 26.4%

When it comes to homes with seriously

underwater mortgages, 44 out of the

top 50 least at-risk counties were low-

er than the national average of 2.8%.

The counties with the lowest rate of se-

riously underwater homes were:

* Loudoun County, Virginia, at
0.5%

* Prince William County, Virginia,
at 0.7%

* Fairfax County, Virginia, at 0.9%

* Maui County, Hawaii, at 0.9%

* Saratoga County, New York, at
1%

Only one of the 50 least at-risk coun-
ties had a foreclosure filing rate great-
er than the national average of one in
every 1,515 homes. That was Shelby
County, Alabama, with one in every
1,465 homes facing possible foreclo-
sure in this year's first quarter.
The lowest foreclosure rates for the
top 50 counties were:
* Oneinevery 17,249 homes in Ar-
lington County, Virginia
* One in every 11,118 homes in
Gallatin County, Montana
* One in every 10,815 homes in
Medina County, Ohio
* One in every 7,605 homes in La
Crosse County, Wisconsin
* One in every 7,502 homes in
Berkeley County, West Virginia

Across the board, the 50 least at-risk

counties had unemployment rates

below the national rate of 4.3%. The

lowest rates were in:

* 1.9% in Minnehaha County,
South Dakota

* 2.2%in Gallatin County, Montana

* 2.3% in Honolulu County, Hawaii

* 2.6% in Rutherford County, Ten-
nessee and Hamilton County, In-
diana RE

| Clarissa Garza is an
B associate editor for
RISMedia.
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10 Key Strategies From
Experienced Agents to KO
the Competition

By Michael Catarevas

t could be said that in many ways real estate sales mirror pugilism.
It's an intense competition to not only land clients and listings, but

to decisively defeat competing agents by closing sales and collect-

ing commissions. Boxing is a legitimate comparison, because just as a

homebuyer having their offer accepted after a bidding war, there is

only one winner following a boxing match. Occasionally there’s a draw,

which might be viewed as equivalent to the seller taking their home off

the market for whatever reason.

Just as boxers must be in phenomenal
condition o win, so foo must you be
in peak form, especially these days
when limited inventory, fluctuating
mortgage rates and other aspects of
the business combine to a point where
only the strong survive.

Boxing matches are scored on the
10-point must system where the win-
ner of each round receives 10 points,
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while the loser receives a lesser
amount, typically nine or less. If a
knockdown occurs, the losing fighter
may receive even fewer points, down
to eight or seven, depending on the
severity and number of knockdowns.
This system helps judges assess each
round independently and provide a
structured framework for evaluating

the fight.

What follows is a 10-point must
system for real estate, consisting of
10 surefire strategies leveraged by
successful agents. The more you can
master each point, the better you'll be
judged by clients, leading to not just
immediate sales and commissions,
but future referrals as well.

1. Use Social Media Non-Stop.
“People love to scroll through vari-
ous platforms: TikTok, Facebook and
Instagram just to name a few,” says
Leah Williamson, an agent with Bet-
ter Homes and Gardens Real Estate
Metro Brokers in the Atlanta, Geor-
gia, area. “You need to have an
active presence on all three with en-
gaging content that can captivate the
audience. Create content that is per-



sonable and fun, that makes you real
and relatable.”

2. Don’t Be Afraid to Try New
Things. “We're all navigating a dif-
ferent market right now, and in order
to truly differentiate yourself from the
competition and to help your clients
win, you have to innovate and get out
of your comfort zone,” says Rachel
Gold, a senior account executive with
ShowingTime+. “Build a really strong
value proposition and be able to ar-
ticulate what you can accomplish for
buyers from start to finish. You're go-
ing fo be competing against agents
who are willing to discount their ser-
vices quickly, so come up with ways
to have that differentiating factor to
stand out. Ask yourself what makes
you stand out, and make sure you're
able to articulate that to your buyers.”

3. Show Clients Your Work. “You
work hard and never let your buyers
know what you're up to, how long it
took to get an appointment,” says Joe
Rand, chief creative officer for How-
ard Hanna | Rand Realty. “We don't
document that, but we need to start.
Track the things that you do on a daily
basis. Who are you working for?
How much time you spent, how many
people you talked to, all that sort of
thing. And then add it up at the end
of the week, and add it up at the end
of the transaction. Give it o them and
say, ‘Look, this is everything | did.”

4. Manage Seller Expectations.
“Many sellers read media head-
lines but don't understand how the
news impacts their sale until they are
on the market,” says Lauren Walz,
an agent with the Dawn McKenna
Group in Hinsdale, lllinois. “It is im-
portant to show them how buyers’
expectations and buying power has
changed, through data and statistics.
Say a property was sold prior to a
mortgage-rate hike. To make a com-
parable home affordable to the same
buyer now, you must reduce the price

to account for the additional monthly
costs of the higher rate. Itis also impor-
tant to remind sellers of why they are
selling. Most often, selling a house is
not a 100% financial decision. When
sellers keep in mind their ‘why,” they
are likely to sell for market value.”

5. Monitor Seller Emotions. “Gen-
erally, emotions are a touchy subject,
and one | respect greatly when hav-
ing the opportunity to work with an
older client,” says Christine Stucke,
a sales associate with Berkshire Ha-
thaway HomeServices Fox & Roach,
REALTORS® in Turnersville, New Jer-
sey. “Certain ones will need more of
a hands-on approach, and the idea
of someone new starting another
chapter in a home they have loved

offers a tug on their heartstrings. | ex-
plain the idea of decreasing the cost
of living and maintenance for them,
noting it's a@ win-win situation. If their
objective isn't to downsize, | will use
the same approach on their particu-
lar situation: proximity to work, family
or even the condition of a home and
the work it needs.”

6. Be an Expert Listener. “People
want to buy a home, not be sold a
home; there is a difference,” explains
Jeffrey Decatur, a broker associate
with RE/MAX Capital in Latham,
New York. “An agent's role is to listen
to potential buyers and sellers, accept
personality quirks or attitudes, and
provide them with all the information
possible to make sound decisions.

“We're all navigating a different market
right now, and in order to truly differentiate
yourself from the competition and to help
your clients win, you have to innovate and
get out of your comfort zone.”

-RACHEL GOLD,
Senior Account Executive, ShowingTime+
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“The bar is often set far too low in this in-
dustry, and it's important to me to change
the way consumers view real estate agents,
starting with our value and the way we
communicate it.”

-RYLIE SCHROEDER,
Founder, Schroeder & Co. Real Estate

Things getting testy is normal because
emotions can run high with such sig-
nificant financial tfransactions. People
will quote various sources to support
their point of view, positive or other-
wise. What they need to understand
is their local market, and consult with
a trusted expert in that area.”

7. Work Well With Agents. “Not
only must agents get along with buy-
ers and sellers, but also with other
agents who either have the listing or
represent a buyer if it's her listing,”
says Louise Mclean, a real estate
professional with  RE/MAX Aero-
space Realty in Rockledge, Florida.
“I've learned a thing or two about
collaborating with other sales associ-
ates, as well as negotiating with buy-
ers and sellers. One maijor point is that
| needed to be neutral. The transac-
tion wasn’t about me; it was about

42 August 2025 RISMedia’s REAL ESTATE

the buyer and seller. You don’t own
the buyer or the seller; you communi-
cate with them. You convey informa-
tion so they can make the decisions.
You're simply the person in the middle
of the transaction who is there to con-
vey and negotiate what is best for the
buyer and the seller. It's an emotional
decision for both parties, so you must
stay calm. You can’t control the other
agent, but you can control your reac-
tion to him or her.”

8. Bond With Clients. “My hope is
that the buyer will consider me not just
an agent, but a friend,” says Charlie
Kerr, an agent with RE/MAX Heri-
tage Properties in Chester, New Jer-
sey. “They have gotten to know me
through the process and developed
a trust that is consistent with our first
visit. It doesn’t end there; it also car-
ries into any future opportunities in

which my buyer may recommend me.
| want their experience with me to be
that no matter what day of the week
or time of day it was, | was there for
them, and met every challenge of the
transaction for a positive outcome.”

9. Overwhelm With Value Prop. “I|
want any new client to feel shocked at
the level of knowledge, guidance and
value an agent was able to provide
them in such a short amount of time,”
says Rylie Schroeder, founder of
Schroeder & Co. Real Estate in Aus-
tin, Houston and San Antonio, Texas.
“| want them to feel immensely confi-
dent in their real estate journey with
me by their side. | want them to feel
relaxed and in good hands, knowing
they made the right decision hiring me
to advocate for them during the big-
gest financial purchase in their life.
The bar is often set far too low in this
industry, and it's important to me to
change the way consumers view real
estate agents, starting with our value
and the way we communicate it.”

10. Showcase Your ‘Insider’ Know-
How. “There’s an abundance of real
estate data that can be obtained by
the click of a button when browsing
the internet,” says Suzy Minken, a
real estate professional with Compass
based in Short Hills, New Jersey. “The
buyer's agent, however, is an ‘insider
insights’ provider, with access to not
only all of the public information, but
to ‘insider’ details as well. This may in-
clude, for example, the property’s his-
tory, the number of offers on a prop-
erty, why a house is now suddenly
back on the market, the property’s
condition, etc. And when you go be-
yond the numbers, these insights are
gold.” RE

Michael Catarevas is an
RISMedia senior editor.
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Leading Agents Through a
Changing Industry

By Devin Meenan

broker, coach and investor, Nick Libert earned a spot among
RISMedia’s 2025 Real Estate Newsmakers in the Trailblazers
category through his experience in all three roles.

Libert saw an industry going through
changes throughout 2024 and
wanted to be a positive force for
that change. At his Chicago-based
brokerage, EXIT Strategy Realty,
he launched the coaching program
#ProjectX to provide his agents with
the right tools—especially ones for
automation, giving his agents the gift
of being able to prioritize the tasks
(and personal touch) that can’t be
automated.

The firm ranked as EXIT Realty In-
ternational’s No. 1 most productive
office group for 2024, while Libert
himself took home a spot (and not his
first) on the Chicago Association of
Realtors® Top Producer award list.

44 August 2025 RISMedia’s REAL ESTATE

Here, Libert recaps the philosophy
that drove his success in 2024, and
how he continues to coach others to
excel.

Devin Meenan: How does it feel
to be named a first-time Real Es-
tate Newsmaker?

Nick Libert: I'm really excited for
the opportunity to be a Newsmaker.
| see a lot of shifts in our industry right
now, a lot of chaos, and | believe it's
a time where we're looking for peo-
ple to lead, innovate and step up to
the plate. I'm delighted to be part of
a group that's doing that. There's a lot
of innovation and leadership needed
in the marketplace right now in terms

of private listing networks, marketing
and disclosures. The real estate indus-
try is in a world of mess, and | want to
be one of the people bringing positive
energy and good things to the table.

DM: Which industry changes
are you currently emphasizing
in your coaching?

NL: One of the things we're focusing
on is the damage the private listing
network can do to a listing in terms of
visibility. If it's not going to go on Zil-
low, if it's not going to go on Redfin,
there’s alack of visibility and transpar-
ency. We're a brokerage that thrives
on equal opportunity for every-
one—fair housing—and | believe the
private listing network is something
that's potentially damaging that. The
technology I'm using with #ProjectX
is trying to break through that and



get the private listing network out to
everyone. One of the components |
use is Zenlist, an agent-to-clienthome
search platform. We're excited about
bringing transparency and openness
to both the consumer and the market-
place.

DM: How do your roles as a
coach, investor and broker con-
nect or intermingle?

NL: Wearing multiple hats gives me
the opportunity to be in the shoes of
the consumer, the agent and the in-
vestor, and truly live out their lives
and their value propositions so that |
understand what's important to them.
Being in their shoes allows me to look
for the best technology, tools and
strategies that are going to most posi-
tively affect their performance.

DM: Can you walk me through
the origins of #ProjectX and
how it has continued to grow
since last year?

NL: EXIT Realty, as a franchise, has
a great baseline of tools, but | was
looking for something on top of that.
Something to bring more tools and
transparency to the marketplace; to
make it easier for the consumer to find
properties; to make it easier for the
consumer to understand the process
of purchasing or building generation-
al wealth. With #ProjectX, we want
to make everything more simplified,
while also building in what's coming
from Al. We want to talk about sus-
tainability. There’s a lot of opportunity
to streamline operations and, quite
frankly, make this a more efficient and
better process for the Earth in terms of
the way we buy and sell houses, and
the way we use our homes and our
properties in the future.

DM: What would you point to
as the specific tools that attract
professionals to #ProjectX?

NL: One of the big tools right now
is Zenlist. Also, Wise Agent CRM—
technology that provides the ability

to mass text—has been a big differ-
entiator, and RoomView, our Al com-
ponent that helps build out and auto-
mate their social media content. The
Geolocational Smart Signage that
EXIT Realty uses works with our CRM
so that those things are talking to each
other, allowing us to automate some
processes, so when you do an open
house, there's some follow-up after
that can be automated. A lot of this
can be done through Al as well as
the geolocational tools. Having all of
these tools talk to each other allows
agents to work smarter, not harder.
They can also get more information
on a digital platform than ever before.

DM: How do you balance em-
bracing automation with mak-
ing sure you keep that personal
touch as an agent?

NL: The core of this is that Al should
be able to free up more of your time
as an agent to build out, deepen and
strengthen those personal relation-
ships. Al gives you an upper hand,
like automations, that offer you more
time to build deeper and more per-
sonal connections with your com-
munities, and educate and empower
your clients. You have more time to be
out in the field building those personal
connections that Al can't replicate.

DM: What is the biggest lesson
you’ve learned in building a
coaching brand? How do you
get people to trust you to help
them succeed?

NL: What makes my coaching differ-
ent is the transparency that “every-
one fails.” Everyone tries and fails.
Everyone makes mistakes. Everyone
has bad habits. Everyone has a bad
day. | think it makes it much more of
a relatable coaching program where
we all fail forward. Sometimes we
have to take a step back, or when
life gets in the way, we have to do
what | call “control, alt, delete” and
reset. There's so much uncertainty
and chaos out there, especially in the

world we live in right now. You've got
to give yourself some grace and be
transparent by saying, “Hey, I'm try-
ing my best to better myself.” I'm a big
fan of a book called “The Compound
Effect.” It describes how the process
of transforming your life doesn’t hap-
pen overnight, but rather, by making
small, incremental changes every
day. And while sometimes you'll need
a day off, give yourself grace and be
transparent.

DM: Having received many ac-
colades this past year, what
stands out about being named
an RISMedia Newsmaker?

NL: What | enjoy is looking at the
depth of other people’s different opin-
ions, successes and strategies. It's ex-
citing fo be in a field of people who
don't always agree with me or think
in the same manner or use the same
strategies. There are different thought
leaders on this list who are doing
things in a different manner, so | was
excited to be part of a bigger group
that's doing things in a variety of dif-
ferent ways, hopefully all to better the
industry. RE

Visit https:/ /www.rismedia.com/2025-
newsmakers to learn more about this year’s
Newsmakers.

