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AE voices: AE committee chair update

No Better Time to Take Action

Michael Theo, RCE, CAE,
CEO, Wisconsin
REALTORS® Association,
2017 chair of the

AE Committee

ell, I didn't see that coming.

Neither did most people. But

the contentious election of 2016
is now in the history books and it’s time to
ask, “Now what?”

You may disagree with their decision—
and there are certainly a great many in this
country and likely this association who
wanted a different outcome—but the voters
have the last word and they spoke. Presi-
dent Donald Trump and his new executive
branch of the federal government are
making the transition from politics to policy.
We must, too.

We must all realize that vitally important
policies affecting our industry and scores of
property owners will soon be debated and
decided in the halls of Congress and the
town halls across America. We must engage.
This is a time for our members to participate
in the lawmaking process, regardless of their
political affiliation.

Our members need to take action
because the long—predicted federal tax
reform debate is upon us. Republicans, now

SRl

in control of Congress and the White House,
generally support broadening the tax base
to lower tax rates. This means limitations on
key real estate provisions of the tax code will
be debated, including the mortgage-
interest deduction, deductibility of property
taxes, like-kind (1031) exchanges, and the
capital gains exclusion. Possible regulatory
reforms likely will focus on revising some
regulations on financial institutions imposed
under Dodd-Frank, the power and reach of
the Consumer Financial Protection Bureau,
and the long-term future of the
government-sponsored enterprises Fannie
Mae and Freddie Mac, to name just a few.

The potential impact of reforms in these
and other real estate-related areas will have
a significant effect on the national economy,
our industry, property owners, our mem-
bers, and their customers and clients.

W

So now, we as association executives
must focus our attention, and that of our
staff, on the task of engaging our members
like never before in these epic public policy
debates on the horizon. This means we must
keep them informed, help them communi-
cate with their elected officials (particularly
members of Congress), encourage them
to respond to every NAR Call to Action, and
motivate their colleagues to do the same.

No matter how you or your members
feel about the election outcome, the tax and
other industry-related issues that are certain
to be debated during the next few years will
be every bit as historic as this past election.
Our best political message to members:

Do not disengage at precisely the moment
we, as an industry and association, need
to intensely engage. In this cause, we as a
REALTOR® family must be united.

Chair, Association Executives Committee Michael Theo, rcE, cae
CEO, National Association of REALTORS" Dale A. Stinton, rce, cae
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Mergers Create M

ine REALTOR®-owned MLSs in the

Mid-Atlantic representing 43

REALTOR® associations are consol-
idating to form what is expected to become
the largest REALTOR®-owned property list-
ing system in the nation by the end of 2017.

The new service, Bright MLS, includes
two large regional MLSs—Metropolitan Re-
gional Information Systems Inc. (MRIS) and
the Delaware Valley Real Estate Information
Network Inc. (TREND)—and other associa-
tion MLSs representing parts of six states
and Washington, D.C.

“The creation of this new organization is
adirect response to [subscriber] demands
that the MLS break down market barriers
and provide real estate professionals with

expanded property information that exceeds

4 REALTOR" AE WINTER 2017

what consumers can get from publicly
available websites,” TREND MLS said in a
statement.

“Most of our brokers operate across
multiple marketplaces and their level of frus-
tration with multiple data feeds, rules and
regulations, and costs was increasing,” says
Kathleen Ludwig, CEO of the 1,650-member
Greater Harrisburg Association of
REALTORS®, Pa.

From the very beginning of consolidation
talks, TREND and MRIS created a culture
that was inclusive and open, involving all
stakeholders to have an active role in build-
ing the new venture, explains Ludwig.

Even though her association will no longer
operate its own MLS, Ludwig isn't worried.
“Bright MLS offered various financial ben-

ega REALTOR® MLS

efits to local associations that were willing
to make a change,” she says. “We offer our
members many benefits in addition to the
MLS and we will continue to offer those ben-
efits and services and seek additional ways
to serve our members.”

Bright MLS expects to have 85,000
REALTOR® and broker members, accord-
ing to its website, which would make it the
largest MLS in the country, just slightly more
than the California Regional MLS, which has
80,000 subscribers.

Tom Phillips, previously president and
CEO of TREND MLS, is the new president
and CEO of Bright MLS. David Charron,
previously the president and CEO of MRIS,
will serve as Chief Strategy Officer of
Bright MLS.

NAR Patent Liability Insurance to Cover
Local and State Associations, MLSs

To protect REALTOR® associations and their
MLSs from patent litigation risk, one of the
costliest forms of business risk today, the
National Association of REALTORS® has
added limited patent liability insurance to
the NAR Insurance Program for associa-
tions and MLSs. The coverage, provided at
no cost to associations, reimburses up to
$50,000 in expenses to resolve patent liti-

gation, both legal and settlement, including
a $25,000 per claim retention. There is no
sign up; all qualified REALTOR® associations
and REALTOR®-owned MLSs are automati-
cally covered.

Associations may increase coverage lev-
els by purchasing excess insurance online at
nar.aon.com. For more, contact Finley Max-
son, 312-329-8381, fmaxson@realtors.org.

NAR.REALTOR/RAE



201/ AE Leaders
of Tomorrow

Maranda DeSanto, RCE, of the Duluth
Area Association, Minn., and Ruth
Hackney, RCE, of the Missoula County
Y Association, Mont.,
will be honored at
the AE Institute
in March as the
2017 recipients of
the AE Leaders of
Tomorrow Young
Professionals
Award. This annual
award recognizes
AE young
professionals who
have fostered greater involvement and

increased professionalism among their
AE YPN peers.

On Common Ground, the National
Association of REALTORS®’ free, semi-
annual magazine presenting a wide range
of views on smart growth issues, with

the goal of encouraging dialogue among
REALTORS®, elected officials, and other
interested citizens, is now available as a
mobile app for Apple and Android.

NAR.REALTOR/RAE

The Trust Stamp App for Realtors”

Tt Trum raaltors® it @ e, convenian

andior providing sccess 10 your clent's homa of cther propenty. This Ase
Fasinon® and sccess.

e
8 it o NADS rrueriber

Using Trast
drivan ecta sites

the identity of & stranger and creats & VIP Profie with & FICO- e trustworthinest
score. All In seconds

[RE 4 2016 REack Company

news: hot topics

NAR and Trust Stamp Work to Keep REALTORS®
Safe With New |dentity Verification Tool

The National Association of REALTORS®,
through an investment by its venture

capital fund Second Century Ventures, now
provides members with an identity authen-
tication service. Trust Stamp uses patented
software to analyze hundreds of public
records and social data to quickly provide
reliable identification verification for real
estate professionals meeting new clients or
unknown individuals.

“Investing in a fast, convenient, and
affordable tool like Trust Stamp to estab-
lish the identity and trustworthiness of a
stranger will help REALTORS® stay safe and
protect clients and their home or property,”
said NAR president William E. Brown.

Through a program exclusively for NAR
members and requiring a NRDS number
to log in, Trust Stamp provides a real

estate-specific webpage and mobile app.
REALTORS® enter an individual's email
address or cell phone number in the tool
that then invites the person to make a Trust
Stamp profile online. It takes only a few
minutes for clients to create a basic profile
with a photo of their driver’s license, a selfie,
and links to one or more social accounts,
such as Facebook. When the process is
completed REALTORS® receive notice with
an individual's verified name, photo, and
“trustworthiness score.”

NAR members can create their own
Trust Stamp profiles for free, but they have
to pay to view Trust Stamps from prospec-
tive clients. NAR's investment in Trust
Stamp means REALTORS® pay a lower fee
than subscribers in other industries.

