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Brokerage Charges High-end

Sellers

STATS

Courtney Poulos

Owner, ACME Real Estate
Age: 37

Strength: | think | have a sharp,
clear vision and can convey it
clearly. I think people like to
hear my perspective because
it's shaped around taking ac-
tion opposed to paralysis. In
our market, people are afraid
of making mistakes; buyers
never want to spend too
much and always feel that
they are, and sellers never
want to sell for too little and
think that they are. It's a
recipe for paralysis.

Weakness: Time management. |
don’t have enough time to do
all the things I'd like to.

Very first job: Bus girl at a pizza
shop.

Can't live without: Fashionable
high heels.

#1 on your “bucket list”: Travel
to Galapagos Islands.

Career choice #2: Advocate for
natural births.

Best advice received: Life s
about positioning and you
position yourself with rela-
tionships. If you don’t believe
in yourself and if you don’t
only accept positions that
increase your power, you'll
never reach your goal.

by the Hour

t was an offer that defied the standard norms of the real estate industry and,
initially, took REALTOR® Courtney Poulos aback. ® Poulos’ friend, Adam Levin,

approached her with a business proposition that was a considerable departure

from industry norms. About a year and a half prior, Levin’s agent informed him

that his property, which he was about to put on the market, was worth $2.5 million,

based on comparisons she pulled on his Manhattan Beach neighborhood. ® Levin, a labor

attorney, was convinced the figure was closer to about $2.8 million, said Poulos. He told her,

“I know what my house is worth and want to sell it for that.” She told him it would never

appraise for that price.

As a 10-year industry veteran, Poulos,
owner of ACME Real Estate in Los Angeles,
certainly understood the agent’s position.
“Real estate agents look at the big picture
and try to persuade sellers to have realistic
expectations. As a culture, we don’t really let
the sellers drive.” In this case, though, Levin
remained firmly behind the wheel.

He told his agent he was going to put his
home on the market at his price and if she
didn’t want to list it, he’d find someone else.
Poulos eventually agreed, and Levin, who has
handled most aspects of the transactions of
three houses he has owned, received an offer
at the price he had been hoping for. The ex-
perience encouraged Levin to start his own
agency, which came to be called Evolution
Real Estate. It’s a new concept in real estate,
and not without concerns, as it allows sellers
to remain in control of the sale of their home
by offering them real estate agent services on
a per-hour basis, explained Poulos, who went
on to become his partner in the firm.

“Something is right with the model,” she
contended. “When we started to break it
down, we realized if we had high-quality
agents and volume, it’s a savings for the seller.
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It made sense to investigate.”

This method of selling, however, isn’t for
everyone.

“This is a savvy seller, who trusts his or her
instincts and believes that in this market, the
house sells itself,” Poulos explained. Evolu-
tion provides consulting services and infor-
mation that any agent would on a fair market
value. Sellers not only control how much
to offer their home for, but the selection of
a photographer and whether to conduct an
open house as well.

Poulos characterized herself as a very
high-risk, high-reward personality. “I think
this is a perfect time for the conventional
model to be shaken up; for sellers to realize
more savings through the sales process, and
for high-quality agents to make a fair and
honest earning for their knowledge and guid-
ance and sales expertise,” she contended.

The L.A.-based, top-rated agent has her
hands full, as she’s also ventured out into
cable and satellite television in order to in-
crease her profile.

Her television show, “My City’s Just Not
That Into Me,” which recently debuted on
Continued on page 26
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the FYI Network, explores issues facing
many home seekers today, namely lov-
ing their current city but being priced
out and deciding where to move to im-
prove their quality of life. “They were
looking for a young Barbara Corcoran
and wanted someone who knew what
she was doing and still kind of hip. I
have tattoos!” she laughed. “I think it
was a perfect fit. I always address real
estate with my clients as a relationship,
and that’s kind of the concept of the
show. It’s like breaking up with your
city and you start flirting with other
possibilities and decide whether to
give your current one another go or ven-
ture out.”

Poulos has a degree in public relations
from the University of Maryland and a
strong background in that industry. Not
surprisingly, perhaps, her experience in
public relations has been a boon to her
in real estate. “I think I see the truth in
things, like properties, and whether I be-
lieve they’re a good fit for my customers.”
It’s also helped immeasurably in terms of
marketing, she continued.