RISMedia’s 2025 Real Estate
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American Home Shield
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Devin Meenan is an assistant
editor for RISMedia.
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How Trump’s Slimmed-Down
CFPB Might Impact Fair Housing,
Consumer Protections

By Deborah Kearns

he Trump administration has made sweeping changes at all levels

of the federal government, slashing spending, cutting staffing and

revamping policies to fit its agenda. There’s no place where this is

more evident than at the Consumer Financial Protection Bureau (CFPB).

Multiple media outlets reported on
CFPB Enforcement Director Cara Pe-
tersen’s resignation in June, and her
scathing indictment of recent changes
made by the administration, which
claimed that the Bureau is no longer
serious about carrying out its core
functions, citing what she called “in-
explicable dismissals of cases, and
terminations of negotiated settlements
that let wrongdoers off the hook.”
Once a powerful consumer watch-
dog created in the wake of the 2008
financial crisis, Trump’s CFPB indisput-
ably looks very different today. The
agency is on the brink of losing 1,500
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employees (at press time) as the Trump
administration’s staffing cuts work their
way through the federal courts.

If the administration has its way,
only 200 people will remain at the
CFPB to carry out the agency’s man-
date to enforce consumer financial
protection laws, reducing its capacity
for enforcement as well as its scope.

On May 12, CFPB Acting Director
Russell Vought rescinded 67 guid-
ance documents the CFPB has issued,
with some dating all the way back to
2011 when the CFPB was established.

According to Vought, the move
was in line with President Trump’s di-

rectives to “deregulate and streamline
bureaucracy,” as well as eliminate the
overlap and duplication of other fed-
eral and state regulators. As a result,
“the Bureau is reducing its own en-
forcement to only those areas statuto-
rily required,” Vought noted in a rule
published in the Federal Register.

With these changes, civil rights ad-
vocates worry that the future of fair
housing enforcement, particularly
redlining and mortgage discrimina-
tion, hangs in the balance.

While some industry leaders argue
the overhaul at the CFPB is long over-
due to streamline operations and cur-
tail regulatory overreach, some worry
these moves could invite a return to
discriminatory lending practices go-
ing unchecked.

Under the new regime, the pri-
orities at CFPB are clear: mortgage



fraud will receive the most attention.
But conspicuously absent from the
agency’s high-priority list are fair
housing enforcement activities that it
previously pursued with vigor.

For example, the CFPB moved to
vacate its setlement with Townstone
Financial for alleged redlining viola-
tions based on racially discrimina-
tory comments executives made on
a radio show. Townstone Financial
agreed to pay a $105,000 penalty
to seftle the case with the CFPB in No-
vember 2024.

“They reviewed the mortgage case
and they said, ‘Okay, tell us the name
of the borrower that was harmed.’
They couldn't identify one,” said Tay-
lor Stork, president of the Community
Home Lenders of America (CHLA),
a frade group representing indepen-
dent mortgage banks (IMBs). He
noted that the investigation and fol-
lowing enforcement were based on
theoretical borrowers, not actual bor-
rowers, which exceeds CFPB’s scope.

Stork’s organization argues that
IMBs are over-regulated compared
to the big banks. As he noted, “An
IMB is regulated by every single state
in which they're licensed” and poten-
tially by “54 or 55 institutions, orga-
nizations, regulators,” while “there
are nearly 5,000 banks that are not
regulated by the CFPB.”

Sounding the Alarm on Fair
Housing Enforcement Gaps
The view from fair housing advocates
is dramatically different as they closely
watch the Trump administration’s dra-
matic pivot fo slash the federal budget
and purge diversity, equity and inclu-
sion initiatives from all corners of the
government, including the CFPB.
Sasha Samberg-Champion, special
counsel for civil rights at the National
Fair Housing Alliance, describes the
current situation as “really a multifront
war” against fair housing enforcement.
“You're seeing basically all the fair
lending staff have been let go in some
fashion,” Samberg-Champion said.

“But you also see that at a bunch of
other agencies, too. You see that at
HUD, with the fair housing staff hav-
ing been decimated.”

The concern extends to data collec-
tion and reporting requirements that
enable fair housing enforcement.

“We certainly are extremely con-
cerned about aftempts to degrade
the utility and availability of the basic
information that you need to under-
stand what is going on in the world,”
Samberg-Champion added.

While some industry
leaders argue the over-
haul at the CFPB is long
overdue to streamline
operations and curtail
regulatory overreach,
some worry these
moves could invite a
return to discriminatory
lending practices going
unchecked.

It's certainly an abrupt about-face
from the CFPB'’s fair housing enforce-
ment activity during the Biden admin-
istration.

The CFPB and Department of Justice
(DOVJ) dlleged that Fairway illegally
redlined Black neighborhoods in Bir-
mingham, Alabama, including through
its marketing and sales actions, result-
ing in a significant enforcement ac-
tion. The lender, the government had
alleged, violated the Fair Housing
Act, Equal Credit Opportunity Act and
Consumer Financial Protection Act.

Last October, Fairway agreed to
pay $8 million and a $1.9 million civil
penalty to the CFPB’s victims' relief
fund.

The settlement was part of the DOJ’s
broader Combatting Redlining Initia-
tive, which had secured more than
$150 million in relief for communities
of color nationwide.

In another redlining case, the DO)J
and CFPB recently filed a motion to

terminate a consent order against
Trustmark Bank over its alleged redlin-
ing activity from 2014 to 2018, ac-
cording to federal court records. This
undid the work of the previous CFPB,
which brought its case against the
lender in 2021, securing a $5 million
penalty in the five-year consent order.
Now, the lender is free from the order
17 months early.

How CFPB Pullback Complicates
Data Tracking

Another concern fair housing advo-
cates like Samberg-Champion share
is how a weakened CFPB, HUD and
other housing-related federal agen-
cies will impact data reporting and
transparency.

The rate of nonreporting of demo-
graphic information has risen since
2019, potentially limiting CFPB and
other regulatory bodies from detect-
ing and addressing redlining, bor-
rower discrimination and other fair
housing violations.

For instance, Home Mortgage Dis-
closure Act (HMDA) data is the most
comprehensive source of publicly
available information on mortgage
market activity. The data is used by
industry leaders, consumer groups,
regulators and civil rights advocates
to assess potential fair lending risks.

Samberg-Champion emphasized
this concern: “We rely on the govern-
ment reporting certain things so that
we know what the loan denial rates
are based on certain characteristics,
righte”

The nature of discriminatory lend-
ing has evolved, making enforce-
ment more complex. As Samberg-
Champion explained, “The nature of
redlining has changed a little bit now
that everything is digital. That doesn't
mean you can't figure it out, but it
has changed what you're looking for
when you think about redlining.”

He cited examples of modern dis-
crimination: “I'll give you another
example, which is people who are
charging different rates in different ar-
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eas,” he said. “That's just another way
to say that we're going to discriminate
against communities that have been
historically starved of credit and pun-
ish them for the very unavailability of
credit in their markets previously.”

The level of sophistication needed
to spot these problematic trends re-
quires expertise that may be lost with
staff reductions at the CFPB and else-
where, Samberg-Champion said.

“It's a horrible time for that sophis-
tication to be destroyed at the agen-
cies,” he pointed out.

“You could have a
Democratic admin-
istration in 2028

that comes back and
says, ‘You know, it
doesn’t matter what
the Trump adminis-
tration focused on, it
matters what the law

rmg

was at the time.

-PETER IDZIAK,
Senior Associate Attorney, Polunsky Beitel
Green, LLP

The Financial Reality for IMBs
Independent mortgage banks and
mortgage subsidiaries of chartered
banks lost an average of $1,056 on
each loan they originated in 2023,
down from an average loss of $301
per loan in 2022. This represents a
series high in the 15-year history of
the Mortgage Bankers Association’s
(MBA) Annual Mortgage Bankers
Performance Report.

Although this has improved recent-
ly—IMBs and mortgage subsidiaries
of chartered banks reported an av-
erage profit of $443 on each loan
they originated in 2024, up from an
average loss of $1,056 per loan in
2023 —compliance costs remain @
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significant burden for independent
mortgage lenders.

“While overall production profits
were positive, some lenders are sfill
struggling in this tough market envi-
ronment,” Marina Walsh, MBA's vice
president of industry analysis, said in
a news release. Lenders that closed
less than $500 million in loan volume
in 2024 continued to see average net
production losses for a third straight
year, Walsh noted.

“It has been difficult to spread the
fixed costs of originating loans over
lower volume,” Walsh added.

Regulatory hurdles, along with
higher costs to obtain credit reports,
which is required for most loan pro-
grams, create added costs for IMBs
that are eventually passed on to con-
sumers, Stork explained.

“When you have to operate in a
zero-defect [business] model, you
have to be so unbelievably careful
with every single thing you do that
you have to have triple checks and
quadruple checks,” Stork said. “The
cost of triple- and quadruple-check-
ing every single thing goes right into
the rate sheet and gets passed right
through to the borrowers.”

The debate often centers on the
balance between compliance costs
and consumer protection. IMBs have
legitimate concerns about regulatory
burden affecting their competitiveness
and borrowers’ costs.

Take credit report fees as an exam-
ple: Compared to 2022, mortgage
lenders in 2023 saw a price increase
between 10% and 400% for credit
reporting services alone.

Stork argues that borrowers ulti-
mately bear these costs.

“Borrowers spend thousands of
dollars in excess fees in order for the
lender to be able to dance through
the raindrops and not get wet.”

CFPB May Be Narrowing
Scope, but Lenders Are Still
Being Watched

Peter Idziak, a senior associate at-

torney at Polunsky Beitel Green, LLP,
who represents mortgage lenders
and banks in consumer financial cas-
es, acknowledges the industry may
see “fewer federal resources focus
on this space,” but that doesn’t mean
oversight is completely disappearing.

“The Dodd-Frank Act does allow
state attorneys general to enforce the
consumer financial protection laws,
and several states have increased re-
sources in that space, and the industry
itself does a fair bit of policing,” 1d-
ziak noted.

“Lenders should focus on what the
actual laws and regulations are in
force...to the extent that you know
the laws and regulations are still on
the books; clients should still follow
them.”

However, if lenders think they can
shirk the law without repercussions
in the future, they're mistaken, Idziak
said.

“One thing at the federal level, the
lookback period for a lot of these in-
vestigations has been anywhere from
five to seven years,” he pointed out.
“You could have a Democratic ad-
ministration in 2028 that comes back
and says, ‘You know, it doesn’t mat-
ter what the Trump administration fo-
cused on, it matters what the law was
at the time.”” RE

Deborah Kearns is an RISMedia contributing
editor with more than 15 years of experience
covering real estate, mortgages and per-
sonal finance topics. Her work has appeared
in The New York Times, Forbes Advisor,

The Associated Press, MarketWatch, USA
Today, MSN and HuffPost,
among others. Kearns
previously held editorial
leadership and writing roles
at NerdWallet, Bankrate,
LendingTree and RE/MAX
World Headquarters.
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The Power of Connection:
Fueling Agent Success

Commentary by Merri Jo Cowen

n today’s real estate landscape, opportunity knows no boundaries.

Teams are expanding, business is becoming more mobile than ever,

and clients expect seamless service—regardless of location. Stellar

MLS recognizes the need to empower its brokers and their agents to

adapt to the pace of today’s market and continues to provide the re-

sources they need to stay ahead in a rapidly changing market.

Real estate professionals rely on mar-
ket intel to make informed decisions
and confidently guide clients through
one of life's biggest milestones.
Whether it's leveraged to analyze
trends, expand business referrals to
new territories or guide relocating
customers, the ability to view compre-
hensive listing data across the country
is a significant strategic advantage.
Stellar MLS is committed not only
to delivering powerful listing insights,
but also to offering expansive market
coverage. In line with this mission,
Stellar MLS recently formed strategic
partnerships with California Regional
MLS and Bright MLS. Through these
new partnerships among the three
largest MLSs in the country, Stellar
MLS customers now have access to
listings across California and the Mid-
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Atlantic, directly within Matrix. No
extra logins needed. This integration
means agents and brokers have ac-
cess to thousands of additional list-
ings, without leaving Matrix, opening
the door to broader and more inte-
grated business opportunities.

This collaboration comes at a piv-
otal time. Cross-country relocation is
on the rise, driven by changing life-
style preferences and work environ-
ments, and increasing interconnectiv-
ity. Clients—buyers or sellers—are no
longer tethered to a single market;
they're exploring possibilities from
east to west. Agents equipped with
real-time, accurate data across ge-
ographies can stand out by delivering
unmatched service and guidance.

Still, access alone is not enough;
it must be paired with efficiency and

accuracy. Stellar MLS remains com-
mitted to ensuring that its custom-
ers thrive in an intuitive environment.
Bringing the reciprocal MLS access
partnerships info the Stellar MLS sys-
tem means agents and brokers can
research, plan and serve clients with-
out juggling multiple platforms or log-
ging into separate systems. That's fime
saved and real value gained.
And this is just the beginning.

Clients—buyers or
sellers—are no longer
tethered to a single
market; they’re ex-
ploring possibilities
from east to west.
Agents equipped with
real-time, accurate
data across geogra-
phies can stand out by
delivering unmatched
service and guidance.

As we look to the future, Stellar MLS
will continue building relationships
and investing in data connectivity to
meet the demands of an interconnect-
ed market. Our goal remains clear: to
provide our customers with the tools,
insights and access they need to com-
pete and thrive, no matter where their
business takes them.

In a business defined by relation-
ships, readiness and reach, knowl-
edge and confidence are power. We
believe that when agents are con-
nected to the right data and market
access, they will have the confidence
and clarity to succeed. RE

MerriJo Cowen is the CEO
of Stellar MLS. For more
‘ information, please visit

https://www.stellarmls.com.



Report: Remodeling
Market Sentiment Sees
Q2 Dip

By RISMedia Staff

leased its NAHB/Westlake Royal Remodeling Market Index

The National Association of Home Builders (NAHB) recently re-

(RMI) for Q2, posting a reading of 59, down four points com-

pared to the previous quarter. While the reading of 59 is still in posi-
tive territory, NAHB stated that this is only the second time the RMI has
dipped below 60 since the survey was revised in Q1 2020.

“Although remodeler sentiment soft-
ened in the second quarter, overall it
remains positive,” said NAHB Chief
Economist Robert Dietz. “High interest
rates and economic uncertainty are
headwinds for remodeling, but not
to the extent that they have been for
single-family construction. Even with
these headwinds, NAHB is projecting
that remodeling will post solid gains in
2025, followed by more modest but
still positive growth in 2026.”

The Current Conditions Index av-
eraged 66, as stated in the report,

dropping five points compared to
the previous quarter. All three com-
ponents remained in positive terri-
tory: the component measuring large
remodeling projects ($50,000 or
more) fell two points to 62, while the
component measuring moderate re-
modeling projects (at least $20,000
but less than $50,000) fell six points
to 66. And the component measur-
ing small-sized remodeling projects
(under $20,000) fell six points to 70.