Access Trust Stamp at truststamp.net/re.

Changes to Placemaking Grant Program

REALTOR® Associations have used tens
of thousands of dollars in NAR funding
through the Placemaking Grant program
to build, beautify, and protect public
spaces.

Communities that offer a variety of pub-
lic spaces—pocket parks, trails, pedestrian
plazas, and community garden—are often
more desirable making them better places
to live and buy a home.

The Placemaking Grant requirements

have changed in 2017 so that the grants can
now be used only to fund the creation and
building of new public spaces, rather than
adding amenities to an existing space. The
grant program is focused on projects that
will have a bigger impact on a community
by building gathering spots; creating
destinations; bringing life to downtowns;
and preserving open spaces.

For more, visit realtoractioncenter.com
and search for “Placemaking Guide.”
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news: programs & benefits

Associations Benefit From Having a Good Neighbor

Winning a national award is a great source
of pride for any REALTOR®, but it can also
be rewarding for the winner's local and
state association. The Good Neighbor
Awards, which recognize REALTORS® for
making an extraordinary impact on their
community through volunteer work, has
become one of the most revered accolades
that an NAR member can achieve. And
local associations take pride in having nom-
inated and supported someone who does
so much to help others in the community.
The Minnesota Area Association of
REALTORS®, which has had four national
Good Neighbor Award winners in recent
years, saw so much benefit that it was
inspired to create its own state program
recognizing REALTORS® for community
service. “We value that our members
are involved in the community—even

when it doesn’t have anything to do
with housing. Our leadership sees the
value, too,"” says Donnie Brown, MAAR's
vice president of community affairs

and foundation. “It tells our members
that we're interested in knowing what
they do beyond the transaction.”

Brown says she sees concrete evidence
of how members support their colleagues’
volunteer work in how they react when she
posts stories about the REALTORS® who
have won MAAR's Heart of the Community
Award or NAR's Good Neighbor Award.
“These stories give us the best social media
engagement of the year,” says Brown. “We
get an average of 3,000 interactions, as
opposed to maybe 100 for other posts.”

Brown has also discovered that
REALTORS® who are involved in community
service are potential association leaders.

Good Neighbors' exposure from NAR
is high profile: Winners are recognized an-
nually during the REALTORS® Conference
& Expo—as a centerpiece of the General
Session. In addition, winners are featured
in the November/December issue of
REALTOR® Magazine. And a public voting
component drew 42,000 votes last year.

An association that has a Good Neigh-
bor Award winner enjoys inspiring content
to share with members; national and
hometown media coverage; a $10,000
investment into a local nonprofit; and
the potential to identify future leaders
and to inspire members to get involved.

To read about past winners and nomi-
nate a member of your association, go to
nar.realtor/gna. The deadline is May 12.

Questions? Contact Sara Geimer,
sgeimer@realtors.org, 773-459-6627.

2017
ENTRY

DEADLINE
MAY 12
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Do You
Know

a Good
Neighbor?

Winners of REALTOR" Magazine's
Good Neighbor Award receive
a$10,000 grant for their charity.

To nominate a REALTOR®,
goto nar.realtor/gna
or call 800-874-6500.

REALTOR' Magazine thanks
Good Neighbor Awards program sponsors
realtor.com® and Wells Fargo Home Mortgage

Primary Sponsor

realtor.comr

800 homes for people in need—for

free. Cindy is a Good Neighbor.- ..

WELLS | HOME
FARGO | MORTGAGE

NAR.REALTOR/RAE




news: programs & benefits

Time Is Right for a
Consumer-Focused
Housing Fair

The Northern Virginia Association of
REALTORS® expects to welcome 300 to
400 consumers at its April Housing Fair, a
first for the organization. The event, to be
held at the association’s headquarters, will
feature sessions on home buying, lending
tools, affordable housing, and sustainable
housing, as well as an overview of the North-
ern Virginia real estate market and a special
focus on veterans’ housing opportunities.

AE Committee Sets
2017 Objectives

In addition to the goals set forth by
the AE Committee’s various advisory
boards and workgroups (including
the REALTOR® AE magazine edito-
rial board), the committee will focus
on four special initiatives this year.

The first is developing tools, includ-
ing templates and sample materials,
associations can use to conduct live or
online orientations for members who are
new to an association board of directors.
The second goal is to develop materials
that will help associations create job de-
scriptions for staff specialty areas, such
as member services, education, and
communications. The third initiative is
intended to identify ways state and local
associations can collaborate, resulting
in less duplication of effort and greater
efficiencies. The fourth goal is to update
the AE Competencies and RCE Body
of Knowledge document that serves as
the foundation for all AEC professional
development courses and the RCE
exam. Attend the AE Committee meet-
ings at NAR conferences for updates
on the progress toward these goals.

NAR.REALTOR/RAE WINTER 2017 REALTOR" AE 7




news: hot topics

Congratulations New RCEs

These 28 REALTOR® AEs earned their '
REALTOR® association Certified Executive /
designation after an extensive course of
study and exam. RCE is the only designation
created specifically for REALTOR® associa-
tion executives. It exemplifies goal-oriented

AEs with drive, experience, and commitment

X . William Arnold, RCE, Brenda Barnhardt, RCE, Luke Bell, RCE, Suzanne Close, RCE,
to professmnal growth. Visit nar.realtor/rce. Las Cruces Association of REALTORS® Association of Illinois REALTORS® Columbia-Greene Board of
REALTORS®, N.M. North Western Wisconsin REALTORS®, N.Y.

Kehau Costa, RCE, Dawn Crawford, RCE, West Allison Fitch-Markham, Deb Frazier, RCE, Barbara Gilliland, RCE, Roxie Glenn, RCE,

Hawaii Island REALTORS® Maricopa County Regional RCE, National Association REALTORS® Association of Greensboro Regional MetroTex Association of

Assoc. of REALTORS®, Ariz. of REALTORS® Southwestern lllinois REALTORS®, N.C. REALTORS®, Texas

Char Glocke, RCE, Kristen Gulson, RCE, Meighan Harris, RCE, Deb Hernandez, RCE, Jon Houser, RCE, Susy Hurlbert, RCE,

LaCrosse Area REALTORS® REALTOR® Association of Bonita Springs-Estero Texas Association of Texas Association of Eastern Connecticut
Association, Wis. the Sioux Empire, S.D. Assoc. of REALTORS®, Fla. REALTORS® REALTORS® Association of REALTORS®

|

Norma Jayne, RCE, Tim Johnson, RCE, South- Thomas Larson, RCE, CAE, Lori Levy, RCE, Kelly Muehlberger, RCE, Christopher Nave, RCE,

Ithaca Board of land Regional Association Wisconsin REALTORS® Texas Association of Kansas City Regional Outer Banks Association of
REALTORS®, N.Y. of REALTORS®, Calif. Association REALTORS® Association of REALTORS® REALTORS®, N.C.

Allan Nielsen, RCE, Amanda Ornelas, RCE, Christina Smalls, RCE, Michael Theo, RCE, CAE, Bill Wald, RCE, CAE, Minne- Kelea Youngblood, RCE,

Triangle MLS Inc., N.C. Sun Valley Board of Arizona Association of Wisconsin REALTORS® apolis Area Association of Austin Board of
REALTORS®, Idaho REALTORS® Association REALTORS®, Minn. REALTORS®, Texas
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10

eed More
ondues Revenue?

