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BUYER AND SELLER 
REPRESENTATION WITH  
INDUSTRY TRENDS
Welcome to this four-hour course called Buyer and Seller 
Representation with Industry Trends. In this continuing 
education course, we’ll examine buyer and seller needs, 
where our buyers and sellers come to us per the National 
Association of REALTORS surveys, and talk about their 
buyer and seller counseling sessions. We’ll also examine 
technology and current industry trends which impact 
the real estate industry. As technology and new business 
strategies emerge, it is important for a licensee to be on 
the cutting edge. Real estate professionals will be able to 
identify social media platforms and understand the uses 
for them in the realm of advertising. Online advertising 
helps licensees to promote their business as well as their 
value and services to their clients. The public benefits 
when licensed professionals are advertising and using 
social media properly. The availability of information 
and misinformation can create a confusing environment 
for consumers. Licensees must also use these tools in a 
manner that is ethical and follows advertising regulations.

I’m Jonathan Coles, a broker and real estate instructor. 
I’m licensed in multiple states and have many years of 
experience. You’ll have some of my personal stories 
throughout the course. When you see the “I” or “me,” 
that’s one of my stories or my experiences in the wild 
world of real estate. Let me be your guide as we talk 
about buyers, sellers, advertising, and industry trends! 
So, let’s dig in!

UNDERSTANDING BUYERS  
AND THEIR BEHAVIORS
Before we can counsel our buyers on their first home or 
seventh home, we need to understand buyers and how/
why they behave certain ways. We’re going to examine 
the buyer’s generational demographics, where they look 
for homes, and what buyers want from their agents. We’re 
also going to discuss the buyer interview and the process 
when buyers want to make an offer.

You may remember or have heard of Maslow’s hierarchy 
(pyramid) of needs. It is a pyramid with the base being 
psychological needs. These include air, heat, clothing, 
food, light, water, shelter, sleep, and other basic needs. 
The stage above psychological needs are safety. These 
include health and security such as personal, emotional, 
and financial. The level above that is love and belonging. 
These include family, friendship, relationships, trust, and 
acceptance. The next level is esteem needs. The top level 
is self-actualization. This is achieving one’s full potential 

which includes creativity and partner/marriage, and 
pursuing goals. As you move up the pyramid, the person 
is fulfilled and ending in self-actualization.

Self-actualization

Esteem

Love and Belonging

Safety Needs

Physiological Needs

desire to become the most that one can be

respect, self-esteem, status, recognition, strength, freedom

friendship, intimacy, family, sense of connection

personal security, employment, resources, health, property

air, water, food, shelter, sleep, clothing, reproduction

Self-actualization

Esteem

Love and Belonging

Safety Needs

Physiological Needs

desire to become the most that one can be

respect, self-esteem, status, recognition, strength, freedom

friendship, intimacy, family, sense of connection

personal security, employment, resources, health, property

air, water, food, shelter, sleep, clothing, reproduction

You’re probably wondering — why are we discussing 
Maslow’s hierarchy of needs? We need to understand the 
basic needs of a buyer before we can help to guide them 
into a home purchase. Remember, the first basic need is 
food, shelter, and sleep. This is where we come in. We 
help to provide this basic need.

The psychologist Frederick Herzberg came up with the 
Motivation-Hygiene Theory. This states that satisfaction 
and dissatisfaction evolve from different needs. To branch 
off of Maslow’s hierarchy, all of the needs go hand in 
hand. Physiological and psychological needs go together.

“WAYS OF LIFE SYSTEM”
Stanford University’s Research Institute did a study on 
how people identify. The four categories that they fit 
into are belongers, achievers, societally conscious, and 
emulators. We’re going to break down each of these 
categories and where you are likely to find these people.

Belongers
This is the largest group of people that you will find in 
the study. Thirty five percent of people in the US have the 
need to belong. Sixty five percent of the people from this 
group are from the Midwest and most of them are your 
blue-collar workers. Some examples of blue-collar jobs 
are drivers, repair managers, police officers, electricians, 
investigators, mechanics, plumbers, fitters, construction 
managers, conductors, boilermakers, and contractors. 
As a group, these are the individuals that have “good, 
old-fashioned values,” traditional, conservative, 
hardworking, love of family, and love of America. Their 
number one satisfaction is to belong to a group. They 
are dissatisfied by standing out and breaking up of the 
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family. If you think of any movie set in the 1940s and 
1950s of a family around a table, this is the definition of 
a belonger.

Achievers
This is the second group in the Life System. Twenty 
two percent of people are in the achiever category. Fifty 
percent of these people live in the suburbs. Eighty five 
percent of these people own their own home, and twenty 
two percent of these people are self-employed. You can 
consider yourself in real estate as an achiever as being 
self-employed. These are the people that are considered 
to have “made it financially” and is the stereotype of 
“success.” This group is satisfied by being unique and 
dissatisfied by being one of the pack. Achievers want to 
be the best! While we’re on this topic, you’ll see plenty of 
agents posting on social media that they are the best and 
posting how many homes they have sold, etc. According 
to national speaker, Leigh Brown, this is one of the 
Deadly Sins of Sales. Before you post about how many 
homes you sold, post about lives changed.

Societally Conscious
This group is about nine percent of the population. The 
average age of these people are forty years old. They are 
part of the system in order to create change. This can be 
change in politics, their workplace, or social groups, etc. 
They are usually ambitious, hardworking, competitive, 
and ostentatious. They usually have all of the newest 
and greatest gadgets and “toys” and are the most highly 
educated group of the population. Their number one 
satisfier is to behave intelligently. They want to be the 
best and the smartest. They are dissatisfied by being 
made to feel foolish or manipulated.

Emulators
The final group in Stanford’s study are the emulators. 
This is about nine percent of the population. These are the 
people that are between seventeen and thirty-five years 
old. These are the ones that haven’t made it yet. Just like the 
Societally Conscious, they are ambitious, hardworking, 
competitive, and ostentatious. They are satisfied by the 
appearance of confidence and success and are dissatisfied 
by the lack of confidence. Most new, young agents are 
extremely worried that they haven’t sold a house, have no 
sales history, or know nothing. All of this comes from the 
lack of confidence. With time and practice, most of these 
agents gain the confidence to become mega agents.

SUMMARY
Understanding where your buyers are coming from is 
important. You’ll have to determine which category or 
categories of the Ways of Life groups that your clients 
fall into. One quick example of this is how’d you 
communicate with that client. Think of a property that 
needs work (carpeting, bathroom updates/remodel, new 
kitchen, etc.). A belonger probably wouldn’t be concerned 
with updating this house. They are used to hard work 
and want to enjoy the home probably with their family 
or extended family. An emulator probably wouldn’t want 
to do the work to update it. More than likely, they’d be 
willing to pay extra to have all that work done before 
they move on. Remember that not all of these groups are 
absolutes. There could be someone in their 30s that is a 
belonger.

REVIEW QUESTIONS:
1.   This psychologist studied a hierarchy of 

needs:
A.  Herzberg
B.  Mazlov
C.  Maslow
D.  Umberberg

2.  In Stanford’s research, they divided the 
people up into how many categories?
A.  2
B.  3
C.  4
D.  6

3.   This group in Stanford’s research is the 
largest group of people:
A.  Achievers
B.  Belongers
C.  Societally conscious
D.  Emulators
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GENERATIONAL DEMOGRAPHICS
Depending upon when a buyer was born, they can fall 
into different demographic groups. Most of us have filled 
out surveys online where they ask our age or the year 
we were born. The older you get, the more you have to 
scroll back or up (depending on the survey)! In a 2021 
article by Insider Intelligence, they break down the 
different generations. These are Baby Boomers, Gen 
X, Millennials, and Gen Z. Baby Boomers were born 
between 1946 and 1964. Gen X were born between 1965 
and 1980. Millennials were born between 1981 and 1996. 
Gen Z were born between 1997 and 2012. There are 
some surveys and research studies that include another 
demographic- the veterans. They were born between 
1922 and 1945. I have a great aunt that just turned 100! 
She’s a veteran.

Let’s talk about how we’d interact with these groups of 
people.