NAHB reported that the Future In-
dicators Index averaged 51, down
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four points compared to the previous
quarter. The component measuring
the current rate at which leads and
inquiries are coming in remained un-
changed compared to the previous
quarter at 51, and the component
measuring the backlog of remodel-
ing jobs fell six points to 52.

“Although remod-
eler sentiment
softened in the
second quarter,
overall it remains
positive. High in-
terest rates and
economic uncer-
tainty are head-
winds for remod-
eling, but not to
the extent that
they have been
for single-family
construction.”

-ROBERT DIETZ,
Chief Economist, NAHB

“Most remodelers continue to ex-
press positive sentiment, but some,
especially in the western part of the
country, are seeing a slowing of ac-
tivity in their markets,” added NAHB
Remodelers Chair Nicole Goolsby
Morrison. “Those who report a slow-
down have cited economic uncer-
tainty stemming from government
policies as the main reason.” RE

For more information, please visit nahb.
org/rmi.
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The State of the ‘Housing
Crisis’ : Leading Researchers
Discuss Evolution and
Potential Future

By Claudia Larsen

ousing is in crisis, and it has been for the past few years. While

the term “housing crisis” itself sparks some debate, the data

does not lie. Experts across the industry have been saying that

the housing market is facing unprecedented challenges, and organiza-
tions like Harvard University’s Joint Center for Housing Studies (JCHS)
have been tracking this in order to help the industry face it head-on.

JCHS shared countless insights into
the crises the housing market is fac-
ing and how they have evolved at its
2025 State of the Nation’s Housing
event, held at the Boston Federal Re-
serve on June 24. The event centered
on data from JCHS’ 2025 State of the
Nation’s Housing report.

Chris  Herbert—JCHS managing
director—said in his opening remarks
that the “key goal of the report is to
provide robust information to inform
policy, advocacy and industry as
each works to meet the nation’s criti-
cal need for good quality, affordable
housing and thriving communities.”
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“An important goal to release each
year is, of course, to share the report’s
findings, but perhaps more important
is to bring together stakeholders from
these different sectors to discuss how
the report can help inform and shape
the actions needed by policymakers
and leaders of both for-profit and non-
profit organizations,” he continued.

Among other things, the report
found that affordability is shrinking the
rate at which the country adds new
homeowners, putting starter homes
out of reach for increasingly cost-
burdened renters and threatening to
price out older generations.

Answering the question of why
the event was held at the Boston Fed
this year, organization President and
CEO Susan Collins said in her wel-
come address that “housing is deeply
tied to the overarching role of the Fed-
eral Reserve.”

“While the flow of new housing,
in other words, residential investment
represents only about 4% of annual
U.S. GDP on average, it can have an
outsized effect on business cycles,”
she continued.

While real estate professionals
largely focus on how the Federal
Open Market Committee’s choice to
raise or lower interest rates affects
mortgage rates, Collins pointed to
many other ways the Fed system is in-
vested in housing.

She explained that housing can
affect wealth, financial markets (via
mortgage securities) and local gov-
ernment finances (via property taxes
and fees). Constraints in the housing
and rental markets, specifically in
pricing increases, have placed strains
on so many other industries.

“It constrains labor mobility, it lim-
its the ability of businesses to hire. It
affects where businesses choose to
expand operations, and it reduces the
wealth building potential that home-
ownership has historically provided to
American families,” she said. “These
are just some of the reasons why it's so
important to have a regular, in-depth
look at housing and, in particular, that
is what this report provides.”

Collins went on to discuss how
economists for the Fed do a lot of an-
alytical work on the housing market,
and how when the Federal Reserve
banks gather to discuss issues—and
when regional presidents connect
with their local communities—housing
is a main issue frequently brought up.
With this insight, regional Feds work
to bridge housing gaps through its
research and advocacy to other gov-
ernmental organizations.

She concluded her address by em-
phasizing that fixing issues in housing,



which have developed over many de-
cades, “will take time and persistence.”

“These issues are both urgent and
important, and addressing them will
require continued creative thinking
and collaboration across the public
and private sectors as well as among
practitioners, researchers and com-
munity leaders,” she said. “It's going
to take all of us working together.”

The ‘State of Housing’

Diving into the State of Housing re-
port, JCHS Senior Research Associ-
ate Daniel McCue took to the stage to
break down the three main findings.

“First, high housing costs are a chal-
lenge to homebuyers and a burden to
homeowners. Second, that high costs
are also a challenge for renters, and it's
soon to be a greater challenge given
that markets are tightening. And lastly,
for the lowest income households,
given these conditions and others that
we'll talk about, the need for housing
assistance has never been higher.”

In terms of high housing costs,
McCue explained that according to
JCHS' data, home prices are up 4%
year-over-year, which now puts them
60% higher than 2019. He also noted
that the median home price surpassed
the $400,000 barrier “for the first
time ever last year,” now marking five
times more than the reported median
household income.

McCue also noted that high housing
costs aren't just prices, but also mort-
gage rates and payments. JCHS data
saw monthly mortgage payments on
median-priced homes grow by $90
last year to $2,570 a month, which
is $1,100 a month higher than 2021.
The average income needed to buy
a home has risen to $126,700—and
only 6 million of the 46 million renters
in the U.S. qualify for this benchmark.

Speaking of renters, the rental mar-
ket has faced strain from those priced
out of the housing market, McCue
explained. JCHS found that the rental
population grew by 848,000 in 2024.
Multifamily construction is attempt-

ing fo rise to the challenge, with JCHS
reporting 608,000 new units built in
2024, the most in about 40 years.

“Now is not the
time to step back,
but to step up ef-
forts to increase
affordability,
lower housing
costs and address
the ever-growing
needs of the na-

tion’shouseholds.”

-DANIEL MCCUE,
Senior Research Associate, JCHS

Despite the construction increases,
units are continuing to rise in price.
JCHS saw that 22.6 million renters
are cost-burdened, which translates
to 50% of the renting population.
In addition, more than 12.1 million
(27%) are severely burdened, mean-
ing they spend over 50% of their in-
come on their rentals. As McCue puts
it, these renters are in “a very precari-
ous financial situation.”

High housing costs aren’t just a
barrier to homebuyers and renters.
In fact, McCue said they also pose a
challenge to existing homeowners as
well. Property taxes and home insur-
ance have seen increases, with JCHS
reporting that taxes grew 12% from
2021 to 2023, while insurance premi-
ums shot up 57% from 2019 to 2024.

Because of the high housing costs in
both markets, McCue emphasized that
the “growth in the number of home-
owner households was cut in half in
2024 and has dropped even further
in early 2025.” He noted that home-
ownership rates were also hit with a
decrease, dropping for the first time in
eight years. This caused such a slow-
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down in the market that “existing-home
sales hit their lowest point since 1995.”

To meet this challenge head-on,
JCHS found that builders started to
ramp up the new-home market by
offering smaller homes, lower prices
and financial incentives. This did ease
the burden a bit, as new-home sales
grew 3% in 2024. However, fariffs
now threaten the housing construc-
tion industry by potentially raising the
cost of building to “almost $11,000
per unit,” which McCue said could
“make additional gains more difficult
to achieve in the future.”

While there is also housing assis-
tance available for renters, buyers and
homeowners, McCue clarified that
most of this population is either aging
or disabled and not participating in
the workforce. “There's very litlle as-
sistance available to help the millions
of working families living paycheck to
paycheck to make ends meet, and with
assistance reaching so few of those in
need,” he said, emphasizing the in-
creased need for more programs.

Continuing on this point, McCue
also noted that housing assistance
needs fo increase not just for the cur-
rently cost-burdened, but also for the
future aging population. Data shows
that the “number of householders
aged 80 and over is projected to dou-
ble in the next 20 years, adding nearly
10 million households to this oldest
age group.” McCue said that this will
bring “increased needs and increased
urgency” to the assistance pool.

McCue concluded by saying that
all the data JCHS found “points to
the fact that now is not the time to step
back, but o step up efforts to increase
affordability, lower housing costs and
address the ever-growing needs of
the nation’s households.” RE

Claudia Larsen is an associate
editor for RISMedia.
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Consedine

Being Prepared,
Proactive and
Positive

Brent Consedine

President

Berkshire Hathaway HomeServices California Properties
San Diego, California

https:/ / www.bhhscalifornia.com

Region served: San Luis Obispo, Santa Barbara, Ventura,
Los Angeles County, Orange and San Diego Counties
Years in real estate: 29

Number of offices: 53

Number of agents: 2,500

What challenges are you currently facing, and
how are you working to overcome them?

If you talk to any agent, especially in California, they'll
tell you that insurability is a hot-button issue. To prepare
for that, not only do we have a HomeServices insurance
division, but we also have our own insurance produc-
ers and brokers who provide information on policies
and what we need to do to help our properties become
more insurable.

Another big challenge is financing. A lot of our agents
are struggling to get buyers off the fence, so we need to
communicate in a different way while finding alternative
financial solutions.

There's also the affordability issue. We've been help-
ing our agents learn what they need to know—from down
payment assistance programs to tracking neighborhoods
that are in transition. There's not much we can do about
affordability other than offer solutions to help ease some
of the pain.
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How are you working to support agents?

In addition to sharing ideas for office meetings with our
managers, we've been talking about the three Ps—pre-
pared, proactive and positive. We came into 2025 very
consciously, taking what we learned from surviving in
2024 and applying it to thriving in 2025. We're focused
on a holistic approach that involves preparing agents for
the business and marketing side. We want to prepare
them for the mental side as well. Additionally, we've been
helping agents understand how to use Al for more than
just writing creative copy. By attending our Al University,
Ahead of the Curve, agents can learn practical tasks and
uses for Al in their own business.

Tell us about some of the lessons you’ve learned.

Looking back, all I ever tried to do was embrace new op-
portunities—and being open to taking on more responsi-
bility led me to the next level. I've come to realize that the
challenges | experienced as an agent weren't that differ-
ent from the challenges associated with the role of branch
manager, regional vice president, president and so on. My
role is to ensure that the tools and support we're providing
our agents is what they actually need. As things change,
we want to remain relevant and competitive. Having ex-
perience in a lot of aspects of the industry helps me under-
stand that, as does being out in the field.

What is the most important lesson you drive home
when mentoring/training agents?

Some people, myself included, are guilty of striving for
perfection. But if you're constantly just thinking about
something, you're not actually executing on it. | tell them
not fo reinvent the wheel. This is what has worked for many
of your peers. This is our structured program. This is a strat-
egy that's successful. What would happen if we pushed a
little bit to see what's possible? Often, it's small tweaks that
need to be made for agents to level up.

What attracted you to the brand?

There are many things | like about the brand, the first be-
ing that it's recognizable. The Berkshire Hathaway name
is global, and we get the benefit of being associated with
a Warren Buffett company. Another thing | love about
California Properties in particular is that despite the firm's
size, we feel like a small company. Being a Berkshire Ha-
thaway branded company comes with a lot of benefits—
whether it's ools, programs and coaching, or global leads
and relocation. RE

For more information, please visit
https://www.BerkshireHathawayhs.com.
-Claudia Larsen



deTonnancourt

A Shared
Commitment
to Excellence

Dean deTonnancourt

Broker/Owner, CEO

HomeSmart Professionals Real Estate
Warwick, Rhode Island

https:/ / www.thehomesmartexperience.com

Region served: Rhode Island, Massachusetts and Connecticut
Years in real estate: 36

Number of offices: 6

Number of agents: 300

Work philosophy/motto that you live by: “Integrity, Profes-
sionalism and Coachability”

What sets HomeSmart Professionals apart for
agents looking to build or expand their business?
At HomeSmart Professionals, we've created an environ-
ment where agents are set up for growth. What sets us
apart is a deep commitment to support without unneces-
sary complexity. We offer a modern business model that
lets agents keep more of their income while still receiving
the training, systems and tools typical of higher-cost bro-
kerages. It's about empowerment, not restriction. Agents
today want freedom, but they also want community—and
we've found that balance. We're collaborative, tech-for-
ward and focused on providing real, personalized support
that helps each agent build the business that fits their vision.

HomeSmart is all about empowering agents—
whether it’s marketing, engagement or lead
generation. How do the brand’s tools help your
agents stay ahead?

Empowering agents means giving them real leverage.
HomeSmart's tech tools aren’t just flashy, they’re power-
ful—they streamline work, save time and boost profession-
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alism—all at no cost to the agent. Our e-Signature plat-
form lets agents close deals from anywhere. The Al-driven
Marketing Design Center is a game-changer—agents can
create high-quality, customized marketing materials in
minutes. These fools remove friction from their workflow so
they can focus on building relationships, generating leads
and serving clients with excellence. It's not about over-
whelming agents with features—it's about simplifying their
day and maximizing their potential.

What's your strategy when it comes to mentor-
ship, collaboration and creating a culture agents
want to stay and grow in?

It starts with relationships. We don't lead with ego—we
lead with empathy and clarity. Our culture is built around
respect, responsiveness and a shared commitment to ex-
cellence. Whether an agent is brand new or a seasoned
top producer, they know they'll be supported and heard.
We create mentorship opportunities by matching experi-
ence with ambition, and we constantly promote collabora-
tion without competition. We celebrate individual wins, but
always bring it back to the collective strength of the team.
This isn't a brokerage where people come and go—we've
built a place where people come to grow, stay and thrive.

As someone who sees landscape design as a cre-
ative outlet, how do you bring that same vision
and long-game thinking to helping agents shape
their careers?

Landscape design is all about envisioning potential, layer-
ing elements thoughtfully, and understanding that beauty
unfolds over time with the right foundation. | approach
agent development the same way. It's not about quick
fixes or one-size-fits-all plans—it's about helping each
agent design a career that aligns with their strengths and
goals. Like landscaping, you start with a blank space and
envision what's possible —using the right tools and strategy
to bring it to life.

What's one thing you want agents to know about
the experience associated with being part of
HomeSmart Professionals?

| want every agent to know that you'll never feel like just a
number. You'll be supported, seen and set up to succeed—
every single day. Whether it's as simple as a tech question,
a marketing need, navigating a tough deal or achieving
a long-term goal, we show up. Our company was built
for agents, by people who understand what it means to
serve clients and build a business with heart. That's the dif-
ference—and it's why agents who join us tend to stay. RE

For more information, please visit https://join.homesmart.com.
-Joey Macari
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Driving Success
Through Inspiring
Growth

Sharon Wilson

President/Broker in Charge

Wilson Associates, a member of Leading Real Estate
Companies of the World®

Greenville, South Carolina

https:/ / wilsonassociates.net

Region served: Upstate South Carolina
Years in real estate: 40

Number of offices: 1

Number of agents: 37

Favorite part of your job: The people

How does your company work to make its agents’
jobs easier?

Our company culture is really important to me. It's not built
on just the number of people, but rather, the type of people
we hire. Another thing we do that's a little bit different is rec-
ognize agents who have bettered themselves and increased
their business based on sales volume or number of transac-
tions instead of ranking them based on production. This al-
lows agents to compete against themselves, not one another.

Tell us about your experience co-founding Wilson
Associates back in 2014.