T he results of REALTOR® AE magazine’'s December nondues revenue survey indicate that making money to fund
association operations, programs, and events is increasingly important. Not only did most respondents say generating
revenue is a priority at their REALTOR® association, but comments indicate that efforts to find more revenue streams

are growing. Several survey respondents said decreasing income from education offerings, both CE and non-CE, is
prompting a fresh look at generating revenue from other sources and from outside the REALTOR® organization.

How important is generating
a priority a top priority nondues revenue?

(32% of respondents) (32% of respondents) o
64% of survey respondents indicate that

generating nondues revenue is a top priority
or a priority. No respondents indicated that

enerating nondues revenue was not a priority.
not much of g ng . venuew priority.
a priority

somewhat
of a priority

- 41%1t050%
(10% of
respondents)

What percentage
of operating _
bUdget comes 4 (8.6% of
from nondues  respondents)
revenue? -

(7% of
The largest percentage of respondents)

respondents report nondues
revenue makes up 6% to

o .
10% of their annual budget. (21% of respondents)
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How do REALTOR® associations
generate nondues revenue?

Survey participants were asked to select which of

these 17 nondues revenue-generating programs they
participate in and write in any programs not listed. Most
respondents (93%) generate nondues revenue with affiliate
member dues. Write-in programs included a local real

What brings

in the most
money?

The largest revenue
generators at REALTOR®
associations, according to

estate buyers guide for consumers, a group email
service, a mortgage-rate catalog that lenders
pay to participate in, lockbox programs, late fees,
investment income, and MLS violation fines.

survey respondents, are
MLS dues or fees followed

el N

by CE classes and then
%g'g’t'ﬁg? affiliate member dues.
REALTOR®

~ associations 4

Member social
events

Advertising
sales (online and

Continuing social media)
education credit

classes

A little more than 1% of survey respon-

dents report nondues revenue income 1% report no nondues revenue

from providing services, such as meeting income sources

planning, to groups outside of real estate.

NAR.REALTOR/RAE WINTER 2017 REALTOR" AE 11



Need More
Nondues Revenue?

Workshops Best revenue-generating events

Continuing education classes remain the top
money-making event, respondents said, even
though several report that competition is growing
for offering these events and revenue is dipping.

Annual conference

Social networking
(alcohol-related
events)

Sell services to consumers

Less than 2% of
respondents said they

What members say they would pay for

Most respondents (43%) say they have never surveyed members provided services to
about what types of products, events, or services they would pay consumers for a fee,
for. Nearly the same number (40%) have asked members, and such as homeowner
the most common response was that members wanted more free fairs or home im-
classes and events. One respondent wrote: “Leadership at our provement classes.

association has always felt that mem-

bers should get significantly more for

Where ideas come from

their dues thanis possible to give

them.” Other respondents said 76% of respondents
their member surveys showed said they involve their
REALTORS® would be willing to Board of Directors
pay for shorter and higher-qual- in generating ideas
ity CE classes, more networking for new nondues
events, and technology classes. revenue programs or
projects.

12 REALTOR"AE WINTER 2017 NAR.REALTOR/RAE



Revenue-generating
programs that
fell short

Not every attempt
to generate revenue
succeeds. Survey
participants were
asked to describe
aprogram or event
that they expected
would generate
nondues revenue
but didn't.

“Our CE classes do
not return as much as we
would like. There is just so much

“We scheduled
our CE classes to
partially overlap, which did
not work for most members
who wanted to attend both.”

“Any time we had
a program that failed to
provide a return, it's because
the committee or leadership team
organizing the event didn't give it their
all. There is only so much that staff can
do to contribute to the success of any
event. It takes strong volunteer
leaders to help make it a hit.”
“An affinity program
with a closing gift
provider ended up having a
setup cost that was too expensive,
plus the leadership felt they could
get equal or better quality items
for less on other websites or
on Amazon.”

“Darn near

you can charge for a class, and
competition with other
sources is tight.”

“Non-CE

every affinity rela-
tionship we partnered with
has failed. They take constant
marketing and training in some
cases, and we don't have the
staff to support the extra
work."

classes have been
a disappointment, as has
rental of our classroom to
members and affiliates. Just
not much response to
either.”

NAR.REALTOR/RAE
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Selling Sponsorships

|s your association missing out on generating nondues revenue?

he number of companies paying to sponsor events
T held by the San Mateo County Association of
REALTORS® has increased each year since 2010, says
Dalen Gilbrech, the association’s lead visual designer
who also manages sponsorships. The 2,600-member
association had 32 individual sponsor companies last
year, including mortgage banks, lenders, and home
inspectors. Gilbrech is aiming for more not only to help
fund and grow its events but also to build other associa-
tion programs.

The money is out there, associations say, at com-
panies eager to buy the opportunity to build business
relationships with REALTORS®. The challenge is develop-
ing an easy-to-manage program to attract sponsors and
deliver value to them in exchange for their funding.

What do sponsors want from associations?
The value of a sponsorship comes from the relationships
it facilitates. Sponsorship opportunities that provide
in-person engagement with members are the most in
demand, associations say.

At the 4,000-member Boise Regional REALTORS®
in Idaho, sponsorship offerings have evolved to provide
more opportunities for backers to engage with mem-
bers, says Shari Fernandez, the association's director of
communications. “We tailor our partnership packages to
give sponsors time in front of members at all four of our
major annual events. We also offer an education part-
nership package, which provides speaking opportunities
at our classes throughout the year.” Affiliate members
pay $1,000 to $8,500 for these annual partnership
packages, which include free tickets to events, logos
on signage, promotional materials in classrooms, and a
host of other perks, she said.

The Boise Regional REALTORS® generated roughly
$90,000 from its 50 affiliate-member sponsors in 2016,
which was up from previous years, says Fernandez.

“What sponsors want most are two things: adver-
tising in our monthly print newsletter and face time,”

NAR.REALTOR/RAE

says Jean Sawtelle, communications director at the
2,600-member Plymouth and South Shore Associa-
tion of REALTORS® in Massachusetts. “We have a new
member orientation every other month where we invite
our sponsors, who pay for the luncheon, to staff informa-
tion tables and speak at the podium for a few minutes
each.” Sponsors, which are affiliate members, include
banks and lenders, cleaning services, insurance agen-
cies, and inspection services.

Sawtelle surveys the association’s sponsors and
tweaks the contents of her sponsor packages according
to what affiliates find most valuable. “l also drop features
that turn out to be taxing for me and not well-received by
the sponsors,” she says. “I thought sponsors would like
a monthly social media post, but it turned out to be too
much work to solicit posts from them, and they didn't
see the valueinit.”

Sponsors at the 800-member Outer Banks Associ-
ation of REALTORS® in North Carolina most appreciate
making live presentations to the membership, says
Karen Pierce, membership and marketing director. But
the association also offers other ways for sponsors to
get their company name in front of the membership, in-
cluding web ads, social media posts, banners with logos,
presentation opportunities, and golf teams, she says.

Besides face time with members, recognition is a key
element of any sponsor package, association represen-
tatives say.

“We provide exposure and acknowledgment, which
costs the association very little,” says Gilbrech. “Most
of our recurring annual sponsors are mortgage banks,
including credit unions, but we also have real estate
offices and property managers, moving companies,
painters, media, and our local MLS, which is a separate
organization in our market. Sponsors like seeing their
logo up on the screen at our monthly meetings and in
our office lobby.”

“The Plymouth and South Shore Association rec-
ognizes sponsors at every event, says Sawtelle. “We

In-person
time with
members
s the
benefit that
SPONSOrs
want most.
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make sure that our members know that our sponsors,
not dues dollars, pay for events, and we make a point to
thank our sponsors every time. | reiterate to members
that it is because of the sponsors that our events are
possible.”