Veterans
These people are generally logical and like to follow 
a system. We want them to feel comfortable asking 
questions and giving them all of the information that 
they need in order to make a decision. For most Veteran 
clients, we need to give them information in small 
chunks so they can discuss it with their trusted advisors. 
If you have ever dealt with someone in this group, you’ll 
remember that they usually have their kids or grandkids 
there to help them with a decision. I’ve had older clients 
that are reluctant to sign a buyer agency contract or 
listing contract without knowing exactly how I’m going 
to represent them or how I’m going to market their 
property. Remember that with these clients, you’ll need 
to take it slow and frequently check in with them.

Baby Boomers
This is the largest group of the population. They tend to be 
impulsive and less patient. I can tell you for a fact that my 
mother is a baby boomer and follows this trend. When my 
parents were remodeling their kitchen, my mother found 
the granite that she wanted and you couldn’t talk her out 
of it. These clients want to feel like they are managing 
the entire buyer or seller process. My mother was very 
involved in the remodeling of their kitchen. If you want 
to jump into the Baby Boomer market, look at the top 
markets where boomers are relocating and connect with 
agents there as referral partners. You may also want 
to look into the National Association of REALTORS 
designation, Senior Real Estate Specialist (SRES).

Gen X
As we learned from the last section of the course about 
Stanford’s study, we know that the Gen X-ers are well 
educated and well educated about real estate. They 
tend to be less formal and not afraid of expressing their 
opinions. They like to feel that they have made their own 
decisions. They are a technology savvy group and want to 
receive information quickly. They like short, sweet, and 
to the point, as well as enjoying the process of discovery. 
When working with these types of buyers, agents need 
to provide speedy services. If you make a Gen X-er wait 
too long, they will move on to another agent or source 
for the answer. They like to see the pros and cons of a 
home or property. Providing them paper and time to 
think is always helpful. As they are making their list, 
they probably will use bullet points and create specific 
plans for what they want done as far as renovations.

Millennials and Gen Z
These are the groups of people that are buying their 
first homes or sometimes second homes. I put these 
two together because depending on what studies you 
look at, they are very similar. They are mostly alike for 
real estate purposes. Most of these “kids” grew up with 
technology in their homes. They had things at home 
like video games (Atari, Nintendo systems), handheld 
video games, the first in home family computer, along 
with the dawn of the internet (although dial up, it was 
still internet), cell phones, and personal computers. Most 
of these buyers want to see technology in homes. They 
want outlets to have USB and other ports, they want the 
surround sound stereos, and smart thermostats. They are 
looking for convenience and want to be connected. There 
was a news story in the Fall of 2022 where a Millennial/
Gen Z man had a smart home in New York City. He could 
control his entire home from his phone. This included 
turning on the oven, starting his all-in-one washer and 
dryer, and having his floors vacuumed! He even had the 
capability from his home that whatever he was watching 
on television moved from room to room with him as he 
went into the next room.

Most of these buyers want to know what your value is 
as an agent. They want to know if you donate or are 
part of a corporate responsibility program. If you do, 
advertise this on your website or marketing materials. I 
know an agent that for every sale, fifteen percent of her 
commission goes to an animal charity.

This group is also thinking green. They are looking for 
sustainable products. Look for the green features of a home 
such as construction materials or solar panels. Remember, 
they are the generation that lived through 9/11, the Great 
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Recession, and Covid. With the changes they have had in 
their lives, they are looking for move in ready homes and 
the “new normal” of working from home.

SUMMARY
To summarize all of the different generational 
demographics, you should be there to deliver a 
seamless experience for all of your clients. No matter 
if it is an older seller that is selling a home that they 
have lived in for sixty or more years to the first-time 
home buyer. They all want the hands-on service and 
advisor for their largest investment.

REVIEW QUESTIONS:
4.   According to generation demographics, 

these people are logical and like to follow a 
system:
A.  Veterans
B.  Baby Boomers
C.  Gen X
D.  Millennials/Gen Z

5.   This generation is the largest group in the 
population:
A.  Veterans
B.  Baby Boomers
C.  Gen X
D.  Millennials/Gen Z

WHERE DO BUYERS LOOK  
FOR HOMES?
To get a lot of this information, we’re going to look to 
the 2022 Profile of Home Buyers and Sellers from the 
National Association of REALTORS. Every year, this 
publication is put out by the National Association of 
REALTORS to look at trends of buyers and sellers who 
have recently completed a transaction. It is published so 
that the real estate professionals can gain insight into 
the detailed buying and selling behavior of not only our 
clients, but people across the country.

Let’s examine the first step that buyers have taken during 
the home buying process for both first time and repeat 
buyers:

a.  Forty seven percent of all home buyers have said 
that they looked online for properties for sale! 
Thirty one percent of first-time buyers said they 
looked online as compared to 52% of repeat buyers. 
It shouldn’t be too surprising that buyers went online 
to look at homes. As we know, it is easy with all of 
the different apps and websites that you see on TV 
and across the internet.

b.  The second closest answer was to contact a real 
estate agent. Eighteen percent of all buyers answered 
that their first step in the home buying process was 
to contact an agent. Only fifteen percent of first-
time buyers contacted an agent directly as well as 
nineteen percent of repeat buyers.

c.  Other responses that buyers have selected are 
contacted a bank or mortgage lender, looked online 
for information about the home buying process, 
talked with a friend or relative about the home buying 
process, drove-by homes/neighborhoods, contacted 
a home seller directly, looked up information about 
different neighborhoods or areas (schools, local 
lifestyle/nightlife, parks, public transportation), 
visited open houses, contacted builder/visited 
builder models, attended a home buying seminar, 
looked in magazines or newspapers etc., and read 
books or guides about the home buying process. All 
of these are single digit percentages, as compared to 
online searching!

Overwhelmingly, all buyers either looked online for 
homes or contacted an agent directly. Now, I know what 
you’re thinking - that must be “young” buyers, right? 
Nope! Not necessarily! According to the 2022 Profile of 
Home Buyers and Sellers from the National Association 
of REALTORS:

a.  If we categorize buyers by age and examine their 
first steps in the home buying process, 52% of buyers 
aged 65 or older looked online for properties for 
sale, as compared to only 27% of home buyers aged 
18 to 24. Along the same lines, only 37% of home 
buyers aged 25 to 44 looked online for properties 
as their first step. Among home buyers aged 45 and 
older, over half of them chose to look online first for 
properties for sale.

b.  The second most popular first step in the home 
buying process is to contact a real estate agent. 
Buyers aged 18 – 44 were most likely to choose to 
contact a real estate agent as the first step taken 
during the home buying process (41%). Yet only 31% 
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of home buyers aged 45 and older would contact a 
real estate agent as their first step in the process.

These statistics indicate that while older buyers are more 
apt to search online as their first step in buying a home, 
younger buyers are most likely to seek assistance from 
an agent first when buying a home.

If I were an agent looking to find buyers, I’d advertise 
online!

Let’s talk about online exploration and look at the 
information sources used in the home search process. 
We’re going to focus on first time buyers and repeat 
buyers.

a.  Overall, most buyers (86%) said that they worked 
with a real estate agent to get information! Their agent 
was their main “go to” for information. But let’s look 
a little closer at our statistics to see what they tell us.

b.  Eighty-three percent of first-time buyers were 
among this group and repeat buyers were a larger 
portion of this group, at eighty-seven percent! So, 
a large majority of buyers search for a real estate 
agent. Remember - your job is to be a trusted 
guide and information source for your clients.

c.  The second most popular information source was 
the use of a mobile or tablet search device, which 
73% of home buyers used while searching. A vast 
majority of first-time buyers (79%) utilized this 
resource. Seventy-one percent of repeat buyers 
used a mobile or tablet search device. Other 
notable information sources were online video 
sites, yard signs, open houses, print newspaper 
advertisements, home builders, home book or 
magazine, billboard, relocation company, and 
television.

Most home buyers had an average home search length 
of ten weeks in 2022. This is up from 2020 and 2021 at 
eight weeks. Most buyers viewed five homes in person 
and the number of homes viewed online only were four 
homes. So, what is this telling us? This is telling us 
that in 2022, buyers were being a bit pickier and again, 
looked online at homes.

