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SMART (and Necessary) 
NEGOTIATION PREP

Lynn Madison says there’s a  

simple way most agents can  

become much better negotiators:  

Do some legwork before making  

a single move.

Madison knows what she’s talking 

about. She’s the designated 

managing broker at Lynn Madison, 

REALTOR®, in Schaumburg, Ill.,  

and owner of Madison Seminars— 

and she’s an instructor for REBI’s 

Real Estate Negotiation Expert 

certification.

Too many agents rely on their 

instincts, but Madison says that’s 

a risky tactic for both those agents 

and their clients. “They don’t  

prepare for negotiations,” she  

states. “They just wing it, and  

that’s not a good idea.”

What prep will earn you and your 

clients more money? Hold all your 

calls for the next 10 minutes to  

find out.
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LYNN MADISON

ABR/M, BPOR, GRI, PSA  

RENE, SFR, SRS 

MANAGING BROKER 
LYNN MADISON, REALTOR®

OWNER

Madison Seminars

REBI INSTRUCTOR

Real Estate Negotiation Expert 
Certification

Schaumburg, Ill.

Start by being sure you know your market, 
advises Madison. This sounds obvious, but 
she’s seeing more and more agents handle 
transactions outside of a core market and 
assuming that what’s happening in one market 
is also happening in the next market over.

“It used to be that agents stayed in their own 
market, and that isn’t the case anymore,” 
observes Madison. “The majority of agents I see 
are selling in the entire Chicagoland area, but 
the Round Lake and Naperville markets are two 
different markets. For agents to assume they’re 
the same is a big mistake, and that kind of 
assumption could happen in any metro area.”

It’s all about supply and demand in each 
individual market. “Markets change,” notes 
Madison. “For example, in January, the month’s 
supply of homes in a certain price range 
in Barrington was down 40 percent from 
December. You need to look at the days on 
market in each neighborhood and area. That’s 
the same as the absorption rate—MLSs call it 
different names, but they’re the same thing.  
You have to know that, and you have to educate 
your clients on what’s going on in the market.”

Madison says every decent-sized MLS has a 
data analytics tool you should learn to use. 
“Your MLS should have a way to go in and 
analyze your local market literally town by 
town,” she notes. “Use it. When I’m teaching, 
I tell my students that I didn’t go to school for 
numbers; I went for words. You don’t have to  
do the math yourself. But you need to know 
what the math some other person has created 
for you means and what to do with it.”

You also need to determine the rules of 
engagement for your negotiation. “You’ve got  
to know the rules, or what the REALTOR®  

Code of Ethics says, about negotiating,”  
she insists. “Some states have more direction  
in their law on what licensees can do in 
negotiations than, say, Illinois does. Illinois  
has nothing, so here it’s primarily the Code  
of Ethics that directs negotiations.”

Case in point: handling multiple offers. “In 
many areas today, it’s a sellers’ market,” explains 
Madison. “One example of a code issue is that 
sellers don’t have to come back and ask for what 
we refer to as the highest and best offer. If there 
are three offers and one is head and shoulders 
better in pricing and terms, the seller doesn’t 
need to go back to the other two.

“I’ve seen some agents become mad that their 
buyer client didn’t have a chance to make 
another offer,” she adds. “But those agents 
should have known what the market was doing 
so they could have advised their client to go 
big or go home, as we say here. I talked to a 
relatively new agent the other day who was 
representing a buyer who made offers on seven 
houses and lost them all. That buyer was dumb 
as a box of rocks, stubborn as a mule, or hadn’t 
been educated on the market.”

Educating your clients, according to Madison, 
involves telling them the length of time homes 

What to do in advance
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“Also, I’m seeing sellers now say they’re not 
going to negotiate with anyone who puts in an 
escalation clause because they don’t think that’s 
fair,” she notes. “And an agent recently told me 
about a sale in which the seller rejected all five 
offers because all had escalation clauses with  
no actual price. They all said something like, 
‘We’ll pay X over the highest bona fide offer.’ 
They didn’t even say, ‘We’ll pay $400,000 or 
$5,000 over the highest offer.’ There was no  
base to begin with. After the seller did that,  
two still came back with escalation clauses.”