Meghan Weinreich, communication director at the
Charleston REALTORS® in South Carolina, cautions
associations to avoid allowing events or programs to be-
come too focused on sponsor visibility or sales pitches.
“Over time you'll find the right balance, where partners
communicate with members on the value of the ser-
vices they provide and members feel it's a benefit.”

“We make sure that our members know
that our sponsors, not dues dollars, pay for
events, and we make a point to thank our
sponsors every time.”

—Jean Sawtelle, Plymouth and South Shore Association of REALTORS®, Mass.
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In addition to underwriting a cocktail reception,
industry companies are eager to participate in the asso-
ciation in a meaningful way, says Julie Carriger, events
and sponsorships director at the 1,500-member Fred-
ericksburg Area Association of REALTORS® in Virginia,
which brought in more than $100,000 in sponsorships
last year. Sponsors, who are all affiliate members, can
sit on the events committee, the education committee,
and the community service committee. The association
recently voted to set aside one affiliate member's seat

WINTER 2017

ADVERTISE YOUR COMPANY TO

14,000 UTAH REALTORS®

on the board of directors.

“One of the main things | tell sponsors
when I'm selling them sponsor packages
is that the value won't come though logos
and advertising,” says Carriger. “Rela-
tionship building will come only when
members recognize sponsor involvement
in the association, at events, and on

committees.”

How to cut down on the work of
attracting and managing sponsors
“Before | came on board here, staff mem-

bers were scrambling to chase sponsors
for each event,” says Sawtelle, “so they never knew how
much money they would have going into an event, and
they spent a lot of time that could have been focused
on organizing the event itself.” Sawtelle established a
program to sell annual sponsorship packages with an in-
centive to sign up in January so the association had the
money up front and had less work throughout the year.

“Our annual sponsor packages sell out and have
been extremely successful in part because of the
exclusivity,” says Sawtelle. “I offer 20 packages at most
and it's first come, first served. | send the offer out to
all the affiliates at the same time, and | limit how many
companies can buy at each level.”

Sponsorship packages are convenient for the as-
sociation, but the sponsors appreciate them too, says
Pierce. “We tried selling event sponsorships separately
as ala carte options, but it failed,” says Pierce. Having to
repeatedly ask their corporate offices for funds defeated
the purpose of the program, sponsors told Pierce.

Although sponsors like the convenience of a package
of benefits, be flexible in building sponsorship packages,
says Fernandez. “Not all sponsors want or need all the
things you are offering, so give them the ability to make
the sponsorship work for their needs and their bud-
get.” Last year, only 14 of the association’s 50 sponsors
choose the annual sponsorship package option, she said.

To cut down on the work of managing sponsorships,
Pierce sells annual sponsorship packages just at the
beginning of the year. The association sells discounted
sponsorships year-round.

“l also would limit selling one-off event sponsorships

NAR.REALTOR/RAE



"As new technologies and communications
vehicles become available to our association,
we always keep in mind how we can expand

sponsor recognition.”

— Dalen Gilbrech, San Mateo County Association of REALTORS®, Calif.

to companies that are nonsponsors, those
that have not signed onto one of your
sponsor packages,” advises Pierce. “It's a
fine line to walk with promoting your year-
round sponsors and one-time sponsors.”

Deliver value for the investment
“As new technologies and communica-
tions vehicles become available to our
association, we always keep in mind how
we can expand sponsor recognition, which
helps keep our sponsorship program
strong year after year and provides exist-
ing sponsors with an increasing sense of
value,” says Gilbrech. “It's important to
make sponsors feel special with a ‘high
touch’ approach, including direct outreach
from staff, ideally interacting with the
same dedicated staff person.”

One consistent result of Sawtelle’s
annual sponsor survey is that sponsors
appreciate frequent reminders on how and
when to take advantage of the package
features.

Sawtelle also recommends that
associations not underestimate the value
of having a thorough, well-designed, and
easy-to-understand sponsor brochure or
webpage.

Attracting sponsors, coordinating the
benefits, and managing the relationships
can feel like a job in itself, yet the work
is most often absorbed by association
marketing, membership, communication,
or finance staff, or the AE.

Pierce, at the Outer Banks Association
of REALTORS®, says at least 25 percent of

NAR.REALTOR/RAE

her job is selling sponsorships and manag-
ing sponsors.

In Boise, Fernandez manages the
sponsor packages but also enlists the
association’s event planning committees
to secure event sponsorship.

At San Mateo County, association staff
manage all sponsorship customer man-
agement and solicitations in-house, says
Gilbrech. “All staff are generally familiar
with sponsor benefits and who our spon-
sors are, which helps with solicitations and
providing exceptional customer service.”

Sponsorship programs are not out of
reach for the small or single-staff associa-
tion, says Carriger. “l would start with find-
ing one local mortgage company, maybe
anew company or one wanting to push its
name. Then maybe a title company that
works with that mortgage company will
sign up, and your sponsor program will
grow from there.”

“I would encourage anyone developing
a sponsor program to take it in stages,”
says Weinreich, who says the Charleston
REALTORS® had its most successful year
for sponsors in 2016, collecting nearly
$100,000. “You don't have to offer every-
thing the first year. Poll your current affili-
ates or partners and learn what is valuable
to them. You'll also want to ensure that
your members find the connections to
these companies meaningful and valu-
able; it definitely needs to be a reciprocal
relationship.”

By Carolyn Schwaar

5 Tips for Selling
Association
Sponsorships

1. Be clear about what you're selling: access
to members. The Fredericksburg Area
Association of REALTORS® boasts its pro-
gram provides companies “unparalleled op-
portunity to directly market and advertise
to our more than 1,500 real estate profes-
sionals, managers, brokers, and owners.”

2. Have clear and detailed sponsor
materials. Printed and electronic sponsor
marketing materials should clearly list what
sponsorship opportunities are available
and at what price. Always have sponsors
sign a written agreement detailing the
arrangement.

3. Build relationships by reaching out to po-
tential sponsors in person. Solicit members
to help identify potential sponsors or sell
sponsorships. Don't forget to follow up with
sponsors regularly to ensure that they're
getting value for their investment and ad-
just the sponsor program when necessary.

4. Don't sell sponsorships to everyone;
choose relevant companies that members
are interested in. “Ensure that your mem-
bers find the connections to these com-
panies meaningful and valuable; it definitely
needs to be areciprocal relationship,” says
Meghan Weinreich, communications direc-
tor at the Charleston REALTORS® in South
Carolina.

5. Be on the lookout for new ways sponsors
can reach members. As new programs and
products develop, always offer your existing
sponsors the right of first refusal on the
opportunity to sponsor, then seek out new
companies.
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iIntangibles of success

Power Skills for

CEO Success

Why are some CEOs successful and others not?
Even though two executives have substantially
equivalent experience, education, and environments,
one is often more successful. How can that be?

by Jerry Matthews



have been curious about executive success skills my

entire career. This increasing curiosity recently drove

me to try to identify the unique abilities that ensure CEO
success. (Finding these elusive qualities would not just
answer my personal lingering question; it would enable me
to be a more effective CEO consultant helping AEs navi-

gate their career and organizational change.) So for the

past two years | have focused on this task and have some
enlightening results to share.

A Theory About Success

| first noticed a difference between successful and
unsuccessful CEOs in similar situations when | was CEO of
two large state REALTOR® associations. | worked with doz-
ens of local and state CEOs to help them with challenges
such as a rogue officer or failing services. What | found was
that standard management techniques such as writing
officer job descriptions or conducting service surveys
rarely led to success, but relationships and creativity often
did. For example, a disruptive officer could not be assuaged
through a new job description. Nor could a failing service be
helped by more information. However, for another CEO with
the same challenges, the solution was personal discussions
and ingenuity.