Information that buyers found valuable from websites 
are photos, detailed information about the property for 
sale, floor plans, real estate agent contact information, 
virtual tours, detailed information about recently sold 
properties, neighborhood information, pending sales/
contract status, interactive maps, information about 
upcoming open houses, and videos.

SUMMARY
To summarize this section, you can see that buyers 
depend heavily upon the internet for information about 
properties. They are searching mainly for photos, 
detailed information, and floor plans. These are the top 
three things that buyers are looking for when they are 
looking for homes. Today’s buyers are informed and like 
to be in control. It is important to market to new buyers 
on the internet.

REVIEW QUESTION:
6.  According to the 2022 Survey of Home 

Buyers and Sellers, buyers went here first 
when searching for a home:
A.  REALTOR
B.  Internet
C.  Friend
D.  Family member

WHAT DO BUYERS  
WANT FROM US?
In the National Association of REALTORS Profile of 
Home Buyers and Sellers, one of the questions is “What 
do buyers want most from real estate agents?” Forty 
nine percent of the respondents said that they want help 
to find the right home to purchase! Thirteen percent of 
buyers desire help negotiating terms of sale, while eleven 
percent seek help with price negotiations. Most agents 
think that buyers need help with paperwork, yet only ten 
percent of the respondents indicated this on the survey. 
Survey responses also suggested that buyers require 
help finding and arranging financing, determining what 
comparable homes are selling for, determining how much 
a buyer can afford, helping teach the buyer more about 
the neighborhood or area, and helping find renters for 
buyer’s property. Next time you’re sitting with a buyer, 
remember that more than likely, they want a broad level 
of help finding the right home to purchase.
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BUYER LEAD GENERATION

The term “lead generation” may cause you to have 
shortness of breath or break out in hives. RELAX! It 
is actually simple! Lead gen (or lead generation) is the 
act of producing leads in order for you to service them. 
Think of a bird searching for worms. The bird doesn’t 
just fly and scoop up a worm. It has to scratch the ground 
in order to find the worms. You are the bird and the worm 
is the lead! Lead gen can come in active or passive forms. 
Active lead gen can also be called “prospecting”. Some 
examples of active lead gen are making phone calls, your 
sphere of influence, past clients, past work associates in 
your previous life, circle prospecting around just listed 
or just sold properties, for sale by owners, and expired 
listings. Be careful and double check with your broker 
on the different MLS statuses and whether or not you 
can contact expired listings. In most states when a listing 
is expired, it is fair game for other agents. Some other 
methods of lead generation include door knocking, 
marketing and hosting open houses, networking with 
other organizations or activities that you’re involved in, 
and hosting neighborhood events. Just ask the question - 
who do you know that is looking to buy, sell, or invest in 
real estate?

Let me tell you a quick story about a friend, we’ll call her 
Emily. She is always looking to build her network and 
database. One day, she needs to run to the pharmacy to 
pick up a prescription between showing appointments. 
She goes into the pharmacy and gives her information to 
the receptionist and the receptionist asks if she has any 
questions for the pharmacist. Emily says no and starts 
walking out of the store. As she is walking out of the 
store, she turns around and goes back to the pharmacy 
receptionist and says, “Yes, I do have a question for the 
pharmacist.” So, the pharmacist comes out and Emily says 
“Hi, I’m Emily with ABC Realty. I was just wondering, 
who do you know that is looking to buy, sell, or invest 
in real estate?” The pharmacist is quiet, thinks for a few 
seconds, and replies. The pharmacist says, “Well, my 
husband and I were just thinking of potentially selling 

our place and getting something a little bigger.” Here 
is the key– get the potential client’s information! Emily 
says, “Great! I can help you! What’s a good number  
to contact you and are you free on                 (pick a day)  
at               (pick a time) so we can sit down for a 
consultation?” The pharmacist agrees to the consultation. 
In just a few short months, Emily sold the pharmacist’s 
house and help them buy a new one. Fast forward six 
years and Emily sold the pharmacist’s new house, found 
them another new one, helped them buy an investment 
property, helped the pharmacist’s brother purchase a 
home, and then sold the pharmacist’s mother’s home! 
Count it! That’s seven properties over six years from just 
one question – “Who do you know that is looking to buy, 
sell, or invest in real estate?”

There is also passive lead generation. This is where you’re 
not getting in front of someone. Examples of passive lead 
generation are sending out letters or post cards, putting 
up door hangers (like the restaurant menus that you get 
on your door), pop-bys, social media posts, and mass 
texts or emails. This can also be called marketing.

Then you have activities that are a combination of both 
such as farming a neighborhood, hosting events (open 
houses, seminars, contests), networking events, and leads 
that are purchased from online sources or advertising 
networks.

Lead generation is simple. Don’t confuse the effort with 
enjoying it. I have a friend that says “I’m going to make 
phone calls until I get twenty “nos.” He keeps calling 
his database until twenty people say no, then he’s done 
for the day. Lead gen can be time consuming. It is not a 
matter of having time, it is about making time to lead gen. 
Some people say “well, all of my leads are bad.” That’s 
not necessarily true, they are just not all equal. There 
are some that are ready to go today and other leads that 
need nurturing. Some people think that you need tons 
of money and a fancy website to generate leads. That’s 
simply not true! I’ve coached agents that have become 
successful by just calling their sphere and farming their 
neighborhood. Everyone you know should know that 
you’re in real estate and you need to constantly remind 
them that you are in real estate.

I hope this section on lead generation didn’t bring 
shortness of breath or hives! Let’s move on to the buyer 
consultation. You’ve gotten your lead to say yes and now 
it’s time to get to advise them! Make sure you set the 
appointment just like Emily did above. Try saying this: 
“I’d love to help you buy your next home. I’d love to set 
an appointment to meet with you and help to start the 
process to find your perfect home. Are you available  
at                time on             day or              day?” I suggest 
that you give them specific times for the appointment. 
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This puts you in control. If you say “I’m free any day” or 
“I’m flexible”, they will suggest the most inconvenient 
time in your schedule. I tell you this from experience!

REVIEW QUESTION:
7.   Lead generation can be active or  

      :
A.  Modal
B.  Alodial
C.  Passive
D.  Aggressive

THE BUYER CONSULTATION
Step One
Congrats! The buyer has agreed to sit down with you 
and have a consultation. This is the first actual step of 
working with a buyer. The purpose of the buyer consult 
is to help YOU to figure out their needs, help THEM 
to figure out their needs, and get the buyer agency 
agreement signed. Your broker will want you to have a 
buyer agency contract signed and in the file for the client. 
We’ll talk a little more about this later.

So, you’re sitting in a room (or zoom) with your client. 
You’re thinking, what do I ask them? Every agent is 
different. I have what is called a Buyer Lead Sheet. 
You can search “buyer lead sheet” on the internet and 
everyone has a different one. They all ask the same or 
similar questions of the client. The buyer lead sheet that I 
use is broken into two main sections. The top of the page 
has the date and what the lead source was that prompted 
the call. Was it on one of my listings? Was it on another 
agent’s listing? I want to know where the buy came from.

The first section is the buyer’s contact information. This 
includes name, email, street address, home or mobile 
numbers, children’s name (if applicable), and the best 
ways and times to get in touch with them. This is very 
important. If I have a client that only responds to texts, 
I’m not going to call them or email them as a main 
contact. All of this is basic information that is great to 
have for the buyer’s file and that you may need for the 
buyer agency contract.

The second part of my buyer lead sheet is the 
prequalification questions. For ease of reading, I’ve 
listed the questions below and the rationale behind them.

1.  Has an agent taken you out and shown you 
properties?

  (Yes / No), If yes, did you sign a buyer agency 
contract with them? (Yes / No) Rationale: it is 
important to ask this question. You do not want to 
step on another agent’s buyer. This goes back to the 
National Association of REALTORS Code of Ethics 
Article sixteen. It states “REALTORS® shall not 
engage in any practice or take any action inconsistent 
with exclusive representation or exclusive 
brokerage relationship agreements that other 
REALTORS® have with clients. (Amended 1/04)”

2.  Is there anybody else buying the home with you?
  Who are the decision makers? Rationale: It is 

important to know who is buying the home. If it is a 
single person, you should be fine, right? Not always! 
Sometimes a “child” will be buying a home, but the 
parents will have a say because they are gifting 
some or all of the funds for the purchase. There are 
situations where a husband and wife are buying a 
home, but you have only been dealing with the wife 
while the husband has other ideas on the purchase. 
So again, you can see why it is important to have 
both decision makers in the consultation.