   2. Present solutions for  
         problems that arise.

“I like to create a strong sense of partnership with 
the other agent,” says Andréa Vaccarelli, owner of 
Level A Homes in Ashburn, Va. “That way, when 
you have a bump in the road, you can bring a 
solution, not a problem, to the other party.

“One example might be a termite report,” she 
explains. “If we see there are carpenter bees,  
I try to take that problem off the other agent’s 
plate. I might say, ‘I have a company that can 
come over on this date to handle the bees.’  
All that agent has to do is approve the date  
for the appointment. Even if it’s the seller  
who pays for the company to come, I order 
that appointment.

“I also had a transaction where an appraisal 
came in low,” adds Vaccarelli. “I called the listing 
agent and said, ‘Can you provide me your 
comps? I’ll gather mine, too, and then provide 
all of them to the appraiser to get this valued 
properly.’ We worked together to gather the 
proper comps, which the appraiser used, and  
we were able to get the sale closed on time.”

   3. Resist the urge to reveal all  
       your cards in one move. 

“If information is pertinent to the transaction 

and you need to disclose it, there’s a time and 

place to do that,” states Emmanuel “Manny” 

Guervil, an agent with Oxford Property Group 

in New York City. “You don’t need to lead  

with it.

ANDRÉA VACCARELLI

OWNER

LEVEL A HOME

Ashburn, Va. 
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Why You should be taking 

RECRUITING
Super Seriously

Flash quiz:       Is recruiting important? 

  Of course, you’re thinking.

But do you realize just how vitally important it is to your company’s success?

Here’s how Matthew Rathbun, ABR®, CDEI, CIPS, CRB, CRS, GRI, SRS, explains 

its role for brokers: “Recruiting fixes everything, whether it’s your finances, 

culture, whatever,” says the speaker at Four Pillars Education in Fredericksburg, 

Va., and instructor of many REBI courses, including the CRB elective course 

Recruiting for Success.

“Brokers have typically become brokers because they had a successful selling 

career,” he explains. “But that’s a different skill than recruiting. Most brokers 

have no plan at all and float about hoping their smile and 100 percent 

commission will draw agents to their firm.

“In a normal-functioning corporation, there would be a chief marketing officer, 

a CEO, and head of human resources, and corporations usually also employ 

headhunters,” adds Rathbun. “Each of those people has a core responsibility 

for the task at hand. But while brokers are trying to be CEOs, CMOs, marital 

counselors, and all the other roles they fill, they don’t partition their time off  

to be the chief headhunter and talent seeker.”

Here’s how to make recruiting a top priority—and get results.
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A starting point for Rathbun is rethinking the 
idea that throwing money at agents is the best 
way to recruit. He believes money isn’t the 
primary motivator for most agents.

“Many brokers are making huge financial 
promises to agents right now, and in the 
absence of value, we go to cost,” he explains.  
“If there are two products in a normal 
commercial market and I see them as the  
same, I’ll chose the less expensive.

“Brokers are saying, ‘We have 100 percent  
splits, so you should come work for us,’ expecting 
their profit to come from flat fees, title fees, 
mortgage fees, and other fees,” he says. “That 
presumes most agents are solely interested in 
making the most dollar for themselves.

“What we’ve found is that brokers who do that 
are weakening their business model,” states 
Rathbun. “The reality is that agents want 
a positive and supportive culture from the 
office and tools and resources, along with the 
training to learn those tools. Agents just out 
of college especially want a hybrid of being an 
entrepreneur and the resources the best  
brokers offer, and they’re willing to pay for  
those resources.”

How do you know how many recruits to hire? 
Don’t worry about the number of recruits to 
bring on board but the production you need  
to add. “The number of agents should never  
be the task,” advises Rathbun. “You might 
recruit 10 agents this year. But if they’re  
rookies, 80 percent will never make it to  
license renewal. I call that recruiting pride;  
you recruit so you have a lot of agents to  
make your company look better. But that’s  
not a good business decision. Instead, you 
should be thinking: I need X number of 
Y-producing agents.”