In conventional real estate, a lot of
agencies rely heavily on the marketing
that the brokerages offer them, like tem-
plates for listing presentations, she sug-
gested. When she created ACME, Poulos
really wanted to place a premium on de-
signing “super clean” websites and a blog,
and firmly believes that the client comes
before the brand. “That’s why it’s called
ACME. It’s a generic name because we
put our clients’ brand name ahead of our
personal brand name.”

She continued: “I think I'm one of
the first ones here to put a client’s name
on listing signs because I want them to
know it’s about the product, not the bro-
kerage.” ®

Chuck Green is a freelance colum-
nist for several publications, includ-
ing the Chicago Tribune, Los Angeles
Times, Wall Street Journal, Bloomberg
BusinessWeek Custom Publishing, and
Crain’s Detroit Business.

Reinventing Real Estate
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tals’ goals, the responsibility falls on the
shoulders of the platforms, according to
Levine, but he added that it is frustrating
that misconceptions persist despite num-
bers that are highly favorable to the in-
dustry. For example, in 2006, Levine said
$5 billion was spent just on newspaper
classified advertising in the real estate cat-
egory, and he compared that amount to
the sum of the three companies’ revenue,
which is less than a billion dollars. Levine
stated, “We feel proud of having brought
efficiency, empowering consumers, and
taking costs out of the system.”

Beardsley acknowledged that Zillow
is a bit of a lightning rod in the industry,
yet more than 100,000 agents rely on it
to successfully run their businesses. He
suggested that some controversy likely
stems from the fact that many of the in-
dustry’s most successful agents are doing
well because they have built their brand
through traffic, leads, and exposure
from Zillow, Trulia, or Realtor.com. This
means the portals have made it possible
to achieve success without being closely
affiliated with a brand.

Singer stated that there is still a high
level of dissatisfaction across the industry
from those not getting a strong return on
any money invested in the portals’services,
and those brokerages and franchises con-
tinue to feel threatened, particularly after
Zillow’s acquisition of Trulia. While debate
continues about which entities are facing
the greatest threat of marginalization, the
panel once again emphasized that con-
sumers will still look to local experts with
strong service when they buy and sell
property. This led to the panel’s final re-
marks on the longevity of the REALTOR®
profession amid changes in technology.

Regarding such change, the recent
acquisitions and mergers heighten the
contrast (and competition) between new
business forces and the more established
history of organized real estate. Amid
these transitions, REALTORS® will have
to ensure the marketplace makes them
indispensable to real estate transactions.
The executives suggested they can do so
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by being consumer-centric service pro-
viders whose performance is enhanced
by technology offerings available now
and in the future.

The roundtable also revealed con-
sensus among all panelists that public
perception of who brings the most value
to the consumer was a significant fac-
tor that couldn’t be ignored in the years
ahead. Perception’s ability to shape the
future dynamics of real estate—for better
or worse—means the industry must pro-
actively expect and address change. ¢

Jeannette Brown is a Communications
Specialist for the CALIFORNIA ASSO-
CIATION OF REALTORS®. She can be
reached at jeannetteb @car.org.
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version of the Closing Disclosure that can
be issued specifically to the seller. This sell-
er’s Closing Disclosure is only two pages
in length, and has stripped out of it all of
the information relating to the buyer’s
transaction and loan. Even though its use
is optional, it’s very likely that this form will
become the norm simply because it is so
easy for a settlement agent to prepare.

Where can I see these forms and
get more information

> You can see sample forms by going to
C.AR’s legal page at www.car.org/legal.
Once there, go to the subheading “Real
Estate Resources/Law” and then sub-
subheading “RE Regulatory Archives.”
You'll find the forms under Consumer Fi-
nancial Protection Bureau. Also, C.A.R.
has prepared a Q&A about the new forms
called “Loan Estimate and Closing Dis-
closure Forms,” which is available under
the Q&A section of the C.A.R. legal page.
Additionally, the CFPB site provides de-
tailed information for everything related
to implementation of the new rules. That
information can be found at consumerfi-
nance.gov, under “Law & Regulation.” ¢

Robert Bloom, Esq., is Counsel with
C.A.R’s Member Legal Services.



Coaching in the 21st Century
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Samuel Rad, a Beverly Hills-based
real estate coach, also helps his clients
overcome the great divide, suggesting
that REALTORS® who are Internet-
savvy but lack business skills take more
formal occupational training, while es-
tablished REALTORS® learn the latest in
online marketing. He cites a client who
had seen her business decline as technol-
ogy use accelerated. Rather than leaving
the industry as many of her veteran col-
leagues were doing, she took a course to
up her social media moxie. “I always tell
REALTORS® not to give up,” Rad em-
phasized. “You can renovate yourself just
like you can renovate a house.”