While it was the scariest day of my life, I'll also say that I've
never worked as hard—and I've never had as much fun
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doing it. When you take this on, you take on the responsibil-
ity for everything. Having worked as a salesperson prior to
co-founding Wilson Associates, the thing that surprised me
most was the fact that experienced agents were coming to
me so that we could problem-solve together. Stepping into
this role taught me that agents may put what you're telling
them into their own words, but when you're watching them
succeed and grow, it's clear that they're listening.

Is now the time to pursue expansion—in terms of
offices and/or number of agents? Why or why
not?

For us, | would say no to office expansion because COVID
taught us to pivot and do things a bit differently. | don’t think
we need brick and mortar because we're pretty much pa-
perless. That said, it would be foolish to not want to grow
and keep up with the market if the right person came along.
We're not looking to be one of the big companies. Our
goal is to be a mid-sized company, potentially increasing
our agent count in order to expand our presence into other
regions and communities.

What is your best piece of advice for agents look-
ing to grow into leadership roles or open a broker-
age?
If you want to open a brokerage, you have to be able to
work 24 hours a day, seven days a week—and if you want
to grow from an agent to managing or owning a broker-
age, you need to network with people who are doing that.
You need to take some leadership courses and be involved
with your local boards and associations to see how it works.
Being an agent is different than being a broker/owner,
and while there’s some crossover, you need to be network-
ing and connecting with the right people. Being part of the
industry and volunteering on committees and boards is a
great way to stay informed about what's going on at the
local and state level.

What attracted you to Leading Real Estate Compa-
nies of the World® (LeadingRE)?

In addition to being a fabulous global network, | like that
the companies affiliated with LeadingRE are very kind to
us. In fact, | can call a company and either speak to their
relocation person or the agent I'm going to refer a client to.
A lot of referral networks are just online portals, and that
doesn’t work for me. When you get to have a conversation,
you're setting the stage for a successful referral. Beyond
their big conference in Las Vegas, | also enjoy LeadingRE’s
regional events, which are great for networking and shar-
ing best practices. RE

For more information, please visit https://www.leadingre.com.

-Claudia Larsen



Creating Your Own
Reality

Monie Wilder

Regional Vice President/Associate Broker

Wilder Real Estate powered by Jason Mitchell Group
Scottsdale, Arizona

https:/ / www.moniewilder.com

Region served: Phoenix/Scottsdale

Years in real estate: 8

Number of offices: 1

Number of agents: 8

Best tip for getting the right listing price: A great agent with
expertise in their market should be able to help a seller
understand how the right listing or marketing price will help
deliver the highest price for their home.

No. 1 tip for dealing with difficult clients: Be self-aware
enough that you can clearly navigate issues and challenges
and not be sucked into unnecessary drama.

Most effective way to motivate agents: Provide opportunities
to do enough business to keep them out of survival mode
while arming them with creative strategies and tools. Be
there to help them get out of pickles, but don’t micromanage,
which could shut down a sense of ownership of their results.
Key to establishing a healthy work-life balance: Be joyful

in what you're doing on a daily basis. It’s okay to have
seasons where you’re overly occupied with your business,
and seasons when you’re unplugged.
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What would you tell an agent determined to fol-
low in your footsteps having sold 100 homes a
year, on average, for each of your eight years in
the industry?

Agents need to understand that it's about coupling their
personal drive with the right systems and support. Finding
a brokerage or team that provides leads and systems is a
game-changer. | wish | would have found JIMG sooner, as
| would have been able to build much faster with much less
money. One shift | had to make was thinking like the CEO
of the business | wanted to create versus the business | cur-
rently had. This helped me make the necessary investments
into systems, marketing and people before | was ready—
and then | grew info it from there.

What would you point to as the most important
key to success, and how does it relate to mindset
and personal development?

Own your results, and you'll see your life shift immensely.
Don't look to others to save you, provide for you or stand
up for you. Decide that you're the creator of your own re-
ality, and commit to the art of creating a life and business
that reflects what you deserve. The second thing | would
advise is getting a coach. Invest in the process of hav-
ing someone else see you, hold you accountable to your
goals and have a stake in you leveling up in whatever way
matters most to you.

You’re obviously a naturally gifted coach. How
do you apply that talent to training better JIMG
agents?

| have my own coaching business called Coaching for
Closers that agents, regardless of brokerage affiliation,
can access for inexpensive and practical sales coaching.
I'm a big believer in simplicity, so everything | do is about
helping agents see the simplest ways to get 1% better ev-
ery day as salespeople. I's usually about slowing down,
listening better, thinking critically and responding simply.

As an experienced media spokesperson, what
tips can you offer others in the field who may be
called upon to respond to media queries?

Make the truth sexy. When it comes to news, reporters
need to capture attention (make a sale), so help them do
that. | love to write articles that have a little sass, humor
or great storytelling included—and when I'm on camera, |
make sure I’'m magnetic and engaging. What's really hap-
pening within the industry, or in your local market, can be
shared in a way that's as interesting as the latest Nefflix hit.
It's your job to bring that to light for them. RE

For more information, please visit https://thejasonmitchellgroup.com.

-John Voket
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Broker Confidence
Plummets as Affordability
Smothers Markets

By Jesse Williams

roker confidence tumbled to a two-and-a-half year low in June,

according to RISMedia’s recent survey of real estate business

owners, with long-run affordability concerns tipping against a

generally resilient economic environment.

RISMedia’s latest Broker Confidence
Index (BCl) came in at 5.6, a pre-
cipitous drop from 6.3 in May. Low
sales and macro turmoil appear to
have weighed heavily on most mar-
kets throughout the spring, with the af-
fordability problems an albatross for
almost the entire industry.
“Affordability is not due to inferest
rates, it's due to the fast increase in
property values above 40-year aver-
age appreciation, and incomes not ris-
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ing at a commensurate rate,” said Todd
Menard, CEO of West USA Realty in
Avrizona. “People have increased their
expenses to new highs. Debt to income
is crippling the industry.”

The BCl has not seen a lower month-
ly reading since December of 2022,
when the Federal Reserve’s rate hiking
campaign froze out the market as infla-
tion hovered around 6.5%.

In 2025, home sales remain at lows
not seen since the Great Recession, and

while many—including the National
Association of Realtors® (NAR)—be-
lieve new Trump administration priori-
ties as addressing at least some of these
structural issues, affordability remains
the main barrier for gefting prospective
buyers off the sidelines.

Notably, in June, the Harvard Joint
Center for Housing Studies (JCHS) re-
leased its annual report on the “State
of the Nation’s Housing,” and found
that homeownership rates fell in 2024
for the first time in almost a decade.

In their qualitative response to the
BCl, 45% of brokers mentioned af-
fordability as something that was cur-
rently affecting their confidence.

“Listings are getting harder and
harder to sell—especially the ones
that are near new construction ar-
eas. Buyers are holding off until rates
drop,” said Scott Myers, broker/
owner of CENTURY 21 Scott Myers
REALTORS® in Texas.

Numbers and Needs

Far from a sudden or surprising crisis,
affordability issues grew steadily—
and significantly—in the wake of the
2008 housing crash, as many smaller
builders disappeared and new home
constriction slowed, creating supply-
demand imbalances. Simultaneously,
incomes, especially in the lower and
middle quartiles, stagnated, pricing
more and more of the population out
of homeownership.

The same JCHS study found that only
around 17% of current renters can af-
ford to buy a home, based on incomes,
current mortgage rates and spiraling
costs. Those kinds of data paint a dire
picture of the long-term health of hous-
ing—but policymakers have long not-
ed that solutions require complex and
interdisciplinary approaches, looking
at everything from local land use regu-
lation to income inequality.

And importantly, most (or at least
many) of these issues can only be
addressed at the local level, making
broad-based reforms or initiatives
nearly impossible.



Richard McKinney, broker/owner
of RE/MAX Gold in Florida, high-
lighted the specific, acute challenges
facing the housing market in that state,
pointing fo insurance costs, higher in-
ventory, taxes and competition with
new builds as putting “downward
pressure” on the market—with afford-
ability as the overarching theme.

“There is no way but down in most
Florida sub-markets,” he said.

Brokers were asked to highlight
what they saw as the most important
solutions to affordability issues in their
market, ranking programs or policies
on a scale of one fo five, from “least
needed” to “most needed.”

Unsurprisingly, the broadest con-
sensus across geographies was for a
lower federal funds rate. Almost three-
quarters (72%) of brokers ranked this
as the “most needed” step to address
affordability, with rates still hovering
around 6.6% (at press time).

President Donald Trump, as well
as Federal Housing Finance Agency
Director Bill Pulte, have viciously at-
tacked Federal Reserve Chair Jerome
Powell for delaying interest rate cuts,
calling for his resignation and accus-
ing him of political bias. Powell has re-
fused to address these attacks publicly,
and continued to say the Fed is waiting
on more economic data related to tar-
iff impacts before cutting rates again.

Another highly rated policy was
downpayment assistance —something
that is offered by all levels of govern-
ment, as well as through private or-
ganizations in some circumstances.
The new Trump administration has
not made these programs a priority,
with no new programs in the recently
signed mega-bill.

According to the Urban Institute,
as of 2023, most down payment as-
sistance programs were run at the
state level. The same report found
demand for these programs grow-
ing exponentially, with three times
as many buyers relying on them in
2023 compared to 2010.

Brokers also pointed to deregulation
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Affordability Solutions*

Deregulation for buitders. ||[|||{111HHIIIIIIITIIIIIIIINE 3.82
Downpayment assstonce [[[[IIIIIIIHIFININNONNND 400
Zoning reform | [[H[IIHIIFAAFFAAAEMENEEANI 330
Atternate housing ||[1IINNINNNINAIEELN 333
Fed rote cut |[[||{HHNNINNNLLAACARRRRNIINICERRRRRRRRRINTEY 460
Rate buydowns ||[11ININIINAAAAIAAFCORNRRHNNRIOI e o
Subsidized housing | |||111111111////111 211
Climate resiience |||11HH1HHIIIIINI 267
insurance subsidies ||||111IIININNIFARRRAEOLLLL 37
S T, 3.1
0 1 2 3 4 5
*on a scale of one fo five, with five being "mast needed" and one being “least needed"
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According to the
Urban Institute, as
of 2023, most down
payment assistance
programs were run
at the state level. The
same report found
demand for these
programs growing
exponentially, with
three times as many
buyers relying on
them in 2023 com-
pared 2010.

for builders (something that has been
a priority at the federal level). A 2021
National Association of Home Build-
ers’ study claimed that around 24%
of the cost to build a new home was
regulatory—though that study did not
break out which level of government
imposed those regulations, saying it is

“difficult to impossible” for a builder to
make those determinations.

Programs that brokers saw as less
needed included deed-restrictions and
subsidized housing, with only 11% of
brokers ranking these programs as a
four or higher. So-called permanently
affordable housing like this varies
widely in how it is executed, but has
been cited by many advocates as
necessary to help low-income families
climb the housing ladder.

Other  lower-priority ~ programs
include special purpose credit pro-
grams (SPCPs), lending products
available to disadvantaged groups.
While the Mortgage Bankers Asso-
ciation touted these programs in the
past, the Trump administration has
recently withdrawn support for these
programs, limiting their reach and
usefulness, according to NAR. RE

Jesse Williams is content
director for RISMedia Premier.

-~
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Reviving Cold Leads: The
Power of Al in Real Estate
Engagement

By Anvesh Chakravartula

n the competitive world of real estate, understanding how to ef-

fectively engage with leads is crucial to success. While many real

estate agents focus primarily on acquiring new leads, it's equally

essential to recognize the untapped possibilities within dormant con-

tacts and how they can become potential clients. Most leads don’t go

cold; they simply go quiet, and tailored strategies can revive them.

Defining Lead Engagement
lead engagement involves actively
nurturing interactions with potential cli-
ents, whether through follow-up calls,
personalized emails or timely mes-
sages. This process requires a balance
of persistence and finesse, recognizing
when a prospect needs a gentle re-
minder or an informative nudge.
Intoday’s fast-paced market, agents
often juggle multiple responsibilities
and wear multiple hats, leaving little
room for extensive follow-up efforts.
However, leveraging Al-powered so-
lutions, such as Realoq’s RE-Engage,
a lead reengagement solution that
helps real estate agents recover and
convert previously unresponsive yet
qualified leads, can streamline this
process while ensuring no lead is left

behind.
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The Importance of
Personalization
Effective lead engagement hinges on
personalized communication. A ge-
neric message is unlikely to spark infer-
est, but intelligent contextual messag-
ing based on a lead’s past behavior
can cultivate a genuine connection.
By understanding what past prospects
are seeking, agents can tailor their
outreach to feel relevant and precise,
rather than robotic or prescriptive.
Furthermore, the landscape of real
estate is shaped by shifts in consum-
er expectations. Buyers and sellers
are increasingly looking for not just
products but relationships—real es-
tate is, after all, a people business.
Automated responses should serve
as a foundation, while live interac-
tions enhance that connection, dem-

onstrating a commitment to service
and authenticity.

The Role of Al in Nurturing Leads
Incorporating Al solutions into your
strategy doesn’t just add efficiency;
it brings a level of sophistication that
can redefine your engagement ap-
proach. Tools that offer always-on
lead nurturing and readiness alerts
allow agents to stay top of mind.

The infegration of such capabili-
ties within a single platform simplifies
workflows, enabling agents to focus
on what matters most—their clients.
Instead of toggling between cum-

ersome systems, an all-in-one solu-
tion can enhance productivity and
effectiveness.

Strategies for Engaging

Dormant Leads

1. Personalize your follow-ups based
on previous interactions to resonate
more deeply with prospects.

2. leverage automated solutions to
maintain consistent communica-
tion while retaining your personal
touch.

3. Remain proactive with lead readi-
ness notifications that let you know
when past contacts are ready to
reengage.

While acquiring new leads lays the
groundwork for a successful busi-
ness, revitalizing cold leads through
intelligent engagement strategies
can unlock hidden potential within
your client database. By prioritizing
personalized interactions and em-
bracing innovative technology, real
estate professionals can cultivate
meaningful relationships that lead
to successful transactions. Harness-
ing Al tools and methodologies em-
powers agents to transform dormant
leads into tangible opportunities for
growth. RE

Anvesh Chakravartula is CEO of Realoq.
For more information, please visit https://
realog.com/solutions/reengage.



Real Estate Teams Need
Better Tech

Commentary by Gina Ippolito

eal estate technology continues to advance, giving professionals

the ability to scale. But time and time again we see one industry

segment get left behind: teams.

Solo agents unlock autonomy and
freedom when they leverage the right
tech, but teams often can't fully ben-
efit from those same platforms. Teams
need specialized technology.

Why Team-Focused Tools Matter
A team'’s tech stack needs unique
functionality to navigate the nuances
of the team dynamic to avoid miss-
ing out on opportunities and earning
potential. Why does it matter? Solo
agents focus on their own goals,
while teams and their leaders have
to balance individual and collective
objectives.

In fact, teams operate more closely
to a typical brokerage than their solo
agent counterparts.