It’s easy to create a recruiting system, says 
Rathbun. It’s much harder to work it regularly. 
“Time blocking is a very important thing for 
me personally,” he explains. “I’m generally good 
at being in the moment. So if 9-10:30 a.m. is 
recruiting time, I’ll do it. Sticking to your plan  
is where a lot of brokers fail.

“Also, a lot get broken down by a slew of 
rejections,” says Rathbun. “Even though they  
tell their agents to keep going when they hear  
no, they don’t have that fortitude themselves.”

Successful recruiting is also about creating a  
place where agents want to go, and that means 
showing them who you are as a person. “For 
example, these days I need to be on social  
media engaging with people, commenting  
on their posts, sharing my happiness on things 
like the adoption of their new puppy,” says 
Rathbun. “That gets more traction than a  
social media post saying, ‘Hey, we’re number- 
one in the market.’

“Taking that a step further, if I see on Facebook 
that you adopted a puppy, in my CRM, I’ll put  
a reminder for a year from now to send a card 
with a pet-store gift certificate,” he states. “I’ll 
send a note saying, ‘I hope your dog is doing 
great; I remember when you adopted him last 
year.’ That’s way more meaningful than, ‘I saw 
you were a top producer; want a copy of our 
company materials?’”

Social media has gotten tricky with the division 
in the country, though, so Rathbun suggests 

What agents want, 
what you need

MATTHEW RATHBUN

ABR®, CIPS, CRB, C-RETS, 

CRS, GRI, RENE, SRS 

 

SPEAKER

Four Pillars Education
Fredericksburg, Va.  

Work a system
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looking for nontraditional social media 
opportunities like Clubhouse, an invite-only 
audio-chat app, where politics doesn’t dominate. 
Then when the timing is right, talk about what 
your company offers. “I’m on Clubhouse,” 
says Rathbun. “I might drop in to say, ‘Here 
are five things you need to be doing with your 
marketing plan. Feel free to call in; I’d love to 
hear what you’re doing.’”

Many brokers agree that when you show 
recruits who you are and that your company 
has a culture that aligns with theirs, they’ll 
join you. But how do you get through that 
process? Here are ideas that brokers say 
work for them.

w Teaching

“We’ve had a real estate licensing school 
for about a decade, and it’s certainly been 
a recruiting tool,” says Sarah M. Drennan, 
executive vice president/broker associate 
at the seven-office Terrie O’Connor, 
REALTORS® based in Ramsey, N.J. “One of 
our managers happens to be our instructor. 
There are rules to follow on when we can 
contact students, but we do get a head start.”

Another licensing instructor is Peter Gray, 
president of Pyramid Real Estate Group 
in Stamford, Conn., where he has both 
residential and commercial agents. “I 
teach prelicensing classes and continuing 
education,” he reports. “While I can’t  
recruit while teaching, it does build my 
brand, and my students know my name.  
It’s a passive recruiting technique.

Brokers:  
What works for us

“Routinely in my classes, one or two agents 
approach me and ask me to consider them  
for my company,” he explains. “I want only 
the people who are the right fit for our 
company, so if I can tell those agents aren’t 
the right fit but I know of another company 
that’s more aligned with their goals, I’m 
happy to refer them.”

w Hiring a service to  

   lay the ground work

 
“We just signed on with a company that 
works for real estate companies by calling 
mid-level agents to determine their interest in 
making a move,” says Drennan. “We provide 
a script and a list of brokerages to target, 

SaRah M. DRennan

C2eX, SFR 

 

eXeCutIve vICe PReSIDent 

bRokeR aSSoCIate

Terrie O’Connor, 
REALTORS® 

Ramsey, N.J.   
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and they work to set appointments with our 
recruiter for the initial interview.”
 
Drennan’s company hired a full-time in-
house recruiter about a year-and-a-half ago, 
and that in-house recruiter oversees the 
third-party company’s work. “The outside 
company sets the appointment with our 
internal recruiter,” states Drennan. “I like 
to say our internal recruiter gives managers 
the layup. She makes initial phone calls with 
the leads the third-party recruiting company 
provides, develops relationships, and then 
passes those leads off to the manager she 
believes would be the best fit.”