3. Who will be living in the home?
  Rationale: It is important to know this because we 

can sometimes jump to conclusions. Will there be 
children or older parents? This helps lead to the 
questions of how many beds or baths will you need? 
Do you need a main floor bedroom suite? What 
is important to you in a home such as lower-level 
recreation room? Home gym? Garage spaces? Do 
you want a back yard and how big of a yard or lot? 
You may think this is a silly question to ask. If you 
say back yard to someone living in Washington DC, 
it is a patch of grass about ten by ten. If you say back 
yard to someone living in a subdivision, it could be 
a half-acre or a quarter acre. If you talk to someone 
in a rural area, it could be a minimum of five acres! 
So sometimes, it is important to ask more questions.

4.  How long have you been looking for a home?
  Rationale: it is important to know if they have been 

looking for two weeks or six months. We need to 
know if they have seen a lot of homes or just a few 
which leads to their knowledge of the market.  
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5. Why are you moving?

  Rationale: This is one of the most important 
questions. They could be moving for a job transfer. 
They could be upsizing or downsizing. It could 
be a first-time home buyer that is tired of renting. 
This will eventually lead to their time frame. 
They may need to move quickly while others 
will have time to make the purchase. I once had 
a buyer moving from Colorado to Virginia in a 
matter of four weeks. Thank goodness that the 
company that they worked for had temporary 
housing for them. There were very few homes in 
the area that they wanted to be in for their jobs.

6. Are you renting or do you own?
  (Yes / No) Rationale: This is a multi-step question 

and can be handled differently in each situation. I’m 
going to break down each for you. If you’re working 
with a renter that is going to purchase, you’ll want to 
ask when their lease is up. You’ll also want to ask this 
question- “if you find the perfect home and want to 
purchase it, are you willing to break your lease and 
what are the penalties?” This varies by state and lease.

  If you’re working with a current homeowner, it is 
important to ask this follow up question: “Do you 
need to sell your current home before you buy 
your next home?” This will lead to more questions 
such as “do you have a listing agent for your current 
home” or (if no) “When is a good time that we can 
get together that I can give you a comparative market 
analysis (CMA) on your home?” Remember, a 
Comparative Market Analysis is NOT an appraisal. 
We’re not going to dive into the depths of appraisal 
practice in this course. You need to have a note on 
the Comparative Market Analysis that this is not 
an appraisal and should not be considered as one.

7.  Are you going to be paying cash or will you be 
getting a mortgage for the purchase of your 
home?

  Rationale: We need to know what finances that 
we are working with on the buyer side. If they 
are a cash buyer, that will make most transactions 
easier because we’re not working with a lender. 
Most sellers will prefer this also! It creates a more 
attractive offer to the seller. If the buyer is getting a 
mortgage, we’re going to have some more follow up 
questions such as “Are you currently working with 
a lender or do you need some recommendations?” 
Other questions include, “How much are you 
approved for? What is your down payment? Do you 
have the funds available for the down payment?”

8.  What price are you comfortable with?
  Rationale: We want to know their price range for 

purchasing and if they have one set? Sometimes, 
this question is delayed if they haven’t talked to a 
lender. Most buyers will have an idea of what price 
range they are looking in. The question is--- Are 
they qualified in that price range? I suggest using 
the information from question three (Beds? Baths? 
Area or location? Distance to work? Etc.) in order to 
show them what is available in the area.

9.  On a scale of 1-10, with 10 meaning you must buy 
a home as quickly as possible, and 1 meaning you 
are not sure if you’ll really buy anything, how 
would you rate yourself?

  Rationale: We want to see how serious the buyer is. 
We want to know if they need to move and want to 
buy or if they are just testing the waters to see what 
is out there. We’re taking the buyer’s seriousness 
temperature.

10.  When do you need to be in your new home?
  Rationale: The buyer’s time frame is important; this 

will sometimes dictate to us what kinds of properties 
they are looking at. If it is a short time frame, we 
may want to focus on vacant homes. If they have 
time to move, then it’s usually a little easier and 
the buyers can be a bit pickier on the home they are 
looking to purchase.



12      |  Buyer and Seller Representation with Industry Trends IN REAL ESTATE

REVIEW QUESTION:
8.  During a buyer consultation, it is important 

to:
A.  Identify the buyer’s needs and wants
B.  Get them to sign a Buyer Agency Contract
C.  Determine who the buyer is and if there 

are any other decision makers
D.  All of the above

Step Two
The next thing that you want to do is review the 
buying process. For experienced buyers, they have 
done this before. For new buyers, this can be extremely 
overwhelming. It doesn’t matter if it is a new buyer or 
an experienced buyer, it is important to let them know 
what is going to happen. Make sure you tell them exactly 
what you are going to do for them, from step one to step 
sixty-five. Walk them through how showings are going 
to go, writing an offer, contingency periods, and final 
settlement. One of the main complaints that buyers 
have about agents is that they didn’t walk them through 
the process. Remember, we as agents see this every 
day. Buyers see this maybe every seven to ten years 
according to statistics from the National Association of 
REALTORS. Give the buyer a blank copy of the sales 
contract. This gives the buyer a chance to review all of 
the documents and get their questions out of the way 
before it is time to actually make an offer!

Step Three
The next step is discussing the exclusive right to represent 
agreement. The Indiana Association of REALTORS 
offers a Buyer’s Exclusive Agency Contract for their 
members. This form is used for the buyer to hire the 
brokerage to represent them. Notice the wording- the 
brokerage to represent the buyer, NOT the agent. All 
agency agreements are property of the brokerage. In 
many cases if the agent leaves the brokerage, the buyer 
will stay with the brokerage. It is important for the agent 
to fill out the form in its entirety and correctly.

The standard Indiana Association of REALTORS form 
includes the termination date in the first paragraph. 
Talk to your broker about the length of the term. Buyer 
agreements can be as short as one day. Many brokers do 
not recommend this because it is too short. Most will 

suggest three to six months for the agreement. The form 
also talks about what the buyer is looking for such as 
price, location, price range, etc. The next section is about 
the broker’s compensation. Make sure you read this 
paragraph and put in the appropriate numbers in the lines 
provided. Make sure you pay attention to the line that 
says, “In the event seller pays a commission under a listing 
agreement and Broker, with the consent of the Buyer, is to 
receive any portion thereof, that portion shall be credited 
against Buyer’s financial obligations to Broker.” Make 
sure that you review agency relationships with the buyer 
and explain limited agency authorization. An interesting 
paragraph is “recordings at the property.” As you know, 
many sellers have cameras, video doorbells, and other 
recording/listening devices in their homes. Be sure not 
to discuss negotiation strategies or other confidential 
information in the home! While we’re on the topic, let’s 
talk about buyers taking pictures in homes. Neither you 
nor your buyer are allowed to take pictures in a home. 
Permission is granted in the listing agreement from the 
seller to the listing brokerage the right to market. You 
can’t take pictures. You don’t have permission to take 
pictures in other people’s homes. Same thing goes for 
the buyer. When buyers are looking at many properties, 
they can get confused. More than likely, your MLS will 
have a feature where you can either email the buyer the 
information with the pictures or you should be able to 
print the pictures for your buyers.

Objection Handling on the Buyer Agreement

Buyers sometimes have objections to signing the Buyer 
Agency Contract. Usually one of the questions is, “why 
do we need to sign this, you already know us.” Another 
objection is “we’ve gone out with other agents and they 
didn’t make us do this.” Here are the basic answers to the 
questions:

“ Why do we need to sign this, you already know us.”
 – My managing broker requires it.

“ We’ve gone out with other agents and they didn’t 
make us do this.”

 – My managing broker requires it.

Different brokers will require different documents. There 
may be an Affiliate Business Disclosure, wire fraud 
documents, or knowing your rights with condos, co-ops, 
that brokers require. Brokers add these in order to be 
protected by their Errors and Omissions Insurance. If a 
broker can mitigate risk, it helps to protect the brokerage, 
the agents, and in the end, the clients.