There seem to be two categories of skills: tangible and
intangible. Tangible skills include financial control and
human resource management. Intangible skills include
building relationships, communicating effectively, and

leadership.

Later, in more than a dozen years as a consultant,
“success skills” became even clearer. | not only coach
CEOs, | recruit them. When association search committees
define the essential criteria they want in a new CEO, the
first focus is always on intangible talents.

My experience in CEO career coaching is that the
tough challenges are almost always intangible. Issues
such as relationships, trust, and influence are the leading
categories. Itis rare that a tangible issue arises.

Years of observation and experience led me to theo-
rize that intangible skills determine executive success, so
| set out to collect the proof and catalog the details that
may help more CEOs to identify and develop these skills.

Research Surveys

| decided to test the premise of the impact of intangible

skills through direct research. | sent a survey to all local
and state REALTOR® association CEOs and asked them
to identify fellow REALTOR® CEOs whom they considered
successful and to list the characteristics that enabled
those CEOs to perform. (The response was an open box
so they could enter anything they wanted, rather than
choose from a predetermined list.)

The AE survey respondents repeatedly identified
the same 15 REALTOR® CEOs as the most successful.
Although most were seasoned AEs, there were some
early-career AEs, as well. But as | discovered in later
interviews, the nature of intangible skills does not
necessarily require years of service.

Personal Interviews
After analyzing the surveys, | conducted personal
interviews of the REALTOR® CEOs most often named as
successful. The interviews, conducted at NAR meetings,
were confidential and took more than a year to complete.
| asked these CEOs why they thought they were
successful, what they thought their REALTOR® leaders
would say were their success skills, and what they
identified as the key skills of other successful CEOs.
Surprisingly, most successful CEOs do not see them-
selves as that much more talented than competent CEOs.
Most were amazed that their peers had such a high opinion
of them.

The AE survey respondents repeatedly
REALTOR®

CEOQOs as the most successful.

identified the same

ext, linterviewed REALTOR® association presi-

dents and past presidents of the successful CEOs,

asking them to describe their CEO’s abilities.
Interestingly, at the conclusion of these interviews, many
REALTOR® leaders—after listing a particular skill of their
CEO—often remarked that their CEO sincerely cared for
the members or the philosophy of property ownership as a
component of the skill. For example, when a CEO was said
to be innovative, the leader would attribute that skill in part



The

different skills mentioned in the survey were narrowed to

bining similar skills, and further narrowed to

after com-

skill pairs—skills that require

the same ability but can be exhibited differently by two CEOs.

Meet the Top
AEs at AEI
Session

Join Jerry Matthews
and several of the
successful AEs his
survey identified,
including NAR CEO
Dale Stinton, at the
2017 Association
Executives Institute
session, “Power
Skills for Success:
How Top AEs
Perform at

Higher Levels,”
Monday, March 20,
7:302.m.=1:00 p.m.

to the CEQ's personal enthusiasm for the association.

Intangibles Are Key

In an overwhelming confirmation of observations and
experience, the success skills stated were intangible in
all cases. If tangible skills were mentioned at all, it was
as an assumed capability, such as controlling the bud-
get or managing the staff. After working with hundreds
of association CEOs as a peer and an independent
consultant and through conducting recent research,

it is clear to me that success depends on intangible
abilities rather than tangible ones.

Skills for Success

Then came the interesting part. In analyzing the survey
and interview data, there were about 25 different skills
mentioned, but on further review and after combining
similar skills, there were actually only about 10. Skills
such as vision, communication, and passion made the
final list.

Some similar skills are “mirror images” of others.
That is, the same skill can be exhibited by two CEOs ina
different manner, but they essentially require the same
ability. The way skills are deployed depends on the
CEO's personality or style. As an example, “leadership”
and “influence” have the same essence and effect, yet
they can be exhibited differently by two CEOs.

So the 10 intangible skills are actually five “skill

pairs.” This explains how CEOs with very different
personalities can be highly successful using the same
core intangible skill.

The identification of the core intangible skills is just
the beginning of further revelations in application and
symbiotic relationships. For instance, further analysis
reveals each skill pair has its own subdefinitions, such

"o

as “effort,” “style,” and “vehicle.”
Curiosity Satisfied
My decades-long question has been answered. Highly
successful CEOs are more than just competent; they
have intangible skills that set them apart and allow
them to excel. Peers and REALTOR® leaders recognize
and appreciate these skills.

What are these five intangible skills exactly? | will
reveal these and more in my session the 2017 AE
Institute (Power Skills for Success, Monday, March

20, 7:30 a.m.=1 p.m.), and in future issues of this

magazine, | will detail ways you can recognize and
cultivate these skills to further your AE career.

Jerry Matthews’ executive career spans more
than 20 years as a REALTOR® State Associa-
tion CEO and more than 12 years as an industry
consultant. His consulting practice focuses on
facilitating change for executives and organi-
zations. JerryMatthews.com.
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need to know: advocacy

Ride the Wave of Advocacy Action

Give members real estate-focused, constructive outlets for their political energy.

hether you think the presidential

election will unify or divide the

nation, it certainly has sparked
interest in politics. More ordinary citizens
are looking for ways to get involved and
make a difference. This is a great chance
for your organization to give members that
opportunity.

Under the Core Standards requirements,
your association must conduct six advocacy
activities under three categories: vote, act,
and invest. Associations must conduct two
“vote” activities, such as encouraging mem-
bers to register to vote or to vote on a par-
ticular ballot initiative; two “act” activities,
such as organizing an association visit with
local or state elected officials or launching
a campaign to support or defeat a piece of
legislation; and two “invest” activities, such
as holding an RPAC fundraising event or
hosting an association RPAC phone bank.

Although there is a wealth of ideas online
at the REALTOR® Action Center (realtorac-
tioncenter.com), here are some of the most
innovative and successful recent programs.

et’s Go Further Together!

CLARK COUNTY COUNCIL (r)

DISTRICT 3

VOTE
Candidate Campaign: REALTOR®
John Blom for County Council
For the 1,700-member Clark County Asso-
ciation of REALTORS® in Washington state,
supporting John Blom for county council
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was a clear choice. As REALTOR® Champi-
ons go, there could hardly be a more obvious
choice. He is active in NAR, RPAC, and CCAR
and its Government Affairs committee.
When John decided to run for office, the as-
sociation was there to support him through
its Independent Expenditure program. The
association encouraged members to vote
for Blom, fielded an intensive grassroots
team that knocked on doors, and engaged

in a major advertising campaign featuring a
video it had produced about Blom. There's
no doubt that Blom was elected to office
because of the support of his fellow
REALTORS®.

Local 881 is proud to endorse

Sam
Yingling

for State Representative

81URCW

E for Working Families

VOTE
Providing Members with
Informative Voting Guidance
Before the Nov. 8 general election, the
lllinois Association of REALTORS® created
a handy webpage detailing each pro-RE-

ALTOR® candidate the association was
endorsing. The association encouraged
members to check the reference page and
vote accordingly. Local associations helped
identify candidates and spread the word
about the voting guide to members. The
Mainstreet Organization of REALTORS®, for
example, posted endorsements for incum-
bent state representative and REALTOR®
Sam Yingling on its social media feeds,

member newsletters, and website. Yingling
was among the 22 state candidates who
received REALTOR® Party backing and won
the election.