The outside recruiting company operates 
on a month-to-month basis, meaning the 
agreement can be cancelled at any time; 

Drennan says her company is paying roughly 
$1,000 per month for the service. “There’s  
not as much a risk for us since we can pause 
the agreement,” she says. “It’s certainly a  
commitment, but if we’re able to hire one  
experienced agents from it, it’s worth  
the cost.”

w Attending REALTOR®  

   board events

 
Gray says this is critical to his recruiting, 
and he’s only a recent convert to board 
involvement. He didn’t find his local board 
helpful but then realized he could join a 
different board in his state, so he found  
a new board he finds more supportive.

“One of the things our board president  
sold me on was the idea that I was paying  
for REALTOR® board membership but  
not coming to board functions,” he states.  
“So I started attending and meeting other 
people. Shortly after, I met a person whom 
I’d known from a past industry who was 
becoming an agent. Our board president 
reintroduced us, and it was an easy match. 
He’s become a very successful agent for us.”

w Creating Facebook groups  

    and sharing videos

Terrie O’Connor, REALTORS® launched  
the public Winning at Real Estate group  
on Facebook, where the company posts 
videos by president Terrie O’Connor, chief 
operating officer Matt O’Connor, and  
others, including Drennan.

“The group isn’t branded to our company,  
but it features videos about tips, advice,  
and information on mindset for agents,”  

PETER GRAY 

 

PRESIDENT

Pyramid Real Estate Group 
Stamford, Conn.
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says Drennan. “After each video is posted,  
we have a whole program where we then  
post it on our website, send it to our agents,  
have our managers instant-message it to  
their recruits, and email it through our  
drip campaign to every agent in our county. 
We put ad spending behind the videos,  
too, putting them in front of people like  
Tom Ferry’s and Steve Harney’s audiences. 
Some of the videos are getting thousands 
of views.”

w Supporting agents  

    at open houses 

Gray considers this a good way to build 
relationships. “This shows agents that 
we’re all members of the same brokerage 
community, and it gives me a preview of  
how they sell and interact with clients,”  
he notes. “During lulls, I can find out  
what their career plans are and where  
they want to end up. Also, if those same 
agents coming to our open houses, that  
shows me they’re team oriented.”

Another leg of the recruiting stool is to continue 
to recruit your current agents, which many brokers  
let drop off their to-do list. “We tend to be excited 
about shiny things,” says Rathbun. “Years ago, 
we had an agent who said to me, ‘I love all the 
awesome things you’re doing for new agents.’  
That was a backhanded compliment, signaling: 
What are you doing for us experienced agents?”

That’s why it’s important to do things like taking 
them out for coffee and touching base in other 
ways. “If your current agents love you, they’ll tell 
everybody they love you,” notes Rathbun. “They’ll 
recruit other people if you show them how, so 
be sure to frequently reintroduce them to your 
company’s benefits and culture.

“My experience is that a lot of brokers don’t 
believe their current agents are recruiting for 
them,” says Rathbun. “They believe their current 
agents don’t want the competition. But at least  
for millennials, that’s not what they’re like.  
They prefer more of a community feel at  
their workplace.”  

G.M. Filisko is a lawyer and freelance writer who specializes in 

real estate, legal, business, and personal finance topics.

Don’t neglect  
current agents
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Mental Health Days Take On  

New Meaning

Brokers have gotten creative in assisting agents through the 

psychological stresses of selling homes during a pandemic. 

WellnessStrategies

It’s the rare person who has sailed through 
the past year without experiencing fatigue, 
frustration, depression, and anger—including 
typically positive and upbeat real estate agents.

Many brokers have risen to the occasion by 
providing enhanced support and resources. 
“Keeping sane as a real estate agent is easier  
said than done,” says Tyler Forte, founder  
and CEO of Nashville-based Felix Homes.  
“Between dealing with egos and managing 
transactions, the high stakes rest solely on  
the agent’s shoulders.”
 