Technology geared toward teams
needs to take a holistic approach to
productivity, transaction and com-
mission management, as well as re-
cruiting. To operate effectively, teams

need the same information and digital
infrastructure available at a broker-
age level.

Productivity

For a solo agent, figuring out total
sales volume and units sold is rela-
tively straightforward. Effective teams
require additional measurable points
beyond these basic numbers.

Team leads need comprehensive
data to make informed decisions and
guide their members. Valuable, and
often overlooked, team data includes:

* New versus canceled

¢ Closed versus canceled

¢ Closed versus pending, sales sides
e Gross commission income

Transaction and Commission
Management

Leads that have transparency info the
team'’s transaction history are able to
use the insight to help members play

TEAM TALK (3)

to their strengths and meet milestones.

Transparent commission approv-
als are also key to timely, seamless
payouts. If a team lead can preset
the entire approval process on their
backend, hiccups are less likely to
slow momentum or lead to agent dis-
satisfaction.

Recruitment

Growing a team requires fime and
energy to source and vet the right
people. Why should a team leader
have to juggle multiple recruitment
platforms when the ideal agent may
be right under their nose? With built-
in recruiting tools, leaders can attract
new talent in their local market while
managing their search from a central-
ized resource.

Is Your Brokerage Giving Teams
an Advantage?

If teams can achieve brokerage-level
production, they need tech that offers
the same big-picture analytics and
process automation.

But not every brokerage is equipped
to support teams the way they need.
HomeSmart has always strived to opti-
mize the real estate technology experi-
ence for every agent—without leaving
anyone, including teams, behind.

This is why we've given teams a ma-
jor advantage with integrated team
features built into our RealSmart Agent
platform—at no additional cost. Our
nationwide network includes over
400 actively producing teams respon-
sible for more than $5.7 billion in vol-
ume and nearly 12,600 transaction

sides since January 2024. RE

To learn more about HomeSmart's transforma-
tive technology, visit Join.HomeSmart.com.

Gina Ippolito is HomeSmart's vice president
of Product and Development, driving the
brokerage’s technology
initiatives and strategy. She
spearheads the advancement
of HomeSmart's proprietary

N RealSmart Agent platform

to provide innovative,
empowering agent solutions.
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Listing Leader Lisa Bayless
Shines With Buyer-Agent
Team in Tucson

By Barbara Pronin

native of Tucson, Arizonq, Lisa Bayless earned a degree in so-

cial work from Boston University, convinced she’d found her

calling in counseling. But a blind date who became her steady

was a real estate developer in Back Bay, and she was quite surprised to

see an overlap in what they did.

“We both worked with clients who
valued our expertise,” says Bayless.
“We did our best to make them feel
comfortable, to trust us, and in the
end to help them meet their goals.”

So, when they returned to Tucson in
2006 to finish grad school and plan a
wedding, she decided to try her hand
at real estate. Licensed a year later,
she found a home at Long Realty,
where she reigns among the top 1%
of agents nationwide—and where
the Bayless Team last year closed
206 transactions valued at more than
$124 million in volume.

Barbara Pronin: Lisa, how and
when did you begin building a
team, and how is it structured?

Lisa Bayless: | hired my first admin
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in 2017 because | needed help with
my workload, and that created more
business. Then | hired a buyer’s agent,
and business increased even more.
Today, we're a team of five buyer’s
agents—one of whom is very new—
and four administrators, and | do all
the selling.

BP: What do you look for when
you hire an agent?

LB: A good work ethic—and loyalty.
| want people who will stay with us,
not use us as a springboard. Most of
us have been together for a while.
They trust me. They know our team is
here to stay, and that | won't bring on
another person without their buy-in.
That's my pledge to them because my
success is tied to my team.

BP: How would you describe
your team culture?

LB: Very close knit. We're on the
phone all day long. We're like our
own little family.

BP: Eight or nine people is a
good-sized group. What’s your
method for staying organized?
LB: We have two regular meetings
every week to be sure we're all on
the same page, and another meeting
once a month to talk about larger is-
sues. And then, as | said, we're on the
phone much of the day as needed.

BP: Tell us a little about the areas
you serve.

LB: Primarily greater Tucson and Oro
Valley, which is six miles or so north
of Tucson. It's an upscale community
with some stunning mountain views,
great schools and easy access to a
host of outdoor sports.

BP: What’s the average selling
price?

LB: Our average selling price is
about  $700,000, although you
can still buy a home in Tucson for
$300,000, and we have listings in
some desirable Oro Valley areas for
$1.5 or $2 million.

BP: In your opinion, Lisa, what
makes your team the one to call
in your market?

LB: Professionalism, without a doubt—
and personal service. I've been here
most of my life. | have a deep under-
standing of the local market, and I'm
accustomed to working with all par-
ties in every transaction to ensure ev-
erything is smooth and seamless and
that my clients achieve their goals.

BP: Your team posted $124 mil-
lion in closed transactions last
year. What's your goal for 2025?
LB: I'd like to think we're going to
exceed it, but there are so many vari-
ables out of our control that | can only
promise to do our best.



Experience the perfect blend of luxury and modern technology

in this contemporary home, listed
L .

BP: What do you do when
you're not working?

LB: | love hiking and biking—and I'm
a travel junkie. | like to read about an-
cient history and choose a destination
where we can explore in person all
the places |I've been reading about.

BP: As you noted, you have
deep roots in the area that serve
you well. How do you choose to
give back to the community?

LB: I'm proud to be a past board
president of the Boys & Girls Club of

by the Bayless Team. o

Tucson, and I'm all about supporting
local nonprofits. | donate a portion of
every commission to local organiza-

tions—more than $120,000 thus far.

BP: And finally, Lisa, what's your
best advice to team leaders just
starting out?

LB: Be clear about the kind of team
you want. In my case, | chose to hire
buyer's agents while | do all the sales.
We don't even have a team phone
number. Clients speak only to me.
It's less traditional, but it works well

TEAM TALK (3)

“However you
choose to structure
your team, show up
every day commit-
ted to mentoring, in-
spiring and creating
a culture of closeness
and loyalty.”

-LISA BAYLESS,
the Bayless Team

for us—and however you choose to
structure your team, show up every
day committed to mentoring, inspir-
ing and creating a culture of close-
ness and loyalty. RE

For more information, please visit
https://lisabaylessteam.longrealty.com.

Barbara Pronin is a
contributing editor to
RISMedia.
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Wendorf

Wisconsin Team Leader
Thrives on Challenges

By Barbara Pronin

isconsin native Tony Wendorf always planned to be a doc-

tor. In 2009, he earned a PhD in forensic psychology and

went to work qualifying executive talent for industrial orga-

nizations. He loved the work, and still does, setting aside part of every

work week to continue in his first career.

Butin 2017, a friend in the industry got
him thinking about real estate.

“I had always had an interest in real
estate,” says Wendorf. “The hours
were flexible, the pay was good, and
like my work as a licensed psycholo-
gist, it was all about helping others to
live their dream.”

Along the way, Wendorf had
learned a lot from a book called
“Raving Fans” by Ken Blanchard and
Sheldon Bowles.

“The book provides a simple frame-
work for building a raving fan base,”
says Wendorf, “because just having
satisfied customers isnt good enough
anymore.”

In 2021, Wendorf joined First We-
ber REALTORS®' Lake Country office in
Delafield, Wisconsin, where his team
of eight tallied 160 accepted offers
worth more than $70 million last year.

66 August 2025 RISMedia’s REAL ESTATE

Barbara Pronin: You’re a very
busy man, Tony. How do you
find the time and energy to
manage two successful careers?
Tony Wendorf: I'm typically up and
at my desk by six in the morning, and
| often work until eight at night—but |
find myself energized by the work |
do. | deal with a lot of happy people.

BP: So, let’s go back a bit, to
when you joined First Weber.
It’s the only company you’ve
worked for, isn’t it?

TW: It is, and they've been wonder-
ful—and | came into the business fully
ready, with a deep understanding
that customer service is paramount. In
my first year, | earned (in sales) $6.3
million. In my second year, it was $16
million. That's when | knew it was time
to create a team.

BP: What did you look for in re-
cruiting team members?

TW: | was, and sfill am, open to
people with a similar mindset; ethical,
hard-working people with at least five
years in the business, who are commit-
ted to unparalleled customer service.

BP: What do you mean by “un-
paralleled” service?

TW: Going the extra mile to be sure
we exceed our clients’ expectations
in every step of the process. Our goal
is to make the buying or selling expe-
rience fun, easy and so successful that
our clients become forever clients and
refer their friends and family.

BP: What's the size of your team
today?

TW: There are eight in sales, includ-
ing me, and two fantastic administra-
tors, a transaction manager and an
operations director.

BP: And how do you stay orga-
nized?

TW: We have a weekly meeting ev-
ery Tuesday so that everyone stays
up to date—and we talk often and
meet whenever something needs to
be addressed. We're results-driven.
Achievement is our thing, and we love
to celebrate wins. All in all, we have
a great time, in and out of the office.

BP: Is that how you would de-
scribe your team culture?

TW: That's part of it, yes. But it re-
ally goes deeper than that. We're
united in our core belief in what | call
the five important Fs: Faith, Family,
Friends, Fitness and Financial. We're
committed to doing the work of God,
ethically and morally, but also to
spend quality time with friends and
family—to stay healthy, and take
care of others as we achieve finan-
cial stability.

BP: Does that mean you have a
philanthropic side?
TW: Absolutely. We give back about



B -

$40,000 a year to the communities
we serve. We have a $15,000 annu-
al sponsorship to St. Anthony on the
Lake, helping to serve the needy, and
the rest to a variety of local causes
that are meaningful to our team mem-
bers—the homeless, grief counseling,

i Nestled on 9.18 private acres, this Tony Wendorf & Associates
# Team listing boasts 648 feet of private lake frontage.

local sports teams, to name a few. The
rule is, don't say no.

BP: Tell us something about the
communities you serve.

TW: Deldfield is truly lake country,
grassy hills amid any number of lakes

TEAM TALK (3)

“Aleader’s job is

to make his people
successful. That's
where you need to
invest yourself. Their
success is your suc-
cess, and that makes
everyone happy,
including the custom-

ers you serve.”

-TONY WENDORF,
Tony Wendorf & Associates Team

and streams—great for recreation,
and a great place to live. We're 25
minutes from Milwaukee and 45 min-
utes from Madison, so we attract a
lot of commuters looking for peaceful
space outside of the city.

BP: What is your average sales
price?

TW: The average is about $440,000,
although we recently sold a $6.5 mil-
lion lake property and a $57,000
parcel of land.

BP: And finally, Tony, what ad-
vice do you have for team lead-
ers just starting out?

TW: Have a thick skin. Much of your
time will be spent making others
happy, and helping others grow. A
leader’s job is to make his people suc-
cessful. That's where you need to invest
yourself. Their success is your success,
and that makes everyone happy, in-
cluding the customers you serve. RE

For more information, please visit
https://tonywendorfassociates.firstweber.com.

Barbara Pronin is a
contributing editor to
! RISMedia.
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AMERICAN HOME SHIELD®

PREFERRED PROVIDERS

CRUSH IT IN REAL ESTATE

(800) 735-4663 ¢ www.ahs.com/realestate

American Home Shield® founded the home warranty industry more
than 50 years ago and remains the industry leader, with more than 2
million customers who depend on us every day. Our home warranty
plans are designed to protect your clients’ budgets from unexpected
covered repair or replacement costs. We cover home system compo-
nents and appliances when they wear out, no matter their age, and
we offer additional services and special member offers like seasonal
HVAC tune-ups, rekey, smart home tech installation and set up service,
and more. This all adds up to coverage your clients will use. Visit www.
ahs.com/realestate to learn more.

BERKSHIRE HATHAWAY HOMESERVICES
(800) 666-6634 * www.bhhs.com
Berkshire Hathaway HomeServices is a global residential real estate

brokerage franchise network with more than 50,000 real estate profes-
sionals and nearly 1,500 offices across 12 countries including the U.S.,
Canada, Mexico, Europe, the Middle East, the Bahamas and India.

BUFFINI & COMPANY
(800) 945-3485 * www.buffiniandcompany.com
Headquartered in Carlsbad, California, Buffini & Company is the

largest real estate coaching and training company in North Ameri-
ca. Founded by real estate expert and master motivator Brian Buffini,
the company provides a unique and highly effective lead-generation
system and comprehensive business coaching and training programs
that have helped entrepreneurs in 45 countries improve their business,
increase net profit and enhance their quality of life.

CENTURY 21 REAL ESTATE LLC

(877) 221-2765 * www.century2l.com ¢ Madison, New Jersey

¢ Michael Miedler, President & CEO

The approximately 144,000 independent sales professionals in over
12,900 offices spanning 84 countries/territories in the CENTURY 21®
System live their mission everyday: to defy mediocrity and deliver ex-

traordinary experiences. By consistently chasing excellence, giving
121% and always elevating, the CENTURY 21 brand is helping its affil-
iated brokers/agents be the first choice for real estate consumers and
industry professionals.

COLIBRI REAL ESTATE

(844) 701-2946 * www.colibrirealestate.com/grow-with-colibri/
Colibri Real Estate is an education partner with quality learning solu-
tions, expertise and flexible learning options. As the leading education

company for industry professionals, Colibri has helped millions pur-
sue and achieve more in their careers. They've done this by providing
custom education solutions and recruitment resources to thousands of
brokerages, schools and other organizations. Their service line—un-
matched in the industry—includes comprehensive content and curric-
ulum, expert instructors and robust classroom resources in our family
of real estate schools and our innovative online learning platform.
Colibri Real Estate empowers agents and brokers to start or advance
their careers by offering real estate’s most comprehensive and flexible
learning solutions.

(781) 786-2422 ¢ www.CrushltinRE.com ¢ Waltham, Massachusetts
info@crushitinre.com

Crush It In Real Estate was started back in November 2017 for the
sole purpose of providing quick, easy and actionable tips for agents to
grow their business and to give a sneak peek info what their renowned
training courses look like. These short, digestible videos highlight the
tricks and strategies of these courses in an entertaining way that only
Anthony Lamacchia can provide.

DEPOSITLINK, INC.

1-833-DEP-LINK ¢ www.depositlink.com

Depositlink is the market-leading digital payments platform for the res-
idential real estate business. With Depositlink, brokerages, agents and
title/escrow companies can request and send payments quickly and

securely from any device, eliminating the inefficiencies and liabilities
caused by paper checks and bank wires. The platform includes work-
flows for earnest money deposits, commissions, rental payments, re-
funds, desk fees and retainer fees. All payments can be tracked in real
time by agents and admins with Depositlink’s tracking and reporting
feature. There is no cost to sign up for DepositLink.

FBS

www.flexmls.com ¢ Fargo, North Dakota

 Kim Prior, (701) 235-7300, kprior@fbsdata.com

FBS sets the standard: the MLS technology leader proven by innova-
tive products and unmatched service. Their Flexmls® Platform serves

320,000-plus real estate professionals, consistently receiving the high-
est ratings for reliability, performance and satisfaction. One-hundred
percent employee-owned and 45-years-young, FBS is proudly peo-
ple-focused, with consistently unsurpassed customer satisfaction and
client retention rates.