Missouri Rallies Members to Fight

for Ban on Sales Tax on Services

In the past seven years, no fewer than 12
pieces of legislation that could have led to
ataxon services, including those provided
by the real estate industry, were proposed
in the state of Missouri. “The threat is real,”
says John Sebree, CEO of Missouri
REALTORS®, whose organization has swat-
ted back each one with the strong support
of the National Association of REALTORS®.
In 2016, it seized an opportunity to shift
from a defensive to an offensive strategy.
Its plan to amend the state constitution to
ban a sales tax on services was ambitious
and possibly unprecedented in the nation,
but by appealing to members and the
general public, first to get the referendum
on the ballot and then to vote in its favor,
the Missourians for Fair Taxation coalition
found strength in numbers and won an
important battle.

NAR.REALTOR/RAE



Amend Short-Term

Rental Ordinance

Local laws restricting short-term rent-

als, sparked by the growth of companies
such as Airbnb, have affected residential
property owners nationwide. In Texas, the
120-member South Padre Island Board of
REALTORS®, with help from the REALTOR®
Party’'s Land Use Initiative, acted to overturn
several provisions of a local ordinance that
were unduly restrictive. With this single but
significant action, the association gained
new respect from the city, which now looks
to the organization as the voice of real estate
in the community.

Fun and Games RPAC

Investing in Scottsdale

In the last two years, the Scottsdale Area
Association of REALTORS® in Arizona has
raised $22,000 for RPAC with its Epic Water
Battle, launched by its Young Professionals
Network. RPAC investors can field teams of
five players for the all-out water-gun battle
for $250. Teams are given a custom link they
can share with fellow REALTORS® who can

contribute additional items needed for the
battle, including shields ($150 each), ammo
($30 each), extra guns ($40 each), and
more. It's a fun and original way to encour-
age RPAC investments.

In Atlanta, Chili and RPAC

Go Hand in Hand
Sometimes a great cup of chiliis just a great
cup of chili, but for the Atlanta Board of

Funding for Your VOTE-ACT-INVEST Activities

In November, the NAR Board of Directors
approved grants to several state and
local associations to support advocacy
activities. The Puerto Rico Association of
REALTORS® received $35,000 to help it
win repeal of a law imposing a sales tax on
real estate services, and the Texas Asso-
ciation of REALTORS® received $169,000
to help it win lower property taxes for
home owners.

* Issues Mobilization Grants, part
of NAR's Campaign Services, provide
financial assistance to state and local
REALTOR® associations to support effec-

NAR.REALTOR/RAE

tive advocacy campaigns on public policy
issues, such as taxes, ordinances, and reg-
ulations, that affect REALTOR® interests.
These grants may be used to fund your
Core Standards “Vote” or “Act” advocacy
activities. State and local REALTOR®
associations must complete and submit an
Issues Mobilization Grant Application.

* Smart Growth Grants provide
financial assistance to state and local
REALTOR® associations to participate in
early-stage land use policy and/or trans-
portation change efforts that foster devel-
opment aligned with NAR's smart growth

REALTORS® these past
four years, it has been
the means of attract-
ing increasing levels of
investmentin the
REALTORS® Political Ac-
tion Committee—and an
increasingly good time.
What began as a modest
event has exploded into a
rollicking sold-out party
each November with eager sponsors (includ-
ing a local brewery) and a waiting list to enter
the friendly competition, which featured 30
chiliteams and more than 360 hungry and
discriminating chili “judges.” By the end
of the evening, ABR had raised more than
$20,000 for RPAC—$5,000 beyond its goal.

This year could be a busy one for legisla-
tive and regulatory issues facing real estate
on alocal and state basis, giving you and
your members plenty of opportunities to get
involved. Stay on top of the current issues,
such as sales tax on services, rent control,
short-term rentals, property tax, and real es-
tate transfer taxes at the REALTOR® Action
Center.

Reporting by Tania Lee.

principles. A smart growth activity may
qualify as an “Act” activity if it includes
supporting or opposing a related piece of
legislation or regulations.

* RPAC Fundraising Grants for State
& Local Associations can help increase
RPAC receipts and participation by

applying for grants up to $5,000 annually

(subject to state law). Use this grant to help
fund special RPAC fundraising events and
activities. This program is limited to states
with election laws that do not ban the use
of corporate political contributions for use
in fundraising.
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need to know: international

Global Qutreach for
Any Size Association

How to find your market’s international appeal.

nternational real estate buyers and

investors enhance REALTOR® profitability,

boost markets, and expand the economy.
In Miami, for example, foreign investment
helped our market recover much faster and
stronger than anyone expected from the
2006 downturn. The top three countries
that invest in South Florida are Venezuela,
Argentina, and Brazil. Foreign sales account
for 24 percent of total unit sales and 39
percent of total dollar volume in our market.

AllREALTOR® associations, regardless of

size, market, and resources, can have suc-
cessful international programs. Our associa-
tion, the 45,000-member Miami Association
of REALTORS®, is currently the largest local
REALTOR® association in the nation, but our
CEO, Teresa King Kinney, launched our inter-
national council nearly 25 years ago when we
were 90 percent smaller. We have expanded
our efforts considerably over the years but
are still doing many of the things we did then,
including hosting events and international
education, conducting market research,
and offering tools and resources to mem-
bers and the media. Even though we have
about 2,000 members in the council, most

REALTORS® do international business on
some level. (There are more than 110 global

business councils at REALTOR® associations

nationwide.)

Power of Partnerships

Relationships are key to developing an inter-
national presence. Although mobile devices,
social media, and other technological ad-
vances enhance our connectivity and have
changed the dynamics of communication,
relationships remain crucial for all business
endeavors, particularly when it comes to
global business.

We have many valued partners through-
out the world whom we've met at interna-
tional conferences or were introduced to by
another partner or organization. Sometimes
members put us in touch with organizations
overseas, and sometimes foreign groups
and brokerages reach out to us. These
partnerships help us generate significant
business opportunities for our members.
For example, foreign buyers purchased

$6.2 billion worth of property in our market
from August 2015 to July 2016, up from
$6.1 billion the year before. Partnerships are

also a great way to build your association'’s
global reputation, which will further attract
prospective partners and opportunities.

Identifying New Markets

To find the best international partner mar-
kets, determine who is already interested or
buying in your area. Find out whether there
are any foreign companies or industries
doing business in your market. For example,
the BMW auto plant (the largest in the world)
located 20 miles from Greenville, N.C.,
announced a $1 billion expansion in 2016
that will likely boost area property sales to
German nationals.

In Miami, we track direct flights and
tourist activity because they are great indi-
cators of future interest in our market. This
information is typically available from your
airport(s), convention and visitors bureaus,
or similar entities. In the Chicago area,
REALTOR® associations have designated
members to be real estate liaisons to foreign
consulate offices.

A few years ago, we added mandatory
MLS fields to include buyer country, state,
and postal code of origin. We are now
working to develop data reports and tools
to provide to our members and the media.
Such information will help us gain additional
insight into international buying activity in
our market.

The National Association of REALTORS®
offers national, state, and local research on
its website nar.realtor, that provides deep
insight on international trends, top markets,
and buyer characteristics.

International Conferences,

Expos, and Trade Missions
Participating in international events is an-
other great way to establish partnerships and
open new markets. Although this may seem
costly, there are ways to offset the expense.
At the Miami Association of REALTORS®,
we've developed a list of economic develop-
ment agencies and other entities to share

NAR.REALTOR/RAE



costs. We also secure sponsors, barter,

or use other creative ideas to offset the
expense. For example, association mem-
bers pay $499 for shared time (about three
hours) in our trade-show booth.