You can further go on to explain to a buyer that the Buyer 
Agency Contract is there to protect the buyer! It is the 
Buyer Agency Contract that creates a working relationship 
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between the buyer and brokerage and makes the buyer a 
client, not a customer. It gives the buyer representation. 
When a Buyer Agency Contract is signed, the buyer is 
fully represented. If there was no Buyer Agency Contract, 
the agent would technically represent the seller and the 
buyer would have no representation. Anything that the 
buyer tells you (without a Buyer Agency Contract) you 
would have to tell the seller, so it provides the duty of 
confidentiality. While we’re talking about duties to a 
client, let’s talk about the basic agent responsibilities that 
we learned in our prelicensing studies. The six fiduciary 
duties of an agent can be summed up in an acronym 
known as OLD CAR.

Obedience
The duty of obedience is to act in good faith at all times, 
obeying the client’s lawful instructions. If the client 
wants you to do something unlawful or unethical, you 
should say no.

Loyalty
Loyalty requires that the agent place the client’s interest 
above their own and all other interests. This is where 
conflict of interest can occur. For example, if an agent 
owns or is selling their own property, the agent needs to 
inform the buyer client that they are a licensed agent and 
are selling their own property.

Disclosure
The agent has the duty of disclosure to their client. They 
must keep the client informed of all facts and information 
that might affect a transaction. This includes disclosing 
material facts and material defects that the agent knows 
or should have known. An agent is obligated to discover 
facts that a “reasonable person” would feel are important 
in choosing whether or not to purchase or sell a home. 
We’ll discuss disclosure a bit later when we talk about 
the National Association of REALTORS Code of Ethics.

Confidentiality
This is what it sounds like - keeping the client’s personal 
information confidential. Let’s look at an example. If you 
are a listing agent and the older aged seller says to you, 
“let’s price it at $650,000. You know, I really need to get 
to my grandkids in Florida quickly, so if I were to get 
$595,000, I’d really take that.” Yes, you know the know 
the seller is motived to sell and that the seller would take 
less. You can’t use this information to get the client a 
quick sale. Your objective is to get the seller the $650,000.

The same concept can be used when working to with 
a buyer. If I buyer says, “I just won the Mega Millions 
Lottery, I can buy any house I want,” you can’t use that 
information when negotiating for the buyer.

Accountability or Accounting
The agent must know and report the status of all funds/
documents received from the client. This refers to earnest 
deposit monies, rental deposit monies, signed contracts, 
and any other documents.

Reasonable Care and Skill
Reasonable care and skill is the reasonable degree of 
competence that a client entrusts to an agent. The client 
expects the agent to have skills and expertise in real 
estate matters that are superior to an average, reasonable 
person. Reasonable care and skill is going to be different 
if you’re a buyer’s agent or a seller’s agent. If you’re 
turned into the State Real Estate Commission for any 
licensing violation, the easiest “add on charge” is lack of 
reasonable care and skill.

Make sure that you remember to always keep your duties 
of OLDCAR when representing your clients.

So, to answer the buyer’s question of “Why do we need 
this?” when discussing a Buyer Agency Contract, respond 
that it is to protect them. Also, remind them that they are 
hiring a professional who will fight for them and be their 
voice. They are hiring a trusted advisor to help them find 
and obtain their most important investment.

REVIEW QUESTION:
9.   This duty is placing a client’s interests above 

your own and all other interests:
A.  Loyalty
B.  Disclosure
C.  Accountability
D.  Reasonable care and skill
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Step Four
Now that you have your Buyer Agency Contract signed, 
you can start representing your client! If they have not 
talked to a lender, they should do that now. Give the 
buyer two to three recommendations of lenders and let 
the buyer choose who they will want to work with in 
the transaction. Every lender is different and will offer 
different products and services to the client. After the 
lender has reviewed the buyer’s financial statements, 
etc., they will give the buyer a price range that they can 
“shop” in.

While they are talking to a lender, the next step is to start 
searching for homes for them. This is the part where you 
need to ask specific questions. Let’s talk briefly about fair 
housing. Remember, that you can NOT discriminate on 
race, color, religion, national origin, sex, familial status, 
and disability. You also need to be sensitive to some 
of the major fair housing issues such as blockbusting, 
steering, and redlining. Blockbusting (or panic selling) 
is persuading owners to sell a property cheaply because 
of the fear of people of another ethnic or social group 
are moving into the neighborhood. An example of this is 
telling residents of a neighborhood that it is “changing” 
and they should get out fast before their property values 
decrease. This is illegal!

The next fair housing issue is steering. With steering, 
you’re influencing a buyer’s choice to live in an area 
based upon one of the protected classes within the Fair 
Housing Act--- race, color, religion, national origin, sex, 
familial status, or disability. Let’s say that an area along 
Seventh Street has a rich Hispanic community and Frank 
and Joe want to see a house there. You know that they 
would fit better on Fifteenth Street at the other end of 
the neighborhood because they are single family homes 
with nice yards and that is where the white people live. 
The price point on Fifteenth Street is also much higher. 
So, you tell them that there is a house on Fifteenth Street 
which fits their needs better and only show them the 
house on Fifteenth Street. They buy it and you get paid. 
There is a case here for steering. You steered them out 
of the neighborhood that they wanted to be in based on 

their names and profiles. The same thing can happen in 
reverse. Think of Jose and Maria. They call on the house 
on Fifteenth Street and you direct them to Seventh Street 
based on their names (national origin).

The last major fair housing issue is redlining. This 
happens mainly with lenders and insurance companies. 
It can happen with real estate agents too. Back in the 
day in banks and insurance companies, there would be 
large maps on the walls with colored lines, usually red. 
If a property was within the red lines, they would not do 
a loan or offer an insurance policy there. It could be a 
depressed neighborhood, there were a lot of defaults, or 
simply that is where the power plant or city dump was 
located. Again, this is illegal.

The best practice is to ask the client where they want 
to live. Yes, it is that simple! They may ask you for 
recommendations; ask them some more qualifying 
questions. One of those is “How far/long do you want 
your morning or afternoon commute to be?” There are 
many websites that can help you find the distances to and 
from places and give you an area based on a time. I once 
had a client that asked which community was the African 
American community. I stated that it is against fair housing 
to label communities. She needed to do her homework and 
drive around different areas. This is the best advice to give 
to a client that asks certain questions like this. Direct them 
to drive different areas at different times of the day. Notice- 
different areas at different times. If you were to say, “Oh 
yeah, make sure you check out the area along Fifteenth 
Street at nine pm” that would be an issue.

So long story short, let the buyer tell you where they want 
to live!

Now the fun begins, scheduling showings and going on 
the showings. Everyone is different when it comes to 
scheduling showings. Most agents will do an MLS search 
for a buyer and send them results. Depending on your 
MLS, you can set your buyer up on a drip campaign and 
as soon as a property comes on the market, the buyer will 
get the listing emailed to them.

Before you schedule the showings, it is important to 
read the information in the MLS and double check any 
instructions that the listing agent may have included in 
the MLS, such as “property is winterized” or “do not use 
toilet in basement” along with other things. It is often 
recommended that when you’re scheduling showings, 
call the listing agent. This quick call will be able to give 
you additional information about the property and you 
can ask specific questions of the listing agent. If it is 
important for your buyer to have a fully fenced back yard 
and you can’t tell from the pictures or MLS description, 
that is something that you can ask the agent. If it is a 
deal breaker for your buyer, you may not even show 
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the property. Some other things to ask the agent are: 
“Are there other offers? What is most important to the 
seller (price, settlement date, etc.)? Have you had a lot 
of showings or anyone that is going to be submitting an 
offer?” Calling (or texting) the listing agent also opens a 
nice dialogue and professionalism that you are an agent 
that will go above and beyond for your buyers. Depending 
on your MLS, there may be an area where a listing agent 
can upload documents such as a disclosure, survey, and 
other important documents for the property. Make sure 
you review these with your buyer so that they have the 
information. You may also look to see if a property 
is located in a flood area. You can check this in some 
MLS’s and also on the Federal Emergency Management 
Agency (FEMA) website found here: https://msc.fema.
gov/portal/search.