So how have brokers and team leaders been 
keeping their agents positive and productive?  
It all comes back to showing they’re accessible 
and that they care.

Offering help, even if it’s not taken

The biggest effort many team leaders are 
making is showing they’re only a phone or  
video call away and want to help.

“I always make it a habit to have one-on-one 
conversations with everyone to see how they’re 
doing,” says Nick Taveras, owner/president 
of DNT Home Buyers in Woodbridge, N.J. 
“Even before the pandemic, I made a habit of 
doing this because you really never know how 
someone is doing until you ask—and even  

then they might not tell you everything.”
Your outreach will be better received if 
you’ve built a strong foundation long before 
your agents need your guidance. “Build a 
good rapport with each person within your 
company,” suggests Aaron Cambden, who 
leads a small team of agents at Fairview Estates 
in Nottingham, England. “When you do that, 
they’re much more likely to be open with  
you and trust that you have their best interests 
in mind.

“After that, it’s worth setting up regular 
reviews to make sure they’re OK,” he adds. 
“These should probably be separate from a 
performance review and a little more informal 
so your team members don’t feel the need to 
hide anything and there’s less pressure on them. 
These little check-ins don’t need to be long or 
structured; they just need to be an open form  
of communication with a relaxed motive. 
Within this chat, you can offer support and  
find out ways you can help.”

Even if your team members decline a specific 
offer you’ve made, that offer can be a comfort 
in itself. “I follow the basic approach of ‘ask, 
listen, and help,’” says Edward Briggs, CEO of 
HomeReviews in Henderson, Nev. “Even with 
encouragement, your team members won’t  
raise issues themselves.
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WellnessStrategies

“I focus on staying tuned to notice slight 
differences in my team,” he explains. “Are people 
not themselves? Did the ball get dropped this 
week? There are little indicators of underlying 
issues, and when I notice something, I keep a 
close eye on it.

“If the problem appears again, I ask to have 
an open conversation,” says Briggs. “Listening 
and asking open-ended questions helps to 
understand potential issues. Usually, I offer 
to help by taking some workload off the team 
member, even if the issue isn’t work-related. 
While only a small number of these offers are 
taken up, the effect is noticeable. People feel 
more appreciated and know they aren’t alone.”

Samantha Scalzo, e-PRO®, RSPS, broker/
director at S&S Global in Miami, actually  
began enforcing self-help to help her staff  

stay strong. “Our company has implemented 
mental health days and deemed them essential,” 
she explains. “Each employee gets one paid 
day to take off if they need to, without reason. 
We also have designated suggestion boxes 
throughout our offices and a hotline for  
anyone who just wants to vent.”

Connecting with health pros

Some brokers are also serving as the bridge 
between their team members and health 
experts. Forte says he’s worked to help team 
members by hosting weekly workshops with 
mental health pros. 

“We bring in experts in a mental health  
category for training,” he explains. “For 
example, we’ve heard from yoga instructors, 
meditation practitioners, nutrition experts,  
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WellnessStrategies

and exercise coaches. All our agents are free  
to join these sessions so they can learn tips  
on how to deal with stress more effectively.”

Scalzo has taken a similar approach. “We’ve 
implemented wellness retreats where massage 
therapists and IV specialists come to our office 
in the middle of the day to help offset some  
of the chaos,” she says. “A 30-45 minute break 
can do the mind very well. And we’ve had  
guest speakers and webinars as support and 
resource groups.”

Taveras brings in a therapist, whom he’s 
consulted with himself. “I started paying 
a therapist to work with our company,” he 
explains. “She holds workshops and gives us  
five slots a week for anyone to reach out and  
talk to. It’s been massively successful helping 
us—yes, me included—manage our work  
and home life balance, cope with stress, and 
have an outlet. I think this will be the future  
of businesses.”

Staying (remotely) social

Real estate is a social business, and for some 
brokers, keeping the focus on social activities—
even remotely—has helps keep agents grounded. 
“We’ve arranged weekly video meetings, online 
scavenger hunts within your own home, virtual 
cooking classes, and socially-distanced park 
hangouts when those have been permitted,” 
reports Jenny Usaj, broker/owner at Usaj  
Realty in Denver.