HOMES.COM
(855) 708-3833 ¢ www.homes.com ¢ (M-F 8:30am - 8:00pm EST)
Homes.com offers a full line of advertising products and online market-

ing services designed to help real estate professionals connect with in-
terested buyers and sellers. If your goals include connecting with qual-
ity buyers and sellers searching for their next home and leveraging the
right tools and services to grow your business, you've come to the right
place! Homes.com has tons of resources to help you stay informed of
what's happening in the industry, what's working for successful agents,
and what tactics are leading to success in today’s market.

HOMESMART

Founded in 2000 with a revolutionary 100%-commission, full-service

model, HomeSmart is a top national real estate enterprise powered
by its proprietary end-to-end technology platform. HomeSmart exists
to unlock the transformative power of real estate for everyone, provid-
ing integrated solutions to agents, franchise partners and, ultimately,
consumers. HomeSmart's footprint covers over 25,000 agents across
250-plus offices in 48 states. For more information on HomeSmart and
its opportunities for buyers, sellers, agents or franchise owners, visit
HomeSmart.com.
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HSA™ HOME WARRANTY
(800) 367-1448 * www.onlinehsa.com
HSA™ Home Warranty has provided outstanding products and ser-

vice to real estate professionals and homeowners for more than 37
years. The home warranty helps sellers and buyers protect their budget
from the cost of repairing or replacing the covered home system com-
ponents and appliances in their home. HSA™ also offers additional
services to help buyers maintain their homes, including rekey service,
an electronics plan, and pre-season HVAC tune-up service. With HSA
Home Warranty, your clients get reliable budget protection backed by
exceptional service and you get a provider who works hard to better
serve you. Visit www.onlinehsa.com to learn more.

INSIDE REAL ESTATE

(800) 656-1646 ¢ www.insiderealestate.com, www.boldtrail.com

Inside Real Estate is a trusted technology partner to over 500,000
top brokerages, agents, and teams. Their branded portfolio, BoldTrail,
includes BoldTrail front office, BoldTrail Back Office and BoldTrail Re-
cruit, solutions that create a complete tech ecosystem for clients, and
deliver seamless end-to-end operations, to scale success at any level.
BoldTrail delivers the next generation of the company’s legacy brands,
including kyCORE, BoomTown, Brokermint and AmpStats solutions.

JASON MITCHELL GROUP

www.thejasonmitchellgroup.com

The Jason Mitchell Group (JMG), America’s No. 1 referral brokerage,
has been named one of the Inc. 5000 fastest-growing companies

for four consecutive years. In 2023, JMG had over 7,500 transac-
tions, resulting in a total sales volume of $3.6 billion. With JMG's re-
cord-breaking Q2 earnings marking a 24% increase from 2023, JIMG
continues fo pioneer the real estate industry through its unique business
model and exclusive national partnerships.

JPAR® - REAL ESTATE
(800) 683-5651 ¢ www.jpar.com ¢ Careers@jpar.com
5045 Lorimar Dr., Suite #180, Plano, TX 75093
* Rick Davidson, CEO
¢ Laura O’Connor, COO
JPAR® - Real Estate offers a full-service real estate brand with a com-

petitive fee-based model and agent-centric culture. The platform
provides seven-day support, tech tools, marketing, lead generation
and mentoring. JPAR® empowers real estate professionals to deliver
exceptional service with cutting-edge technology and comprehen-
sive support.

LAMACCHIA REALTY

(855) 510-SOLD (855-510-7653) ¢ www.lamacchiarealty.com
Waltham, Massachusetts

¢ Anthony Lamacchia, anthony@lamacchiarealty.com, 855-510-7653
Lamacchia Realty is a Massachusetts-based real estate company, that
now in addition to Massachusetts serves Connecticut, New Hamp-

shire, Florida, Rhode Island, and Maine. They focus on technology, in-
novation, and top-notch customer service. The company is also known
for community involvement and philanthropy. They have hundreds of
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highly trained and experienced agents, that are dedicated to helping
clients find the perfect home by providing exceptional service, market-
ing, and utilizing the latest market technology.

LEADING REAL ESTATE COMPANIES OF THE WORLD®
(312) 424-0400 * www.leadingRE.com
Leading Real Estate Companies of the World® (LeadingRE) is an in-

vite-only, business-to-business real estate community, interconnecting
top local and regional independent companies in 70 countfries across
the world. It provides its members with performance-driven assets, like
elite fraining and education, marketing and technology resources, re-
ferrals and support. LeadingRE gives its 550 brokerages an edge while
making their agents’ lives easier—and ultimately helping them to gener-
ate more business, assured by exceptional experience, quality service,
and access to people and opportunities worldwide.

LONE WOLF TECHNOLOGIES, INC.
(866) 279-9653 * www.lwolf.com
At Lone Wolf, we know real estate is more than transactions—it's about

relationships, trust and success. That's why our software solutions
adapt fo your needs, ensuring you stay ahead in any market. With cut-
ting-edge technology and a customer-first mindset, we simplify work-
flows, elevate your client interactions and help you achieve your goals.
Experience tools that work seamlessly together, so you can focus on
growing your business and delighting your clients.

MCKISSOCK LEARNING
(877) 277-5376 ¢ www.McKissock.com/real-estate
Since 1990, over 300,000 licensed real estate and property appraisal

professionals have turned to McKissock Learning fo maintain their licens-
es and grow their careers. As part of the Colibri Real Estate family of
premier education brands, McKissock Learning has helped real estate
professionals achieve sustainable success throughout each stage of their
career via continuing education and professional development courses.
Their learning solutions hone your competitive edge through unmatched
courses, multiple ways to learn—like self-paced courses or livestream
classes—and expert instructors in the real estate space.

PROPSTREAM
PropStream leads the real estate data indusiry with the most robust,
detailed datasets available. In business since 2006, PropStream offers

data for over 155 million properties nationwide and hundreds of filter-
ing combinations to help real estate agents and brokers find the best
listing leads in the least amount of time. With built-in marketing tools,
PropStream has everything a motivated agent or broker needs to build
marketing lists and make a pitch in one convenient location. PropStream
was acquired by Stewart Title Co. in November 2021.

REAL ESTATE WEBMASTERS

(877) 753-9893 * www.rew.com ¢ Nanaimo, British Columbia

* Morgan Carey, CEO * morgan@rew.com

Real Estate Webmasters (REW) is the leading technology provider for
the top 1% of real estate professionals in the world. Since 2004, we

have helped shape real estate technology to grow with your profes-
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sional needs. We are the secret weapon behind many of the names you
already know and love, creating cutting-edge websites that generate
leads, maximize efficiency and help ensure unrivaled success. If you
can dream it, we can build il

REALTORS PROPERTY RESOURCE®
(877)977-7576 * www.narrpr.com * Chicago, lllinois
* Jeff Young, Chief Operating Officer/General Manager

Realtors Property Resource® (RPR) is a national, parcel-centric data-
base that is a free, exclusive benefit for REALTOR® members of the Na-
tional Association of REALTORS® The database provides REALTORS®
with all available information about every parcel of residential and
commercial property in the United States, giving brokers and agents
valuable tools and features to make them better informed in order to
increase their efficiency in the marketplace.

REALTY ONE GROUP INTERNATIONAL

(949) 297-2020 * www.RealtyONEGroup.com

Laguna Niguel, California

* Eddie Sturgeon, EVP, Global Growth

Realty ONE Group International is one of the fastest-growing, mod-
ern, purpose-driven lifestyle brands in real estate whose ONE Purpose
is to open doors across the globe~ONE home, ONE dream, ONE life
at a time. The organization has rapidly grown to more than 20,000

real estate professionals in over 450 locations across 25 countries and
territories because of its proven business model, full-service brokerag-
es, dynamic COOLTURE, superior business coaching through ONE
University, outstanding support and its proprietary technology, zONE.
Realty ONE Group International has been named the number ONE
real estate brand by Entrepreneur Magazine for three consecutive
years and confinues to surge ahead, opening doors, not only for its
clients, but for real estate professionals and franchise owners. To learn
more, visit www.RealtyONEGroup.com.

RE/MAX®

RE/MAX® is one of the world’s most recognized and widespread real
estate brands in the industry. Since its founding in 1973, RE/MAX has
operated with an innovative, entrepreneurial culture affording its agents

the flexibility to operate their businesses with great independence. With
more than 140,000 agents in nearly 9,000 offices and a presence in
over 110 countries and territories, nobody in the world sells more real
estate than RE/MAX, as measured by total residential transaction sides.

RESIDENTIAL REAL ESTATE COUNCIL

(800) 462-8841 ¢ www.crs.com

Residential Real Estate Council (RRC) is the global residential real estate
agents’ leading education and networking organization. RRC awards

the CRS Designation, the highest credential for residential sales agents,
managers and brokers. Tens of thousands of real estate leaders from
more than 20 countries call RRC home through courses and certifications
for skills enhancements, two-thirds of whom earn the CRS Designation.
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RESIDES
(843) 785-9696 ¢ www.Growth@REsides.io
REsides, Inc., a privately held corporation, is pioneering a unique bor-

derless and independent MLS model driven by a tech platform that
puts control back in the hands of brokers and agents. Supporting over
$4.5 billion in transactions annually, REsides is dedicated to empow-
ering its subscribers with reliable data and insights, innovative tools
and an unmatched equity model that is redefining the real estate indus-
try to drive success in an ever-changing and competitive marketplace.
Learn more about REsides at https:/ /www.REsides.io/.

UNITED REAL ESTATE

(888) 960-0606 ¢ www.GrowWithUnited.com

¢ Rick Haase, President

United Real Estate (United)—a division of United Real Estate Group—
was founded with the purpose of offering solutions to real estate bro-

kers and agents in the rapidly changing real estate brokerage industry.
United provides the latest training, marketing and technology tools to
agents and brokers under a flat-fee, transaction-based agent commis-
sion model. By leveraging the company’s proprietary cloud-based
Bullseye™ Agent & Broker Productivity Platform, United delivers a
more profitable outcome for agents and brokers. United Real Estate
operates in 32 states with 159 offices and more than 21,000 agents.
The company produced over 70,000 transactions and $27.8 billion in
sales volume in 2023.

WEICHERT FAMILY OF COMPANIES
(800) 401-0486 * www.weichert.com ¢ Morris Plains, New Jersey
Since 1969, Weichert, Realtors® has grown from a single office into

one of the nation’s leading providers of homeownership services,
made up of 18 full-service real estate-related companies dedicated
to putting customers first. Its network of real estate brokerages includes
more than 500 offices, serving markets in 42 states, with thousands
of agents. As a Weichert agent, you have access to industry-leading
sales and marketing tools, powerful technology, national and interna-
tional referral networks and top-notch coaching and training, as well
as a unique culture of support and sharing, from interactive staff to
collaborative affiliates across the country. Franchises available.

BROKER AND MLS PARTNERS

BEACHESMLS

(561) 727-2751 '« https://rworld.com/beachesmls
dhall@Rworld.com

Through innovative and effective technology, essential business val-

ue and exceptional customer service, BeachesMLS powers Southeast
Florida with its robust data. BeachesMLS is the subsidiary of the Bro-
ward, Palm Beaches & St. Lucie REALTORS®, with more than 43,000
BeachesMLS subscribers equipped to sell real estate along 130 miles
of pristine coastline. BeachesMLS is a partner/owner of REdistribute,
a company that aggregates, normalizes and distributes data on behalf
of participating MLS organizations and brokerages, providing unbi-
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ased, accurate, comprehensive analysis directly from the source to
financial institutions in the housing industry. BeachesMLS is also one of
the six forward-thinking multiple listing service organizations that make

up MLS Aligned.

BERKSHIRE HATHAWAY HOMESERVICES
AMBASSADOR REAL ESTATE

(402) 493-4663 * (800) 477-7653

* www.BHHSamb.com ¢ agents@BHHSamb.com

Berkshire Hathaway HomeServices Ambassador Real Estate is dedi-
cated to providing progressive, quality real estate services in Nebras-
ka's metropolitan Omaha and Lincoln surrounding areas. We service

all types of markets: single-family residential, new construction, con-
dos, corporate relocation, third-party relocation, acreages and com-
mercial real estate. With approximately 400 licensed agents, we have
an agent to meet your needs regardless of the style, price or age of the
property you are looking for.

BERKSHIRE HATHAWAY HOMESERVICES

FLORIDA REALTY

(954) 693-0100 « (800) 386-1554

www.BHHSFloridaRealty.com ¢ Plantation, Florida

¢ Rei Mesa, CRS, CRB, President & CEO

Berkshire Hathaway HomeServices Florida Realty serves 22 coun-

ties throughout Florida with over 30 locations and 1,500 sales pro-
fessionals. The full-service brokerage company, founded in 1999, is
part of HomeServices of America, one of the nation’s premier provid-
ers of homeownership services. The company is a franchise member
of the Berkshire Hathaway HomeServices' network, one of the few
organizations entrusted to use the world-renowned Berkshire Hatha-
way name. The company offers residential, commercial, financing,
title and seftlement services, insurance, home warranty, and moving
concierge services to proudly serve all your real estate needs. The
company ranks among the Top 15 in the network and is the top fund-
raiser for The Sunshine Kids in Florida having raised over $4 million.
Visit www.BHHSFloridaRealty.com.

BERKSHIRE HATHAWAY HOMESERVICES
GEORGIA PROPERTIES

BERKSHIRE HATHAWAY HOMESERVICES
JORDAN BARIS REALTY
(800) 4-JBARIS e« (973) 736-1600 ¢ www.JordanBaris.com

info@jordanbaris.com

Founded in 1952, Berkshire Hathaway HomeServices Jordan Baris
Realty is among the most respected full-service real estate brokerag-
es in Northern New Jersey. With a team of close to 150 associates,
Berkshire Hathaway HomeServices Jordan Baris Realty offers real
estate brokerage to buyers and sellers of residential and commercial
properties, developers, tenants and landlords; title services through
JB Title Agency, LLC; and award-winning global relocation services.

BERKSHIRE HATHAWAY HOMESERVICES

NEVADA PROPERTIES

(800) 735-4488 ¢ www.BHHSNV.com

With more than 260,000 homes sold and 35 years in the indus-
try, Berkshire Hathaway HomeServices Nevada Properties is the
leader in Las Vegas real estate. Consistently rated among the top
brokers in the nation, our agents successfully help families find

their dream homes. With six area offices, Berkshire Hathaway
HomeServices Nevada Properties is a full-service brokerage focused
on quality service and the development of its agents. Call today fo see
how we can help increase your business.