At this point the buyer decides on what properties they 
want to see. Look in the MLS to determine if there are 
any similar properties nearby that did not come up in 
their search. Sometimes a property is listed $2,000 or 
$5,000 over their budget. These small increments more 
than likely won’t change their monthly payment by much. 
Send them to the client and see if they want to add them to 
the search while you are in the neighborhood. Then, the 
scheduling happens. You’ll either be setting the showings 
up thought a portal online or in your MLS or calling the 
listing agents to set the times. Every agent is different 
when they set up showings. Personally, I recommend 
showing no more than five homes per day or outing. This 
keeps it simple for buyers and easier to remember each 
home. If you show too many homes in a day, buyers will 
get very confused.

You’ll want to plot the properties that you’re going 
to show on a map. Some MLS’s will do this for you, 
otherwise, you’ll need to go to Google Maps or other 
mapping websites to come up with the most logical plan 
for showing the homes. You don’t want to zig zag all over 
creation. Sometimes you’ll have to back trace some of 
your steps, although, most times, it can be pretty easy.

Here are a few more tips for showing homes:

1. Print an agent report for yourself.
  Most times, it will have the listing agent’s 

information on it. Check your MLS settings on how 
to do this. This gives you all the information that is 
in the MLS such as taxes, rooms, square footage, 
listing agent contact information, and other helpful 
information. There will probably be some white 
space at the top or side of your print out. In this 
area, write the time that you’re showing the home 
(2:30-3:30 for example), how you will access the 
property (combo lockbox and combo or electronic 

lock box), and when the property is confirmed, 
write CONFIRMED on the paper. This will help to 
avoid confusion of the time, access, and if you’re 
confirmed or not. If you’re looking at five properties 
in an area that all look the same (think townhouse 
development), this will help!

Now you’re probably thinking, “Why am I doing this, 
I’m killing trees!” Yes, you’re sacrificing a tree. Printing 
this information is helpful because: 1.) It will keep you 
organized and 2.) You’ll have all of the information at 
your fingertips. Yes, I know what you’re thinking--- I’ll 
just look it up on my phone at the property. Well, there 
can be situations where your phone battery will die, you 
won’t have cell service, or you’ll encounter anything else 
that can happen with technology. Plus, you need to look 
at things through the buyer’s eyes. If you’re using your 
cell phone to access this information, they may think that 
you’re texting or on social media.

2. Print a client report for your clients.
  Put them in the order in which you are going to see 

the properties. This way, the clients know the route 
and which house they are going to see. Again, these 
client copies will have the rooms, square footage, 
etc. in the document. You may also be able to print 
it with pictures. Try printing it in color so that it 
helps the client to remember the property. The client 
can take this with them and read it whenever or 
wherever they are. They can be sitting at the kitchen 
table, on the couch, or even in the bathroom! I once 
had a client that would look at MLS sheets in the 
bathroom (odd, I know).

3. Print a map.
  This is helpful for you and your clients so that they 

can see where they are going and all of the houses in 
comparison with the others.

Most agents ask “How long should l schedule the showing 
for?” This is my favorite answer- “It depends.” If you are 
showing condos, you may be in and out of the unit in 
fifteen minutes. If you’re showing a single-family home, 
it may take between thirty minutes and an hour. You will 
run into buyers that look at every detail of a home the first 
time you’re there. Usually for larger properties, schedule 
more time for the showings. There are times when single-
family home buyers are in and out of a home in fifteen 
minutes. You need to judge it based on your client.
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Once the schedule is set and everything is confirmed, 
email (or text) the list to the buyer and let them know 
what property to meet at for the first showing. See the 
example below:

Meet at 12:30 on Tuesday, June 10th,  
at 2042 Brooks Square Place – Confirmed
7302 Brad Street – Confirmed
6126 Knollwood Drive – Confirmed
3601 Rose Lane – Confirmed
4508 Starr Jordan Dr. – Confirmed

THE SHOWING

If we’re using the example above, we want to get to the 
first house fifteen to twenty minutes early. If I’m meeting 
my client at 12:30, I’d schedule the start time around 
12:15. Any number of things can happen leading up to the 
showing- traffic, car problems, emergencies, etc. Always 
build in extra time getting to the showing. Once you’re 
there, open up the property, turn on lights and preview the 
home. Agent safety is important. It is suggested that you 
keep the door locked until your client arrives. I personally 
lock the door after my clients get into the home. You never 
know who is around and will just barge into the house 
while you are in the basement or upstairs.

During the showing, take note of their body language. They 
may have their arms crossed as they go through signaling 
that they are closed off and don’t like it. They may feel 
excited and “Ooohh” and “Aaahh” as they are going through 
it. It takes some practice, and you’ll get used to reading 
your client. Is the house making them feel at home? If the 
answer is yes, then it’s a possibility for them! As you’re 
going through the home (and subsequent showings), are 
you moving at the buyer’s pace or your pace? You always 
want to mirror and match your buyers. Now, don’t go too 
far over the top, just stay at their pace. Remember, they are 
in charge of the process, you’re their guide.

Agent Behavior Matters!
It is their opinion that matters as far as the house is 
concerned, yours is irrelevant. They are the ones that 
will have to wake up in that bedroom, shower in that 
bathroom, and cook in that kitchen; not you. Also, never 
defend the property. You want to help find the right fit for 
your buyer. Remain emotionally neutral. Let the buyer 
take the lead in responding to the property. Remember, it 
is their decision. Don’t oversell the property. The buyer 
will notice it and some find it very annoying. If you have 
watched some of those shows on TV where the agent is 
over the top and talks the house up as the buyer cuts it 
down, don’t be that agent! It comes off as fake and pushy 
for most buyers. The last tip is to let them discover the 
home and let them buy it. When buyers walk into the 
right property, they’ll know it. It’s like a pair of jeans 
that fits just right. You don’t have to live there, they do. If 
they love it, they’ll buy it.

Always Be Closing
It is important to “always be closing your buyers” 
throughout the process by asking questions. When you’re 
in a home, ask buyers how the home feels. Try this- “How 
do you feel in this home?” Most agents will ask their 
client, “What do you think about the home?” When buyers 
are asked what they think, they’ll come back with facts- 
it’s too big, it’s too small, there is too much grass to cut, 
etc. When you ask “How do you feel?”, they’ll come back 
with emotions, such as: “I feel comfortable here. I feel the 
home fits just right,” etc. Try it next time with your buyers, 
it makes a complete difference. Remember, multiple soft 
closes are a vital step in the closing process, for example, 
ask “Can you see yourself living in this home?”

Most agents don’t close or have multiple closes. They 
feel there is a negative bias, and they feel they are being 
pushy, aggressive, and assertive. There was an agent that 
would open the front door, let the buyers walk through 
the house, and a few minutes later ask “Wanna make an 
offer?” That buyer fired that agent after a few showings 
because he offered no value to them. He just wanted a 
paycheck and the buyers could smell it. Most agents fear 
rejection and failure which evokes avoidance, rejection, 
frustration, anxiety, and hostility. This is another reason 
they don’t close.

Handling Objections
Throughout the showing process, the buyer will have 
objections (just like they did with the Buyer Agency 
Contract). Keep calm and answer them. It is OK to say, 
“I don’t know.” Again, most agents are afraid of this and 



IN REAL ESTATE Buyer and Seller Representation with Industry Trends  |      17

make something up. That’s the worst thing that you can 
do and will make your broker’s head spin! Make sure that 
you go and find the answer and then get back to your 
client. It is also important to have them do their own 
research. For example, they want to put a standalone, 
two car garage in the back yard. Direct them to the 
zoning office to see if it is allowed and let them talk to 
the zoning officer, etc. You’ll want to answer emotional 
objections emotionally and logical objections logically. 
Try to answer the emotional ones with the “feel, felt, 
found” technique. For example, if the buyer says that the 
basement needs more work to get it up to their level of 
expectation, try one of these statements: “I feel that it 
could use some work.” or “I felt that way, too.” Or “I’ve 
found that it is best to live in it a few months and then 
make some improvements.”