“Fun additions to the routine have also been 
social media workout challenges and dance 
breaks during remote company meetings,” she 
recalls. “We’ve also sent little gifts through the 
mail and had weekly calls to check in on our 

team members and their families.”
Team members also helped themselves by 
helping others. “We gave back by doing things 
like organizing shelter clothing donations and 

donation challenges to nonprofits,” says Usaj.

Working on the right mindset

Brokers have also had success helping their 
team members focus on the positive. “We start 
each day with gratitude and good news,” reports 
Billy Ross, CEO of RFTA Properties and Sell 
That Florida House in Winter Park, Fla. “This 
helps keep things in perspective, but we also 
stay closely tuned to what’s going on in our  
team members’ lives, and we intervene where 
we see the need, even at a personal level. 
Sometimes people just need to know they’re 
seen and supported.”

Taking a similar approach on an annual basis 
is Matt Dolan, broker at Team Harborside at 
Sagan Harborside Sotheby’s International Realty 
in Marblehead, Mass. “As a team, we come up 
with some words that act as guiding themes for 
the year,” he explains. “This year we picked two 
words: intention and wellness.

“We’ve had to learn to become even more 
intentional in how we spend our time and 
energy,” says Dolan. “We’re all juggling more at 
home, and this theme reminds us to spend our 
time intentionally on core business activities 
that are driving growth.

“In terms of wellness, it’s so important for our 
team members to carve out time to take care 
of their mental and physical health,” he notes. 
“Almost all of our team members are seeing 
personal trainers to stay active. We all agree  
that movement and fitness helps clear the  
mind and de-stress.”
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Johnny Richardson, who leads The 
Richardson Group at Platinum Real Estate 
Professionals in Las Vegas, writes and asks  
his team members for book reports as a 
means to achieving the right mental focus. 
“Real estate starts with the mind at the 
beginning of the day and ends with your 
mindset as well,” he explains. “I remember 
from the first lockdown thinking we needed 
better habits to stay positive. I had started  
a habit of reading a book a month for my  
own self-development, but I knew we were 
going to have to take an additional step to 
stay focused.

“So at the end of every month, we’d write a 
summary of a book back to ourselves and share 
it with the team,” he recalls. “We covered how 
we applied that book to our lives and business 
and how we used it to provide a better quality  
of life overall.

“I truly believe that no matter how hard things 
get, whether it’s COVID or anything else, we 
need to constantly feed our subconscious with 
positive thoughts,” asserts Richardson. “Your 
subconscious will control your outcomes, 
whether you have a positive look at what’s  
going on in life or a negative one.”

Sharing your own concerns

Acknowledging that you’re not immune to 
mental health challenges can be instructive to 
your team members, too. “Showing vulnerability 
as a leader has been a powerful way to connect 
with my team, especially where there’s been less 
natural human connectivity,” says Kevin Van 
Eck, executive vice president at @properties in 
Chicago. “As leaders, we need to be open about 
how the pandemic has made us feel.

 “Often we feel like we need to be perfect and 
strong and not show we’re affected by events  
as they occur around us,” he explains. “But 
sharing our feelings doesn’t diminish our 
ability to show confidence, and removing the 
stigma allows our team members to connect 
with us more authentically.”

Van Eck has been doing that by co-hosting 
a video series with another of the company’s 
EVPs, Amy Corr. “Almost immediately after  
the shutdown, we decided to launch it,” says  
Van Eck. “Each morning, we recorded and  
sent out a link to a video featuring tips on  
what agents needed to do to keep their  
business and themselves going.

“We wanted to ensure that team members 
understood that their mental health came  
first and that flexibility was the key to 
adapting,” he says. “Early videos included 
advice on reaching out to clients, the CARES 
Act, staying on top of personal finances, and  
calming nervous buyers and sellers.

“We also interviewed a number of agents  
about the benefits of developing and sticking 
to routines and overcoming adversity,” he  
notes. “It became a regular part of our 
coaching and training curriculum and is  
now past 70 episodes.”