BRIGHT MLS
https://BrightMLS.com
Bright MLS was founded in 2016 as a collaboration between 43 vision-

ary associations and two of the nation’s most prominent MLSs o trans-
form what an MLS is and what it does, so real estate pros and the people
they serve can thrive today and into our data-driven future through an
open, clear and competitive housing market for all. Bright is proud to
be the source of truth for comprehensive real estate data in the Mid-At-
lantic, with market intelligence currently covering six states (Delaware,
Maryland, New Jersey, Pennsylvania, Virginia, West Virginia) and the
District of Columbia. Bright MLS' innovative tool library—both created
and curated—provides services and award-winning support to well over
100K real estate professionals. Learn more at https://BrightMLS.com.

CANOPY REALTOR® ASSOCIATION/CANOPY MLS

(770) 992-4100 * www.BHHSGeorgia.com

Berkshire Hathaway HomeServices Georgia Properties has over
1,600 associates and 26 locations across the Greater Metro At-
lanta and North Georgia area. The company generated over $4.1
billion in sales volume in 2019. Trendgraphix reports that Berkshire
Hathaway HomeServices Georgia Properties is ranked No. 1 in
home sales for the Greater Metro Atlanta area. Led by Chairman
Dan Forsman, the organization offers a full suite of real estate ser-
vices including residential real estate, luxury real estate, new homes
services, condo/high-rise services, commercial real estate, corpo-
rate relocation, property management, mortgage lending, title and
settlement services, home warranties and insurance. Equal Housing
Opportunity. Visit www.BHHSGA.com.
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(704) 372-2984  https:/ /www.carolinahome.com and

https:/ /www.canopyrealtors.com ¢ marketing@realtors.com

Canopy REALTOR® Association, headquartered in Charlotte, North
Caroling, is a professional frade association with 15,000-plus REAL-
TOR® members. Canopy is ranked the 16" largest local REALTOR®
association in the country. The Associafion manages Canopy Housing
Foundation, Canopy Real Estate Institute, and owns and operates Can-
opy MLS. Canopy MLS provides technology tools, training and support
to better equip REALTORS® to serve clients. Canopy is the MLS of choice
now serving 14 REALTOR® associations in a 23-county service area. The
service area includes North Carolina’s Charlotte region, Asheville region
and the Catawba Value region, and three counties in South Carolina.
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CENTURY 21 NEW MILLENNIUM
(800) 727-6888 ¢ www.c2lnm.com
CENTURY 21 New Millennium is a full-service real estate brokerage

in the greater Washington, D.C., area. The company joined the CEN-
TURY 219 System in 1998 and has established a sound and success-
ful organization providing traditional residential and commercial ser-
vices, on-site mortgage, title and property management, and access
to a vast network of relocation and other real estate service providers
worldwide. With 20 locations and approximately 900 real estate
professionals, New Millennium is consistently included in REALTOR®
Magazine's Top 100 Companies List for all real estate firms nation-
wide regardless of brand. It is also a past winner of the prestigious
Cartus Masters Cup, the Network’s highest honor. The Cartus Broker
Network is the largest relocation network in the world and includes
more than 775 hand-selected brokerages in the United States.

COLDWELL BANKER KAPPEL GATEWAY REALTY

(844) 861-5631 * www.KappelGateway.com

Coldwell Banker Kappel Gateway Realty was created through the
merger of Kappel & Kappel Realty, Inc. and Solano Gateway Real-
ty, Inc. Both firms, founded in 1972, are the market leaders in Solano

County, combining more than $600 million in sales dollar volume and
welcoming more than 240 agents in seven offices, with branch offices
in Vacaville, Fairfield, Dixon and Green Valley. Eighty-five percent of
our business is derived from returning and referred clients, a true testa-
ment to our clients’ high level of satisfaction with our services and our
trusted real estate professionals.

KINLIN GROVER REAL ESTATE

(508) 420-1130 * www.kinlingrover.com

Kinlin Grover has 16 real estate offices covering Cape Cod from the
bridges to Provincetown, specializing in the marketing and sale of wa-

terfront, village, commercial properties and fine homes. From the very
beginning, the Kinlin Grover mission has remained constant: “to help
our clients make the best real estate decisions and to uphold the highest
standards of ethics and professionalism.” In addition, Kinlin Grover Va-
cation Rentals is the largest real estate firm on Cape Cod with over 600
privately owned Cape Cod vacation rental homes. We value every
client and pledge to deliver unsurpassed service as trusted advisors,
expert facilitators and skilled negotiators.

LONG & FOSTER REAL ESTATE, INC.
(866) 677-6937 ¢ www.LongandFoster.com
Long & Foster Real Estate is part of The Long & Foster Companies, a

subsidiary of HomeServices of America, a Berkshire Hathaway affil-
iate. HomeServices is one of the largest providers of integrated real
estate services. The Long & Foster Companies also includes Prosper-
ity Home Mortgage, LLC, Long & Foster Insurance, Mid-States Title,
Insight Home Inspections and HomeServices Property Management.
Long & Foster Real Estate has offices in eight East Coast states, plus the
District of Columbia. The company is an exclusive affiliate of Forbes
Global Properties and is a founding member of Leading Real Estate
Companies of the World®, a prestigious global network of real estate
professionals that includes the Luxury Homes International Division.
Visit www.LongandFoster.com for more information.

PREFERRED PROVIDERS @

LUSK & ASSOCIATES SOTHEBY’S

INTERNATIONAL REALTY

(717) 291-9101 * www.LuskandAssociates.com

When you work with Lusk & Associates Sotheby's International Realty,

you can count on specialists who can answer your questions, apply
in-depth knowledge of current market conditions and access extensive
resources that can expedite the sale of your home.

ONEKEY® MLS
(888) ONEKEY-2 ¢ BTB Website: www.onekeymlsny.com

BTC Website: www.onekeymls.com ¢ contact@onekeymls.com

* Richard Haggerty, Chief Executive Officer

OneKey® MLS is the largest regional Multiple Listing Service in New
York and one of the nation’s leading Multiple Listing Services, serving
over 50,000 REALTOR® subscribers and 4,500 participating offices
throughout Manhattan, Westchester, Putnam, Rockland, Sullivan, Or-
ange, Nassau, Suffolk, Queens, Brooklyn and the Bronx. Formed in
2020 through the merger of MLS of Long Island and Hudson Gateway
MLS, their vision is to be the ONE Source Real Estate Marketplace for
subscribers and consumers alike. OneKey MLS is dedicated to provid-
ing more comprehensive coverage, up-to-date statistics and the most
innovative tools in the business to help REALTORS® succeed.

PATTERSON-SCHWARTZ REAL ESTATE
(877) 456-4663 * www.pattersonschwartz.com
pattersonschwartz@psre.com

Patterson-Schwartz Real Estate is Delaware’s largest independent bro-
kerage with over 50 years of service to the Delaware real estate mar-
ket and surrounding communities in nearby Pennsylvania and Mary-
land. With nine offices and 415 sales associates, we are committed
to excellence, integrity and quality service. We offer a full range of
services, including residential home sales, purchase and rental, relo-
cation services and property management.

RANDALL, REALTORS®
(401) 364-3388 * www.randallrealtors.com
Randall, Realtors® has been a consistent leader in the marketing of

Southern New England properties for more than 28 years. Special-
izing in waterfront properties and second homes, our agents boast
a 98.5% client satisfaction rating. Through our extensive marketing
network, we offer tremendous exposure for our property listings and
confinue to deliver successful sales and representation for our clients.
In addition, Randall, Realtors® Vacation Rental Department offers
a large selection of vacation rental properties serving the Southern
Rhode Island shoreline and Eastern Connecticut.

RE/MAX 440 AND RE/MAX CENTRAL

(215) 453-7653 * www.pahomesforsale.com

* Tom Skiffington, Broker/Owner, tom@tomskiffington.com

RE/MAX 440 and RE/MAX Central is a first-class, professional real
estate company. Our goal is to provide the most prompt, courteous

and professional services to all our customers and clients. We are the
leading RE/MAX in Pennsylvania and Delaware with the highest sales
volume and transactions. RE/MAX 440/ Central has 10 different of-
fices in Bucks, Montgomery and Lehigh counties.
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CALIFORNIA

DELAWARE

Ascent Real Estate, Inc.

410 Kalmia St., San Diego, CA 92101

Contact: Gina Lancelot ¢ Tel: (619) 325-4100

Email: info@ascentrealestate.net ¢ URL: www.ascentrealestate.net
Coverage Areas: San Diego

Offices: 9 * Associates: 180

CENTURY 21 Award - Orange County

22342 Avenida Empresa, Ste. 110, Rancho Santa Margarita, CA 92688
Contact: Joshua Tucker, Director of Relocation Services

Tel: (760) 217-2491 (Toll Free) ¢ Fax: (619) 374-2706

Email: jucker@century2] award.com ¢ Coverage Areas: Orange County
Offices: 15 ¢ Associates: 1,200

CENTURY 21 Award - San Diego, Riverside

7676 Hazard Center Dr., Ste. 300, San Diego, CA 92108
Contact: Joshua Tucker, Director of Relocation Services
Tel: (760) 217-2491 (Toll Free) ¢ Fax: (619) 374-2706
Email: jucker@century21 award.com

Coverage Areas: San Diego, Southern Riverside

Offices: 15 ¢ Associates: 1,200

Coldwell Banker Kappel Gateway Realty

750 Mason St., Ste. 101, Vacaville, CA 95688

Contact: Rachel Guerin

Tel: (707) 427-5344 or (844) 861-5631 * Fax: (707) 446-9830

Email: info@kappelgateway.com ¢ URL: www.KappelGateway.com
Coverage Areas: Vacaville, Benicia, Davis, Dixon, Fairfield, Napa, Rio Vista,
Suisun City Vallejo and Winters, California

Offices: 7 * Associates: 240

J. Rockeliff REALTORS®

4115 Blackhawk Plaza Circle, Ste. 201, Danville, CA, 94506

Tel: (925) 251-2501 (O}, (925) 324-1323

(C), 877-JRCKCLF (572-2523) (TF)

URL(s): www.rockcliff.com ¢ www.rockliffcares.com

Coverage Areas: Alameda County: Alameda, Albany, Berkeley, Castro
Valley, Dublin Emeryville, Fremont, Hayward, Livermore, Newark, Oakland,
Piedmont, Pleasanton, San Leandro, Sunol, Union City; Contra Costa County:
Alamo, Antioch, Bethel Island, Brentwood, Byron, Canyon, Clayton, Concord,
Crockett, Danville, Diablo, Discovery Bay, El Cerrito, El Sobrante, Hercules,
Lafayette, Martinez, Moraga, Oakley, Orinda, Pinole, Pittsburg, Pleasant Hill
Port Costa, Richmond, Rodeo, San Pablo, San Ramon, Walnut Creek; San
Joaquin County: Country Club, Lathrop, Lodi, Manteca, Mountain House,
Stockton, Tracy, Silicon Valley/San Jose area

CONNECTICUT

Page Taft

89 Whitfield St., Guilford, CT 06437

Contact: Karen Stephens, Executive VP ¢ Tel: (203) 453-6511
Email: kstephens@pagetaft.com ¢ URL: www.pagetaft.com
Coverage Areas: Connecficut ¢ Offices: 3 * Associates: 60

Randall, REALTORS®

4009 Old Post Rd., Charleston, RI 02813

Contact: Jean Fournier, Dir. of Relocation & Referral Services

Tel: (401) 486-9677

Email: jfournier@randallrealtors.com ¢ URL: www.randallrealtors.com
Coverage Areas: Connecticut and Rhode Island

Offices: 9 * Associates: 175
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Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation * Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+ ¢ Associates: 8,000+

Patterson-Schwartz Real Estate

7234 Lancaster Pike, Ste. 220B, Hockessin, DE 19707

Contact: Brian Pomije, Relocation Manager

Tel: (302) 234-3600 (Office) ¢ (302) 234-5207

(Direct) ¢ (800) 443-2295 (Toll Free)

Email: bpomije@psre.com * URL: www.pattersonschwartz.com

Coverage Areas: Delaware (New Castle, Kent and Sussex counties), Pennsyl-
vania (Chester and Delaware counties), Maryland (Cecil, Kent and Harford
counties) * Offices: 9 ¢ Associates: 415

FLORIDA

Berkshire Hathaway HomeServices Florida Realty

10025 Cleary Blvd, Plantation, FL 33324

Contact: Rei Mesa, CRS, CRB, President & CEO

Tel: (954) 693-0100 or (800) 386-1554 * Fax: (954) 236-6962
Email: ReiMesa@BHHSFloridaRealty.com

Relocation Contact: Linda Lindenmoyer, Vice President, Relocation and
Business Development

Email: lindalindenmoyer@bhhsfloridarealty.com

URL: www.BHHSFloridaRealty.com

Coverage Areas: 22 counties throughout Florida ¢ Offices: 30+
¢ Associates: 1,500

GEORGIA

Berkshire Hathaway HomeServices Georgia Properties

863 Holcomb Bridge Rd., Roswell, GA 30076

Contact: Kathy Connelly, SVP Corporate Services ¢ Tel: (678) 352-3321
Email: Kathy.Connelly@BHHSGeorgia.com ¢ URL: www.BHHSGeorgia.com
Coverage Areas: Metro Aflanta and North Georgia

Offices: 26 * Associates: 1,600

ILLINOIS

McCOLLY Real Estate

800 Deer Creek Dr., Schererville, IN 46375

Contact: Drew Ranich, Director of Referral /Relocation Services
Tel: (219) 864-7200

Email: drew.ranich@mccolly.com ¢ URL: www.mccolly.com

Coverage Areas: Alsip, Aroma Park, Beecher, Blue Island, Bourbonnais, Brad-
ley, Burbank, Burnham, Calumet City, Channahon, Chicago, Chicago Ridge,
Clearing, Country Club Hills, Crest Hill, Crestwood, Crete, Evergreen Park,
Flossmoor, Frankfort, Glenwood, Grant Park, Harvey, Hazel Crest, Hegewisch,
Hickory Hills, Homewood, Kankakee, Lansing, Lemont, Lockport, Lynwood,
Manteno, Matteson, Mokena, Momence, Monee, Morgan Park, Mount
Greenwood, New Lenox, Oak Lawn, Orland Hills, Orland Park, Palos Heights,
Palos Hills, Palos Park, Park Forest, Peotone, Richton Park, Riverdale, Roseland,
Steger, Tinley Park, University Park, Worth * Offices: 22 ¢ Associates: 450+

INDIANA

McCOLLY Real Estate

800 Deer Creek Dr., Schererville, IN 46375

Contact: Drew Ranich, Director of Referral /Relocation Services

Tel: (219) 864-7200

Email: drew.ranich@mccolly.com ¢ URL: www.mccolly.com

Coverage Areas: Beverly Shores, Cedar Lake, Chesterton, Crown Point,
DeMotte, Dyer, Dune Acres, East Chicago, Gary, Griffith, Hammond, Hebron,
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Highland, Hobart, Kouts, La Porte, Lake Station, Lake Village, Lakes of Four
Seasons, Long Beach, Lowell, Merrillville, Michiana Shores, Michigan City,
Miller Beach, Morocco, Munster, Ogden Dunes, Ofis, Portage, Porter, Rens-
selaer, Roselawn, Schererville, Schneider, St. John, Sumava Resorts, Thayer,
Valparaiso, Westville, Wheaffield, Whiting, Winfield

Offices: 22 ¢ Associates: 450+

MARYLAND

CENTURY 21 New Millennium

5990 Kingstowne Towne Center, Alexandria, VA 22315

Contact: Todd Hetherington, CEO ¢ Tel: (800) 382-1101

Fax: (703) 822-0136

Relocation Contact: Jeff Hetherington, Director of Relocation

Email: move@c21nm.com ¢ URL: www.c21nm.com

Coverage Areas: Northern Virginia, Washington, D.C., and the Southern
Maryland markets. Our areas of expertise range from Fortune 500 executives
to specialized training in military and government relocation.