Preparing an Offer and Negotiation
In your buyer consultation, you should have already 
given them a copy of the sales contract. Make sure that 
you review with them all aspects of the offer-sales price, 
financing contingencies, home inspection contingencies, 
and any other contingency that is in there for a buyer’s 
protection. One thing that a lot of agents do/suggest is a 
settlement on a Friday. This is probably one of the busiest 
days for a title company or attorney’s office. Try having 
settlement on a Tuesday, Wednesday, or Thursday. Most 
times, these days are the best for settlement companies 
as very few agents are settling then. Most go for Friday.

Before the buyer makes an offer, prepare for them a 
Comparative Market Analysis. Remember, your job is 
to advise your client and help to get the best price AND 
terms for the buyer. Remember to look at the properties 
that are active, pending, and sold. The sold are the best 
comps because they represent “settled properties” and 
the transaction won’t fall apart.

While you are filling out the sales contract, make sure you 
fill it out completely and double check all addendums that 
you are attaching. If it is your first or second transaction, 
make sure you have a broker or mentor check over the 
contract. They want to be sure that it is filled out correctly 
and that dates and time frames make sense. For example, 
if you have a home inspection, it is very tough to do that 
in two days. They’ll probably suggest that it is extended 
to five or seven days. Most listing agents will want to see 
a pre-approval letter from a lender that is attached to the 
offer. The listing agent will use this to make sure that the 
buyer is financially qualified.

When you send the completed offer, addendums, and 
approval letter to the listing agent, make sure that you 
call AND / OR text the listing agent. This is a courtesy 

for the listing agent to let them know that an offer is on its 
way or has been emailed. It also serves as a confirmation 
that the listing agent received the offer. As we all know, 
some emails go to spam and not everyone checks spam. 
A buying agent once sent an offer and then called a few 
days later, screaming that the listing agent never replied 
to the offer. The buyer agent never called or texted so the 
listing agent never knew the offer was there. To make 
matters worse, there was another offer on the property 
that the seller had taken!

Make sure that when you talk to the listing agent, you 
explain the offer. Humanize the buyers and be careful 
about violating fair housing. Never argue with the listing 
agent or defend a bad offer. Remember, you represent the 
buyer and should be putting the needs of your buyer first.

If there is a counteroffer from the seller, make sure 
that you get it in writing. It is easier to forward the 
counteroffer to the buyer. If there is a counteroffer from 
the buyer to the seller, make sure it is in writing! When 
everything is agreed upon, make sure all the changes 
are initialed and dated. Sometimes, it is easier to give 
the seller a “clean” contract. Remember, there are lots of 
eyes on your contract- settlement company, underwriters, 
buyers, sellers, and brokers.

After you get everything signed and ratified, now is when 
the fun starts. Make sure you put all of the important 
dates in your calendar such as the home inspection, 
mortgage commitment, settlement, etc. It is your job to 
manage the transaction and look for the important dates. 
During the under-contract phase and as you get close to 
settlement, make sure you’re asking your client for online 
reviews and testimonials.

Contact doesn’t end with a successful settlement. You 
may have heard the term “past client.” There is no such 
thing as a past client. They are called “inactive clients.” 
The clients that you’re working with are active clients, 
everyone else is an inactive client.

WORKING WITH SELLERS
Understanding Sellers and  
Their Behaviors
Most agents prefer working with sellers. Just as we talked 
about buyer-lead generation, we need to lead-generate for 
sellers. We can use all of the same techniques for sellers 
as we did buyers. Once we get a seller on the phone, we 
need to ask them several questions. There is a form that 
I use with a number of questions. They’re listed below, 
along with the rationale for asking them. The top part of 
the form has the seller’s contact information along with 
their address.
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1. How did you hear about me?
  Rationale: It is important to know where the 

potential seller has heard about you. It will help to 
provide you with information on where to focus 
your lead generation. Remember, a referral from an 
inactive client is always best!

2. Where are you moving?
  Rationale: Are they moving across town or across 

the country? If they are moving out of your area, 
you have the potential to set up a referral with a 
referral partner.

3. What is motivating you to move?
  Rationale: This is one of the most important. 

You can use a seller’s motivation throughout the 
transaction to keep the seller on track. Sometimes 
a seller will push back on your recommendations 
on pricing or with offers. Bring everything back to 
their motivation.

4.  How soon do you need to be in the new location?
  Rationale: This goes hand in hand with the seller’s 

motivation. If they need to need to be at the new location 
quickly, they may be more flexible on price or terms. If 
they don’t need to be in a new location for three to four 
months, they may be particular on price and terms.

5.  What would happen if your home did not sell?
  Rationale: It is important to know what the seller’s 

back up plan is. It also helps to push their motivation.

6.  How much do you want to list your home for?
  Rationale: This question is extremely important 

because you’re getting the seller’s opinion of what 
they think their home is worth. All you need to do is to 
confirm that it can sell in the current market conditions 
or help to readjust your seller’s expectations on price.

7.  How much do you owe on your home?
  Rationale: Knowing this is key because you want 

to make sure that there are not going to be any 
surprises as you sell the property. If the home would 
sell for $600,000 and the seller has a $650,000 loan 
balance plus the costs to sell the property, this could 
be a major problem. If the home would sell for 
$600,000 and the seller has a $150,000 loan balance 
plus the costs to sell the property, that is much more 
favorable to the seller.

8.  I’ll be sending a packet of information to you. 
Will you take a few minutes to review it before 
we meet?

  Rationale: This is what we call a pre-listing packet. 
Every agent has a different pre-listing packet. Most 
times, the pre-listing packet gives an overview of 
the selling process, has information about the listing 
agent and brokerage, copies of the listing agreement 
and sales contract, along with some homework for 
the seller. The homework includes getting copies 
of their last loan payment(s), tax bills, water/ 
sewer/ garbage bills, and possibly filling out the 
property disclosure. The Indiana Association of 
REALTORS has a two-page disclosure that goes 
over many things that a seller knows about their 
home. When the seller can get a copy of it ahead 
of time, they will more than likely start completing 
it. If you get to the appointment and the seller has 
reviewed everything and filled out the paperwork, 
there is a good chance you’re getting the listing!

9.  Do you have any questions before we meet?
  Rationale: You want to be thorough with your client. 

They will have a lot of questions and questions that 
they probably never thought of. This will give them 
a chance to come up with questions before your 
appointment.

10.  Will all decision makers be present when we 
meet?

  Rationale: This is the same as when we met with our 
buyer. We want to make sure that every owner of 
the property is there. As we’re doing our homework 
to get ready for the listing appointment, we want to 
make sure that everyone on the tax record and deed 
are present. If a deed says “Joe Smith et. al.” that 
means that there are more people than Joe Smith 
that will need to sign. Take some time and make sure 
that you don’t end up doing a listing presentation 
two or three times.

11.  Are you available between two pm and three pm 
on Thursday? Our meeting will take about an 
hour.

  Rationale: You want to set the appointment 
before you get off the phone with the potential 
client. Remember “Always be closing”. You 
also want to let them know about how long your 
meeting is going to last. No one wants to be at 
a listing appointment for two to three hours!
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Pre-Appointment Research
One of the first things that you want to do when you get off 
the phone with your seller is the investigate them. Look 
them up on Google and other social media platforms. 
Let’s talk about Facebook for a minute. As we all know, 
some people overshare. They will post EVERYTHING 
online. Investigating your seller will give you a little 
insight into their lives. It will also help you gain rapport 
with them.

Once you have looked up your seller, look up the property 
and community. Search tax records, courthouse records, 
deed search, and look on RPR, the REALTORS Property 
Resource from the National Association of REALTORS®. 
This is a free tool with your membership where you can 
look up property records, prepare a comparative market 
analysis, prepare marketing, and much, much more! You 
can even pull neighborhood reports and school reports. 
One more place to look at the property is on other 
public websites where buyers go to look. There is one 
in particular that gives you an estimated market value. 
Sellers usually go to this “Z”website and take the word 
of it as law. While sometimes it is correct, there are other 
times it is radically off.