The feedback has been positive. “It’s the  
first thing agents can go to in the morning— 
while they’re enjoying their actual coffee,” 
says Van Eck. “Getting daily encouragement 
and actionable advice that not only helps you 
succeed but also helps you feel supported  
is invaluable.”

WellnessStrategies
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We’ve all done it. We’ve convinced ourselves 
that we absolutely, positively need this 
technology and that it’s completely, 
totally worth the cost. And we pulled the 
purchasing trigger.

And, boy, were we wrong.

The good news is that we can learn from 
our tech-acquisition mistakes. With that 
in mind, your colleagues here reveal the 
technology they were confident would be 
game changers and the lessons they’ve taken 
from their misjudgments.

Thought I could outsmart ISPs 

I purchased software that sent templated 
emails at set rates knowing that sending mass 
emails was a huge no-no for marketing. I also 
knew that internet service providers blocked 
suspicious activity and thought this was a clever 
way around that.

My email was a simple introduction, not 
spammy, and was even personalized. I 
proceeded to purchase more than 10,000  
emails from a list provider.

Then it happened.

After a week, all emails inside our office were 
completely blocked from three of the largest 

ISPs. We’d been blacklisted. I had to hire a full-
time tech person for a full week and basically 
beg to get de-blacklisted.

It was my first official life lesson on the need 
to use white-hat marketing strategies only. 
By that, I mean that I needed to spend more 
time focusing on helping consumers instead 
of gaming the system. I realized that would 
bring long-term success without the fear that 
something I did would get me in trouble down 
the road. 
—Aaron Norris, vice president of market insights, 
Propertyradar.com, Truckee, Calif.

Consumers were researching me,  
not homes

My biggest tech purchase regret was the 
monthly payment I made for more than 
a decade for IDX MLS integration on my 
website. When you’re starting out in the 
business, you’re made to feel like you have to 
have a website where people can search for 
homes. After years of following how people 
interacted with my website, I realized that no 
one was there searching for a home. They did 
that on other websites.

Instead, consumers were on my website to 
find out more about me. I finally realized I 

Technology

Regrettable Tech Purchases

Your peers share their insights on the tech they  

splurged on that didn’t live up to its promise.
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didn’t need to continue trying to keep up with 
the Joneses as if I could compete with the big 
search websites, because I couldn’t.

Instead, I focused my website on who we are  
as a company and our experience. We also 
focus on encouraging people to reach out  
and contact us. 
—Jonathan de Araujo, broker-partner,  
Vantage Point Real Estate Team,  
Berkshire Hathaway HomeServices 
Commonwealth Real Estate, Lexington, Mass.

Regrets? I’ve had a few

I’ve tried about everything and have about 
a dozen things I regret spending money 
on. My biggest spending mistakes weren’t 
software purchases. They were inconsistent 
direct-mailing campaigns, lead sources I 
wasn’t attentive to, and video content I didn’t 
effectively employ.

My worst, most senseless software decision was 
subscribing to a cloud-based phone system so 
I’d have a local phone number for my assistant 
rather than simply using a free Google Voice 
phone number.

On the other side of the coin, I think one of my 
best technology spends was an affordable little 
tool to keep track of spending and profit and 
loss data for tax time.

I have a burning conviction that we real estate 
pros overspend in this business.  
—Brian E. Adams, GRI, agent,  
StarPointe Realty/owner,  

Hooquest.com, Killeen, Texas

Pricing is hard to automate

I once invested in a computer-pricing 
algorithm for properties that was a huge waste 
of money. While the technology was a good 
idea in theory, there are tons of parameters to 
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take into account when pricing a property, and 
I found that an algorithm really couldn’t tackle 
more than a few of these. 
— Johan Hajji, CEO/founder, Upperkey, Paris

VR will be huge! 

I purchased 100 high-end virtual reality 
headsets in anticipation that VR was going 
to take off. I did this in 2017 when VR was 
becoming more mainstream, and I believed 
everyone would have a VR headset in their 
home by the end of the year. Also, I thought 
people would be less likely to tour homes,  
so I was going to be at the forefront of  
this movement.