We attend different international events
every year, depending on which markets we
are targeting. In 2016, we attended MPIM in
France, AREAA Summit in China, Inmocio-
nate in Spain, NAR-India, IX Salon Inmobi-
liario in Colombia, Cityscape Dubai, Salon
Immobilier in France, and Congress/Expo in
El Salvador.

You can host your own international
event or inbound trade missions as a less
expensive option. In 2016, we hosted a CRS
Spain trade mission, a group from Austria
and other international delegations at our
congress in November.

Global Education
Offering the NAR Certified International
Property Specialist (CIPS) and other
international education is a great way to
help members realize the importance of
expanding globally and to draw attention to
your members and market. We will hold five
CIPS classes in 2017; last year, we hosted
two full CIPS institutes. We have 392 CIPS
designees, including five staff executives.
We also host other internationally focused
member education events, including classes
on immigration and visa programs, interna-
tional business etiquette, and programs on
referral business and how to do business in
various markets.

Presenting courses on doing business

NAR.REALTOR/RAE

in the United States for foreign partners

or at events abroad is another way to gain
international presence and exposure. We've
presented in many foreign markets, includ-
ing Argentina, Brazil, France, Germany, India,
and the UAE. Many foreign organizations
are interested in how business is done in the
United States so they can elevate profes-
sionalism in their markets. This is especially
true in countries without licensing require-
ments. This type of collaboration strength-
ens relationships and helps promote
markets in the United States and abroad.

Tools and Resources

Associations can easily create tools and
resources that not only help members but
also help promote the association and the
market:

» Co-branded international marketing ma-
terials (miamire.com/cobrand). We create
international marketing materials for mem-
bers to personalize and co-brand with their
logos and information. Materials include
fliers showing our international connections
and syndication of listings, top 20 reasons to
buy, fliers on schools and communities, and
international brochures with market infor-
mation and resources for foreign buyers that
the association distributes at international
expos and events.

* Foreign Investors Guide. This guide is a
compilation of articles, included in eight
languages, by attorneys on immigration and
visas, forms of ownership, financing, starting
a business in the United States, and other
information of interest to foreign buyers. We

In 2016, Latin
Americans, Europeans,
and Canadians—who
tend to buy in warm
climates for vacation
purposes—mostly
sought properties in
Florida and Arizona.
California and New York
drew the most Asian
buyers, while Texas
mostly saw sales activity
from Latin American,
Caribbean, and Asian
buyers.

are working to put this guide online.

* ProxioPro. We provide our members at no
cost with this international marketing and
networking platform that offers automatic
translations of all listings into 19 languages,
detailed profiles of offices and agents,

and one-click networking for international
referrals.

» Communication and media exposure.

As with most things in business today, com-
munication and the media can be extremely
powerful. Global business development

for REALTOR® associations is no different.
Whether it's releasing statistical information
to the news media, inviting foreign partners
to your events, or highlighting awards and
accomplishments, getting the word out will
draw more attention to your association and
generate further success.

Lynda Fernandez, CAE,
RCE, CIPS, is the senior
vice president of public
relations and international
at the Miami Association
of REALTORS®. Reach

her at 305-468-7040 or
lynda@miamire.com.
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need to know: core standards

Professional Development

for You and Your Leaders

How to fulfill the Core Standards AE professional development
requirements and the two new training requirements designed
to promote professionalism among leaders and members.

AE professional development

There are many opportunities to fulfill the
minimum six hours of annual professional
development for chief staff executives
required under the Core Standards. From
classes on new software or conflict resolu-
tion to seminars on marketing and media
relations, only you know the type of training
that will help you become the best AE you
can be.

Rarely do we spend time thinking about
what we're not good at. The professional de-
velopment requirement, however, presents
the opportunity to uncover and address
shortcomings. Does public speaking make
you uncomfortable? Are you technologically
unsavvy? Do you panic at the thought of
balancing a budget?

Community colleges and trade groups
such as the American Society of Association
Executives are great places to find general
training.

Of course, the Core Standard on AE

professional development is intended to
promote education specific to managing
a REALTOR® association, such as the ses-
sions you'll find at the AE Institute (six hours
of credit), the NAR Leadership Summit
(three hours of credit), and the NAR New AE
Orientation (six hours of credit). Yet strive
to complement this type of training with
more personalized opportunities unique to
your location, years on the job, goals of your
association, or personal interests.
Remember, your state association, not
NAR, determines what will qualify as pro-
fessional development, so check with it first
before taking on new professional develop-
ment challenges.

New: Volunteer AE

professional development
Professional development for volunteers
who fulfill the AE function is a new addition
to the Core Standards effective with the
current cycle. Some small associations with

Association executives atthe 2016 AE Institute in San Antono, Texas. ™
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no paid staff have volunteer leaders who
fulfill basic administrative duties (the tasks
that are ordinarily done by paid staff). Those
volunteer leaders also must complete six
hours of professional development.

New: Elected leadership
professional development

Starting with the current 2017 Core
Standards cycle, you must be able to
document that you provided leadership
development education or training for your
elected leaders (at minimum the president
and president-elect). If you do not directly
provide the training, at a leadership retreat
for example, you can promote or provide
access to training, such as encouraging
your leaders to take advantage of leader-
ship training at the Leadership Summit.
You're not required to fund the education
but you should ensure that free options,
such as the REALTOR® Leadership Pro-
gram online Leadership 100 course offered




Remember, your state association,
not NAR, determines what

will qualify as professional
development, so check with it first
before taking on new professional
development challenges.

by NAR's Center for REALTOR® Development (2 hours of credit)
are promoted to your elected leaders.

This Core Standard does not require leaders to take advantage
of opportunities you make available (although the hope is many
will), and associations will not lose their charters because their
president didn't choose to enhance her or his leadership skills.

New: Member professional development

You must offer, promote, or provide at least one professional de-
velopment opportunity for your general membership during each
compliance cycle (no minimum hours required). Professional de-
velopment includes training and other methods to help members
develop or enhance real estate—related skills. This Core Standard
doesn't require you to actually conduct or sponsor classroom
training. The requirement can be met by something as simple as
informing members via your website, email, or print publication
about classroom and online programs, tools, and resources
available from NAR, the state association, or other organizations
and providers. NAR offers a wide range of professional develop-
ment programs you can promote or offer to members, including
Code of Ethics training, certification courses, business specialties
courses, and events, such as the Broker Summit.

New: Safety education for members

You are now required to annually certify that your association

has conducted or promoted a REALTOR® safety activity. You may
conduct a safety activity, such as a self-defense seminar, partner
with a neighboring association on a safety event, or point mem-
bers to other sources of training on safety, such as the three-hour
online course “Real Estate Safety Matters: Safe Business = Smart
Business” at nar.realtor for $29.95. The course materials are
available free to associations to download and conduct the course
at their association. You are not required to offer free safety edu-
cation. Search for “association safety programs” at nar.realtor for
alist of how REALTOR® associations are promoting safety.

NAR.REALTOR/RAE

Professional development programs and courses
from NAR for staff & volunteer leadership

with suggested Core Standards credit hours

1 Association Executives Institute
(6 hours)

IREALTOR® Association
Management (RAM) Self-Study
Course (6 hours in year of
completion)

1 Advanced REALTOR® Association
Management (ARAM) Self-
Study Course (6 hours in year of
completion)

1 Professional Standards Self-
Study Course (6 hours in year of
completion)

IREALTORS® Excelling in
Association Leadership (REAL)
Self-Study Course (3 hoursin
year of completion)

INAR Leadership Summit
(3 hours)

IREALTORS® Leadership Program
(RLP) Leadership 100 (2 hours)

,200 & 300 (3 hours)

BREALTOR® association Certified
Executive (RCE) Designation
(6 hours in year the designation is
awarded)

INAR New AE Orientation
(6 hours)

1e-PRO Day 1 (6 hours) (Note: An
AE-specific course is offered at
AEI but staff can also take the
regular version.)