Offices: 16 ¢ Associates: 700+

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation * Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+ ¢ Associates: 8,000+

Patterson-Schwartz Real Estate

7234 Lancaster Pike, Ste. 220B, Hockessin, DE 19707

Contact: Brian Pomije, Relocation Manager

Tel: (302) 234-3600 (Office) * (302) 234-5207 (Direct)

(800) 443-2295 (Toll Free)

Email: bpomije@psre.com ¢ URL: www.pattersonschwartz.com

Coverage Areas: Delaware (New Castle, Kent and Sussex counties), Pennsyl-
vania (Chester and Delaware counties), Maryland (Cecil, Kent and Harford
counties) * Offices: 9 ¢ Associates: 415

RE/MAX Gateway

40908 Lafayette Center Dr., Chantilly, VA 20151

Contact: Scott MacDonald, President

Tel: (703) 652-5760  (703) 727-6900 (Cell)

Email: scottmacdonald@remax.net * URL: www.gateway2realestate.com
Coverage Areas: Virginia, Washington, D.C., Maryland

Offices: 6 * Associates: 170

MASSACHUSETTS

Kinlin Grover Real Estate

4 Wianno Ave., Osterville, MA 02655

Contact: Lucy Cundiff, Director of Agent Services

Tel: (508) 420-1130

Email: lcundiff@kinlingrover.com ¢ URL: www.kinlingrover.com
Coverage Areas: Southeastern Massachusetts

Offices: 16  Associates: 275

MISSOURI

Berkshire Hathaway HomeServices Select Properties

1650 Des Peres Rd., Ste. 205, Saint Louis, MO 63131

Contact: Angie Ignatowski, Relocation Director

Tel: (314) 835-6000 < (314) 835-6050 (Direct)

Email: aignatowski@bhhsselectstl.com ¢ URL: www.bhhsselectstl.com
Coverage Areas: St. Louis City, St. Louis County, St. Charles County, Jefferson
County, Lincoln County ¢ Offices: 11 ¢ Associates: Over 500
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NEBRASKA

Berkshire Hathaway HomeServices Ambassador Real Estate

13340 California St., Omaha, NE 68154

Contact: Katie Adams, CRP, GMS, VP Corp. Relocation & Business Development
Tel: (800) 477-7653 or (402) 547-5137

Email: Katie.adams@BHHSamb.com ¢ URL: www.BHHSamb.com

Coverage Areas: Omaha and Lincoln Metropolitan Area, including Omaha,
Bellevue, Ralston, LaVista, Papillion, Gretna, Elkhorn, Fremont, Lincoln, Council
Bluffs and surrounding communities

NEVADA

Berkshire Hathaway HomeServices Nevada Properties

3185 St. Rose Pkwy., Ste. 100, Henderson, NV 89052

Contact: Eileen Mitchell, Dir. of Relocation & Referral Services

Tel: (800) 735-4488

Email: relo@BHHSNV.com ¢ URL: www.BHHSNV.com

Coverage Areas: Las Vegas, North Las Vegas, Henderson, Summerlin and
Pahrump ¢ Offices: 6 ¢ Associates: 1,050

NEW JERSEY

Berkshire Hathaway HomeServices Jordan Baris Realty

50 M. Pleasant Ave., West Orange, NJ 07052

Contact: Carol Abdo, Relocation Director

Tel: (973) 736-1600 (Office) ¢ (800) 4-JBARIS (Toll Free)

Fax: (973) 736-5159

Email: relocation@jordanbaris.com ¢ URL: www.jordanbaris.com
Coverage Areas: Northern New Jersey representing the New York

Metropolitan area focused in Bergen, Essex, Hudson Morris, Passaic and
Union counties.
Offices: 4 * Associates: 150

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation ¢ Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+ ¢ Associates: 8,000+

NORTH CAROLINA

Coldwell Banker Advantage

7610 Six Forks Rd., Ste. 100, Raleigh, NC 27615

Contact: Benina Drake, CRP, SVP Relocation & Referral Services

Tel: (800) 274-5345  (919) 846-3330 (Direct)

Email: BDrake@AdvantageCB.com ¢ URL: www.AdvantageCB.com
Coverage Areas: Apex, Cary, Clayton, Creedmoor, Chapel Hill, Durham, Falls

Lake, Fayetteville, Ft. Bragg area, Henderson, Holly Springs, Knightdale, Lake
Gaston, Lillington, McGee's Crossroads, Pinehurst, Pittsboro, Pope Air Force
Base areq, Raleigh, Southern Pines, Wake Forest and Zebulon

Offices: 17 ¢ Associates: 325

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation * Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+ ¢ Associates: 8,000+
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PENNSYLVANIA

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation ¢ Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Caroling, Virginia, Washington, D.C. and West Virginia

Offices: 200+ ¢ Associates: 8,000+

Lusk & Associates Sotheby’s International Realty

100 Foxshire Dr., Lancaster, PA 17601

Tel: (717) 291-9101 » Fax: (717) 393-2336

Contact: Sandy Zercher

Email: sandra.zercher@sothebysrealty.com

URL: www.LuskandAssociates.com

Coverage Areas: Lancaster County, Pennsylvania; Susquehanna Valley, Penn-
sylvania; South Central Pennsylvania ¢ Offices: 1 ¢ Associates: 40

Patterson-Schwartz Real Estate

7234 Lancaster Pike, Ste. 220B, Hockessin, DE 19707

Contact: Brian Pomije, Relocation Manager

Tel: (302) 234-3600 (Office) * (302) 234-5207 (Direct)

(800) 443-2295 (Toll Free) * Email: bpomije@psre.com

URL: www.pattersonschwartz.com

Coverage Areas: Delaware (New Castle, Kent and Sussex counties), Pennsyl-
vania (Chester and Delaware counties), Maryland (Cecil, Kent and Harford
counties) * Offices: 9 ¢ Associates: 415

RE/MAX 440 and RE/ MAX Central

701 West Market St., Perkasie, PA 18944

Contact: Tom Skiffington, Broker/Owner ¢ Tel: (215) 453-7653 or (215)
643-3200 ¢ Email: tom@tomskiffington.com

URLs: www.pahomesforsale.com ¢ www.lehighvalleyrealestate.com
Coverage Areas: Pennsylvania counties: Bucks, Berks, Delaware, Chester,
Montgomery, Lehigh, North Hampton, and New Jersey

Offices: 10 * Associates: 170

RHODE ISLAND

Randall, REALTORS®

4009 Old Post Rd., Charleston, Rl 02813

Contact: Jean Fournier, Dir. of Relocation & Referral Services

Tel: (401) 486-9677

Email: jfournier@randallrealtors.com ¢ URL: www.randallrealtors.com
Coverage Areas: Connecticut and Rhode Island

Offices: 9 * Associates: 175

SOUTH CAROLINA

Berkshire Hathaway HomeServices C. Dan Joyner, REALTORS®

1016 Woods Crossing Road, Greenville, SC 29607

Contact: Nichole Moore, Director of Relocation, * Tel: (864) 678-5362,
Email: nmoore@cdanjoyner.com,

Brookfield GRS, SIRVA, AlReS Relocation, Graebel, Ml Group

Coverage Areas: Greenville, Greer, Taylors, Duncan, Spartanburg, Mauldin,
Simpsonville, Fountain Inn, Powdersville, Easley, Piedmont, Anderson

Offices: 8 * Associates: 400+

CENTURY 21 New Millennium

5990 Kingstowne Towne Center, Alexandria, VA 22315

Contact: Todd Hetherington, CEO * Tel: (800) 382-1101

Fax: (703) 822-0136

Relocation Contact: Jeff Hetherington, Director of Relocation

Email: move@c2Inm.com * URL: www.c21nm.com

Providers of world class real estate services in the Northern Virginia, Washing-
ton, D.C., and the Southern Maryland markets. Our areas of expertise range
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from Fortune 500 executives to specialized training in military and government
relocation. ¢ Offices: 16 * Associates: 700+

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation ¢ Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+  Associates: 8,000+

VIRGINIA

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation ¢ Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+ ¢ Associates: 8,000+

RE/MAX Gateway

40908 Lafayette Center Dr., Chantilly, VA 20151

Contact: Scott MacDonald, President

Tel: (703) 652-5760  (703) 727-6900 (Cell)

Email: scottmacdonald@remax.net * URL: www.gateway2realestate.com
Coverage Areas: Virginia, Washington, D.C., Maryland

Offices: 6 * Associates: 170

WASHINGTON, D.C.

CENTURY 21 New Millennium

5990 Kingstowne Towne Center, Alexandria, VA 22315

Contact: Todd Hetherington, CEO ¢ Tel: (800) 382-1101

Fax: (703) 822-0136

Relocation Contact: Jeff Hetherington, Director of Relocation

Email: move@c21nm.com ¢ URL: www.c21nm.com

Providers of world class real estate services in the Northern Virginia, Washing-
ton, D.C., and the Southern Maryland markets. Our areas of expertise range
from Fortune 500 executives to specialized training in military and government
relocation. ¢ Offices: 16 ¢ Associates: 700+

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation * Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+ ¢ Associates: 8,000+

RE/MAX Gateway

40908 Lafayette Center Dr., Chantilly, VA 20151

Contact: Scott MacDonald, President

Tel: (703) 652-5760 « (703) 727-6900 (Cell)

Email: scottmacdonald@remax.net ¢ URL: www.gateway2realestate.com
Coverage Areas: Virginia, Washington, D.C., Maryland

Offices: 6 * Associates: 170

WEST VIRGINIA

Long & Foster Real Estate, Inc.

Headquarters Office: 3975 Fair Ridge Drive, Suite 300 S, Fairfax, VA 22033
Contact: Michael Gorman, SVP, Relocation ¢ Tel: (866) 677-6937

Email: michael.gorman2@longandfoster.com ¢ URL: www.LongandFoster.com
Coverage Areas: Delaware, Maryland, New Jersey, North Carolina, Pennsyl-
vania, South Carolina, Virginia, Washington, D.C. and West Virginia

Offices: 200+ * Associates: 8,000+
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TRULY SIMPLE CONTENT MARKETING

“Using ACESocial has helped me streamline my
social posts, making it easier to stay
consistent and engaged with my
audience. It has saved me valuable
time while ensuring my marketing
stays professional and effective.”
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Rebecca Farley
Sales Agent, William Raveis Real Estate
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THE LAST WORD

Readers Respond to the Latest Headlines on rismedia.com

Editor’s note: Responses have been lightly edited for clarity and to comply with magazine editorial style.

“NAR Praises ‘Big Beautiful Bill’ as ‘Major Win’ for
Real Estate” -7/3 /25

“While the National Association of Realtors® celebrates the One
Big Beautiful Bill Act as a major win, it's essential o ask—a win
for whom?2 Because for everyday Americans struggling to afford a
home, this legislation feels like yet another tone-deaf move favor-
ing the wealthy and well-connected.

Let's be clear: Housing affordability today is not primarily about
interest rates. It's about home prices that have ballooned beyond
reason, fueled by speculation, investor dominance and supply bot-
tlenecks. A $10,500 tax savings might sound great—if you're al-
ready living in a $1M home in a high-tax suburb.

NAR touts SALT cap increases and estate-tax protections as vic-
tories. But these provisions overwhelmingly benefit affluent home-
owners and investors—not renters trying to break into the market or
buyers scraping for a down payment.

The harsh truth? Sometimes the association needs to step outside
its D.C. echo chamber and remember that real estate isn't just about
wealth-building—it's about shelter, dignity and opportunity.”

- Cathleen Morales, Northrop Realty

“Zillow Dismisses Compass’s Claims of ‘Irrepara-
ble Harm’; Denies Anticompetitive Conspiracy” -
6/30/25

“Private listings have always had a place in real estate for delicate
and deeply personal situations... In those instances, we’ve worked
with clients to respect their need for privacy, while still following
industry rules by submitting the property to the MLS as an exclusive
listing with client-requested privacy instructions. The very last place
we —or the client—would want that listing to appear is on Zillow or
any other public marketplace site.

That said, let’s be honest: many in the industry have used private
listings for reasons that had nothing to do with client privacy and
everything to do with controlling both sides of the transaction.

So it raises the question for Compass: Why the sudden outrage
that Zillow won't support private or pocket listings? Is this about
protecting consumer privacy...or protecting market control2”

- Ronald Stewart,
Mohawk Valley 1+ Choice Realty
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“’Pig Butchering’: U.S.
Secret Service Warns NAR
of Crypto Scam Targeting
Agents” -6/9/25
“| received three or four of these in-
quiries this past year. They always
insisted on using the WhatsApp
form of communication. Which is
fine; | have other clients who like
that. But it did just sound too good
to be true: ‘| want to spend a lot of
money, cash, and it will be a quick
close.” | have been a [real estate
professional] for over 30 years and
have learned—just like in anything
else—if it sounds too good to be
true, it usually is. So | checked with
a few younger, more tech-savvy
agents, and my son who is in law
enforcement. My son said they tar-
get older agents, mostly because
we are likely to have some good
assets sitting around. Needless to
say, when | refused to discuss in-
vesting in crypto they went away...
| guess | was one of the lucky ones.”
- Connie Loveland,
Benson & Mangold

“The same thing happened to me
more than once—one was kind of
a hybrid of the dating scam as well.
She seemed compelled to send
several fetching photos without be-
ing asked to do so. | ran the photos
through Google image search and
it was a popular Chinese actress.
The person | was communicating
with said they lived in San Francisco
and worked in tech. The WhatsApp
ask is a real tip off and should be a
red flag for anyone being asked by
an unknown entity.”

- Richard Burton, Compass

We value your comments! Weigh in on RISMedia articles and industry issues by emailing us at realestatemagazinefeedback@rismedia.com.
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READY TO TAKE YOUR
REAL ESTATE BUSINESS TO THE
NEXT LEVEL?

For a limited time, we’re offering a

30-DAY FREE TRIAL OF PREMIER, - ==

NAR WILL NOT ALTER CLEAR

your gateway to exclusive insights, | coovenanon, sur aoos NEw Exempr

DESIGNATION

expert strategies and actionable advice
to help your business thrive.

* No credit card required.
* No strings attached.

e Just 30 days of game-changing content!

Don’t miss this chance to see
what Premier is all about!

Use your phone’s camera to scan
the QR code and reveal your offer:

Questions? Please reach out fo us anytime at premier@rismedia.com.
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When Good Energy Leads

Success Follows
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