To this day, I still love the technology. But 
even during the pandemic, most of my buyers 
have still needed to see property in person. So 
I have plenty of extra VR headsets in storage. 
—Michael Montgomery, trainer, broker-owner 
Renzo Real Estate/Rev Real Estate School 
Calgary, Canada

You can’t buy a personal connection 

Years ago, I bought into an online business 
development program. I was matched with 
buyers looking to purchase a home in an area 
where I had a robust business. I thought it 
would be a slam dunk—of course, the buyers 
would hire me because of my experience, 
my reputation in the industry, and the 
introduction through the online program. 
I was assured that as long as I followed up 
promptly, I’d be in like Flynn.

Wrong! Real estate is a relationship business. 
Buyers and sellers hire agents they have a 
relationship with. The money and energy I 
spent didn’t yield positive results. I was glad 

to learn this lesson quickly before I reupped 
for another contract term.—Michael Shapot, 
lawyer/broker, The Shapot Team, Compass, 
 New York City

We weren’t buying what we thought

For $100 per month, we purchased software 
that promised data for vacant properties. 
After the purchase, we found that some of the 
features advertised required an additional $100 
per month. This was incredibly frustrating 
since we were looking for the vacant housing 
data rather than some of the features the tech 
offered. I’ve learned to ask more questions to 
be sure I’m getting what I think I’m getting for 
the price I’m paying.—Luke Smith, founder,  
We Buy Property In Kentucky,  
Jeffersontown, Ky.

A cool domain name

My most regrettable tech purchase was a city/
state real estate domain name. In the past, 
Google search gave high priority to exact-
match domain names. This prioritization 
made city/state real estate domain names very 
valuable since that’s often what consumers 
first enter into the Google search box. Shortly 
after I made the purchase, Google changed 
its algorithm, and exact match was no 
longer prioritized. While there’s a coolness 
factor to having an exact-match domain, it’s 
certainly not $28,000 cool.—Mark Washburn, 
agent, TTR Sotheby’s International Realty, 
Washington, D.C.

Maybe they’ll be worth it later?

We spent many thousands of dollars for the 
latest 3D virtual imaging and drone equipment 
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for aerial photos and videos. With the current 
market being such an aggressive seller’s 
market, most buyers aren’t even taking the 
time to view our fancy imaging. Most listings 
are going into multiple-offer situations right 
out of the gate, with or without the fancy 
imaging and videos.—Scott Harvell, owner, 
Quick Sale Homes, Jacksonville, Fla.

Wish I’d read the reviews

I bought a virtual staging and image 
enhancement tool that was quite expensive, 
and it came as a disappointment. I 
particularly needed a tool that would fix 
shadows, but reflections and shadows 
remained. It also took a long time to load,  
so I wasted a lot of precious time.

In addition, I deal with so many people who 
need a range of images that I need various 
designs for the images. But the tool provided 
only a few helpful designs. Yet another 
disappointment was that images appeared  
dark and dull.

Through this, I learned the importance of 
reading reviews when buying tech tools. I’d 
have learned from the experience of previous 
buyers and known the pros and cons of all the 
available brands.—Kate Whitehead, agent,  
We Buy Houses in Central Texas, Austin

Plug and play doesn’t do nuance

I was searching for ways to capture the 
attention of off-market sellers and knew that 
Google is the first place many people go for 
such searches as “How to sell my house for 
cash in North Carolina.”

I read about how you could get leads from  
a company that would handle your Google  
ad purchases for you. It seemed great not 
having to deal with the technical side behind 
creating campaigns and ads.

For me, it wasn’t money well spent. 

Nobody can do the specificity of work you’re 
thinking about in your head if you haven’t 
explained in depth what you’re looking 
to accomplish. The company I hired was 
essentially a plug-and-play system it could 
install into each market. In reality, doing the 
ads myself and getting the niches down has 
showed the best return. 
—Liam Dalbow, founder, Simply Sold Property, 
Greensboro, N.C.

Technology
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