Know Something

Your Clients Don’t

THEN: REALTORS® held all the cards.
NOW: REALTORS® have to add value beyond
housing information.

n the pre-Internet world, REALTORS®

were the experts—they knew what

houses were available, their history

and the comparisons for the neigh-
borhood. But now, it’s no secret that all
the data anyone could want can be found
with a swipe of the smartphone.

“Millennials want to be educated, not
sold to,” said Coach Rad, who counsels
agents on how to work with this burgeon-
ing audience. “And when you tell a Mil-
lennial something, be sure that you are
correct because they are going to double
check your facts online,” he added.

Millennials are a key demographic as
the dominant first-time homebuyers now
and in the future—the NATIONAL AS-
SOCIATION OF REALTORS® reports
that in 2013 the median age of first-time
homebuyers was 31.

As a Certified Financial Planner, Rad
understands the value agents can bring
is in educating buyers, especially Millen-
nials, on how owning a home can help
them economically. “Don’t talk to them
about curb appeal. Tell them about how
much more money they will have in their

pocket once they factor in their net after
tax deduction interest rate.” Rad coaches
his clients that when REALTORS® posi-
tion themselves as a resource and share
concrete financial information that can
help Millennials, they have created a
point of differentiation.

If You Build it,They Won’t
Necessarily Come

THEN: REALTORS® would put up a website
or Facebook page, and say they had mas-
tered social marketing.

NOW: REALTORS® double down on what
works best.

he majority of REALTORS®

have embraced technology: The

NATIONAL ASSOCIATION

OF REALTORS® tech survey
found that 91 percent of all REALTORS®
use social media in their business, and
about half of those say they are either
comfortable or extremely comfortable
with it.

But being comfortable and being ef-
fective are two different things, and
based on feedback from his classes and
conferences, Giordano estimates about
80 percent of agents aren’t using tech-
nology effectively. “There has been a
seismic shift in the real estate field,” ex-
plained Giordano. “For the first time in
history, a rookie agent can take business
from a veteran overnight if they know
what to do.”

The key is to use technology wisely.
Robertson advocates consistency—
choosing a platform and sticking with it.
“Agents tend to dive in and use all the so-
cial media outlets at their disposal, which
means their attention is scattered.”
Merely having social media accounts is
not fruitful if they are not updated, and
he finds that the vast majority of agents
are allowing theirs to languish by posting
infrequently.

He recommends REALTORS® con-
duct an audit to see which avenues are
bringing in leads that convert to revenue.
If a platform isn’t doing its job, the next
step is to figure out why—is it because
the agent isn’t using it properly or is it

just not the right fit for them and their
business? “If you’re spending money on
something and not getting any results, it’s
ok to stop doing it,” he advised. “If you
are working with Millennials, be on Ins-
tagram. If you're not, then don’t.”

From Rookie to Pro,
Coaches for the Win

THEN: REALTORS® would use a coach to
learn best practices, and then forge their
own way.

NOW: REALTORS® up and down the scale
reap the benefits of coaching.

hat do many successful

REALTORS® have in com-

mon? They continue to

use the services of a coach.
Take Carlos Gutierrez, now with Cold-
well Banker Residential Broker-
age’s La Jolla office; he ranked in the
top 1 percent of his former broker-
age’s national network of agents—and
credits much of his success to being
coached by the Mike Ferry Organiza-
tion since 2009.

“If you got great results from your
trainer, would you fire them?” he asked.
“It’s the same with a coach. Professional
athletes all have their own coaches so
why wouldn’t you have one in business?”

Along with a robust marketing strat-
egy, Gutierrez also supercharges his
business the old-fashioned way by com-
pleting one very non-glam task each and
every day: making calls from 7:30 to
noon. The block is on his calendar, just
like a listing appointment or client meet-
ing would be, in large part because of the
encouragement of his coach.

And that attitude gets to the crux of
the issue that Robertson has seen: “What
I’'ve found with most training is that
agents take it but don’t act. My goal as a
coach is to help my mentees move from
a transactional mindset to be more effec-
tive business people.” ¢

Cathie Ericson is a freelance writer who
writes of family, business and real estate.
Read more of her work at CathieEricson-
Writer.com.
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