1e-PRO Day 2 (6 hours)

I RPR: Real Time Data, Market
Knowledge, Informed Customers
(3 hours)

1 At Home With Diversity
(6 hours)

INAR Attorney Seminar - (morning
session at the annual convention)
(3 hours)

INAR’s Professional Standards
Administrator Training at AE
Institute (6 hours)

INAR Professional Standards
Education Seminar (6 hours)

I NAR Mediation/Mediator Training
Seminar (6 hours)

IREALTOR® Party Immersion Day
Training (at AEI) (6 hours)

IREALTOR® Party Hub Training
(4 hours)

1 Commercial Membership By
Design (3 hours)

1 Discovering Commercial Real
Estate (3 hours)

1 CIPS Global Programs for
Associations

(Note: All state REALTOR®
associations are required to offer 6
hours of professional development
opportunities to their local AEs.)

REALTOR
UNIVERSITY

REALTOR® University
Graduate Certificate
Program in Real Estate
Association Management
Courses

I Real Estate Association
Management | — Leadership and
Governance (6 hours)

I Real Estate Association
Management Il — Association
Financial Management (6 hours)

1 Program Development and
Accountability in Real Estate
Associations (6 hours)

IIssues and Trends in Real Estate
(6 hours)

1 Real Estate Law (6 hours)

I Real Estate Finance and
Investments (6 hours)

WINTER 2017 REALTOR®AE




AE voices: profile

Shifting Focus From Politics to Policy

Michael Theo on the critical job of helping AEs to stir up the grassroots.

t's an opportune time for Michael Theo, about winning or losing elections; they're
RCE, CAE, CEO of the Wisconsin
REALTORS® Association, to be chair of the

AE Committee. Not only does he have more

than 30 years of REALTOR® organization

experience but his advocacy talents (honed

about winning or losing when the vote is
taken on our issues. We need to tell members
that regardless of how you voted, we have a
new Congress, a new president, and newly
elected state legislators, so now our focus is
by 25 years as association chief lobbyist) on where the rubber really meets the road,
also will be needed to lead AEs at this critical which is lawmaking and rule making.”
juncture in American politics. In Wisconsin, Theo's lobbying team is
“This is an exceptionally important time gearing up now for the next big battle in the
for AEs and their staffs to engage mem- state legislature over taxing and spending
bers, given the threats and opportunities that will test his association’s ability to ap-
that exist for tax and regulatory changes,” pear bipartisan.

says Theo. “The work AEs put into getting After years of successfully lobbying to

members engaged in advocacy—keeping cap property taxes, the Wisconsin

them engaged and informed, mobilizing REALTORS® Association finds itself in the
them when necessary, and building personal Theo has along track record of getting position of advocating for better schools and
relationships with lawmakers—has all been good bills passed in Wisconsin and killing roads, which could involve advocating for tax
for moments like this.” bad ones. Regardless of which party controls  shifts, from property taxes to other sources
The REALTOR® organization has for a the legislature, Wisconsin has had a steady of revenues. “These are difficult choices that
long time talked about the fragility of the success rate, but 2016 was its most success-  will test our legislative relations,” Theo says.
mortgage interest deduction and the reform  ful year, says Theo. Wisconsin REALTORS® Yet, the WRA's chances of success on this
of Freddie Mac and Fannie Mae, but Theo championed 49 policies that were passed in and other key issues are high given its strong
says, “l really believe those are going to a dozen different bills last year. relationship with lawmakers. The WRA has
come to fruition now.” As with many associations, Wisconsin's a long relationship with House Speaker Paul
So what can state—and especially local—  level of member engagement in RPAC in Ryan from Wisconsin, which may help with
associations do to ensure that advocacy is 2016 reached a record high. “We had a lot of key national issues as well. Likewise with
front and center, especially given the deep participation, the market was good, politics Congressman Sean Duffy, who is the new
political divides among members? and campaigns were high-profile every day, chairman of the subcommittee charged
Theo says the key is to stick to the issues.  and RPAC contributions went through the with Fannie and Freddie reform, and the new
“The intensity of the partisan divide puts roof,” says Theo. White House Chief of Staff Reince Priebus,
additional pressure on association staff to But can associations sustain high par- who Theo and the WRA have known for
emphasize the issues themselves and the ticipation rates in 2017, especially when decades.
impact on home owners and our members, many members are feeling victorious while “It's a good time to have an organization
as opposed to the political party that may others are in despair? that overtly says we're an advocacy organi-
support or oppose them. Although it is typical for member partic- zation first and foremost,” says Theo. “The
“Successful REALTOR® associations ipation to drop slightly in the year after an time has come for us to take this advocacy
make their case for an issue regardless election, the need for member action doesn't  out for a drive and see what we've built and
of who's in power. We're lucky in that our drop; it only shifts from politics to policy, says  hope that everything hits on all cylinders
issues, if positioned correctly, enable us to Theo. “All the political involvement, mem- because we have to be engaged like never
avoid today's hyperpartisanship.” bership mobilization, and lobbying aren’t before.”
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® Current Listings
@ Current CLS Clients

Welcome to Kentucky's Commercial
Information Exchange

#1 Commercial Listing Service for REALTOR® Associations

Locally-branded Commercial Information Exchange (CIE) or Commercial MLS (CMLS) controlled by your association
Serves the unigue needs of commercial members

Built-in syndication that maximizes your member’s exposure, including via RPR Commercial

Easy to manage with existing resources

Positions your Association as the voice for commercial real estate in your community

Local-national scope connecting real estate professionals nationwide through Catylist’s expansive network

Welcoming our newest supporters (for a full list, visit catylist.com/cie):

Baldwin County Association of REALTORS® Mobile Area Association of REALTORS®

Bay County Association of REALTORS® Navarre Area Board of REALTORS®

Charleston Trident Association of REALTORS® North Central Jersey Association of REALTORS®
Greensboro Regional REALTORS® Association Royal Palm Coast REALTOR® Association
Greater Fort Worth Association of REALTORS® Wilmington Regional Association of REALTORS®
High Point Regional Association of REALTORS® Winston Salem Regional Association of REALTORS®

For more information, please contact Richard Maxson:richard@catylist.com




You have new showings 5 2 3 Showing has ended
at 123 Second St

You have showing feedback

Proud sponsor of the 2017 Icebreaker Reception
at the AE Institute in Denver, CO

Opening doors is
just the beginning

. ® ® -ti
800-547-0252 With 'Fhe Supra system, the eKEY and.XpressKEY send real-time
showing notices when a showing begins and has ended. Your
members can be informed about what is happening at their listings
at all times.

www.supraekey.com
facebook.com/SupraRealEstate

Real-time showing alerts enable agents to monitor activity at their
listings, answer questions quickly, and keep home sellers informed.
Supra’s real-time data means more opportunities for your members.

Su pl a Supra attempts to provide data and information as near to real-time as possible. There is no expressed or implied guarantee

that the data and/or information is accurate or timely or fit for any particular purpose. © 2016 United Technologies Corporation.

% United Technologies All rights reserved. All trademarks are the property of their respective owners.