We talked a little bit about a pre-listing book or kit. This 
can be a folder or small booklet that includes a cover letter 
with your background, resume, skills, mission statement, 
credentials, designations, awards, testimonials, service 
pledge and what the seller can expect. Other information 
that you can include in you pre-listing kit is market 
info, marketing plan, pricing strategy, advice on selling/
moving, how to interview agents, the value of using a 
REALTOR®, paperwork preview, and seller homework. 
How you deliver it is up to you. Some agents will have it 
nicely printed and hand deliver it to the seller or mail it. 
Others will send it electronically. Remember, it depends 
on how your seller communicates and what generation 
they are from. You’re probably thinking, “Wow! These 
are great ideas, but I’m not techy or a graphic designer.” 
That’s OK. There are many places online that you can 
hire someone to do it. If you want to do a pre-listing 
packet yourself, you can use a software platform known 
as Canva. It is extremely easy to work. There are other 
services where you can hire someone in the US or abroad 
that can design all of these materials for you. Some of 
these websites are Fivrr or Upwork. Take some time and 
investigate them to create a “WOW” presentation!

At the Listing Appointment
The time has come, and you are ready to meet the seller 
at their home. Let’s talk a little agent safety. Always let 
someone know where you are going. It can be a friend, 

family member, or office partner; just make sure that 
people know where you are going. You can also have key 
phrases in the event of an emergency such as “Bring me 
the yellow folder, please.” or “I need you to bring the red 
folder.” Yellow is for “something seems off.” Red is for 
“there is an emergency, call the police and get over here.”

Make sure you allot for extra time to get to the seller’s 
home. There could be traffic, accidents, or road closures. 
A REALTOR friend likes to get there early and wait 
down the street. If the meeting is at two pm, she gets to 
the door at exactly two pm and rings the bell. The seller 
answers the door, and she says, “Hi I’m Emily from 
ABC Realty. We have a meeting at two pm and it is two 
pm. May I come in?” She always says that it is shocking 
because the sellers will say how they interviewed other 
agents and all of them were late! Remember, to be early 
is to be on time, to be on time is to be late.

Once you’re in the house, try to sit down at the kitchen 
table with the sellers. If you think back to television 
shows, most family meetings happen at the kitchen table. 
It is usually the seller’s safe or sacred space. At this point, 
the seller will want to give you a tour of the property. 
There are two schools of thought on this: School One- let 
the seller take you around and show you everything that 
there is to see in the home. School Two- you go alone 
though the home to experience it through the eyes of a 
buyer. There is no right or wrong answer to this. Most 
people I know like to go through the home themselves 
to see it as a buyer would. This will allow for more 
constructive feedback for the seller if they need to make 
any changes or improvements to the home before listing 
it. The sellers will be anxiously waiting at the kitchen 
table for you to return to let them know what you think. 
From here, give them your recommendations if any, then 
ask for a guided tour of the home. You can also offer 
your feedback and suggestions as you go through with 
the seller.

After the tour(s), return to the kitchen and review 
your marketing plan. This will vary by agent and area. 
Remember to provide a service pledge and let them know 
everything that you will do for them when they entrust 
the sale of their home to you. At this point, you’ll also 
want to review the pricing recommendation based on the 
comparables that you found. They may have objections 
or questions throughout this process. Some will think 
that your number is just right. That’s when you want to 
get the listing agreement signed right away! Sometimes, 
they think your estimate of value is too low, this is when 
you want to go back and review the comparables. If you 
and the seller just can’t agree on price, it may be better 
to pass on the listing. It has been my experience that 
you don’t want to take an overpriced listing. It becomes 
a loss leader for your seller. The seller is losing out on 
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selling their home and you are benefiting by selling those 
prospective buyers another property. This is where we 
can also discuss the REALTOR Code of Ethics. Let’s 
look at Article One and Standard of Practice 1-3.

Article 1
When representing a buyer, seller, landlord, tenant, or 
other client as an agent, REALTORS® pledge themselves 
to protect and promote the interests of their client. This 
obligation to the client is primary, but it does not relieve 
REALTORS® of their obligation to treat all parties 
honestly. When serving a buyer, seller, landlord, tenant 
or other party in a non-agency capacity, REALTORS® 
remain obligated to treat all parties honestly. 
(Amended 1/01)

Standard of Practice 1-3
REALTORS®, in attempting to secure a listing, shall not 
deliberately mislead the owner as to market value.

Next time a seller tries to ask too much for their home 
and is not in line with the comparables, say this, “Mr. 
Seller, I understand you feel your home is worth X. It is 
not in line with the other properties in the market at the 
present time. I’d love to list your home. Unfortunately, 
I subscribe to the REALTOR Code of Ethics that says I 
won’t deliberately mislead you regarding market value. 
I feel that if I take your listing way overpriced, it will 
hurt both you and me in the market and I won’t want to 
do that to you.” It works. Now, there will be agents that 
take an overpriced listing and “buy the listing.” Don’t be 
that agent.

There are many reasons sellers overprice their homes. 
Some of it is ego. They have a lot invested in their 
property. Another is that they feel other sellers and 
neighbors “gave their house away.” Houses in this area 
are more expensive than any others around. They also feel 
that theirs is better. Some sellers just want to recapture 
all of the costs that they are in their homes. They don’t 
always get dollar for dollar out of improvements.

There are also dangers to overpricing a home. The first 
one, and main one, is less qualified buyer exposure. If a 
home is way over price, qualified buyers won’t be looking 
at it. Remember, a seller has to buy on a buyer’s hat and 
look at the market through a buyer’s eyes. Overpricing 
leads to fewer offers, fewer to no showings, possible 
financing and appraisal issues, and creates a market 
stigma. Buyers will ask “What’s wrong with that house? 
It has been on the market forever.” It is usually price. One 
thing to say to sellers- “It isn’t buyers that are rejecting 
your home. It is the market rejecting your price.”

While we’re talking about price, let the seller pick the price. 
Give them the information and your recommendation and 
then SHUT UP. Most agents talk too much. They end up 
talking the seller into a price that is too high and then the 
seller blames the agent, stating that “The agent priced the 
home too high.” If you allow the seller to price the home, 
then you can turn the situation back to the seller later.

Now it is time to go over the Exclusive Right to Sell 
listing agreement. Once again, the Indiana Association of 
REALTORS has a standard listing contract. Within it, you 
identify the property, starting and termination date, list 
price, potential financing terms, included and excluded 
items, brokerage commission, numerous disclosures, 
lockbox authorization, HOA information, fair housing, 
and many other provisions. It is important that you go 
over the agreement with your seller so that they know 
what they are signing. Most litigation happens when the 
seller does not know or understand the contract. Make 
sure that the listing agreement is filled out completely. 
Remember, the listing agreement needs to be signed by 
the broker. The listing agreement is between the seller 
and the brokerage, just like the buyer agency contract 
that we discussed earlier.

Commission or Fee
There is no set commission in the United States. This is a 
violation of the Sherman Anti-Trust Act. Competitors can 
charge a similar commission. As part of the commission 
discussion, explain everything that you are going to do 
for your client as part of the total fee you will receive. 
As you’re discussing your fee, be confident. Make sure 
you start calling it a fee. Most sellers will ask “Is your 
commission negotiable?” Start responding with, “No, my 
fee is non-negotiable.” There are a lot of ways to handle 
the negotiation of your fee. Some agents say “Yes, my fee 
is negotiable, I can charge X+1.” This causes sellers to 
panic because they think a negotiable fee means bringing 
it down or lowering it. Some agents will say “I’m sorry, I 
can’t negotiate my fee, I’ll have to talk to my broker about 
that. S/He makes the final decision.” If you can’t negotiate 
your own commission, how can you negotiate for the seller 
to get the best price and terms for them! If you’re giving 
away your money, what do you think you’ll do with the 
seller’s money? Simmer on that for a few minutes.

Let’s now say the seller is happy with everything and 
they have signed this listing! Now it is time to get to 
work. Before we start the marketing efforts, take time 
to say thank you. Send a handwritten note, snacks, gift 
card, or flowers to let them know that their business is 
important to you. If the sellers have kids, keep them 
involved in the process. Send some coloring sheets and 
crayons for them with houses. If the kids are happy, the 
parents will be too!
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Marketing the Listing

Now the fun starts! This is the time when we will schedule 
a stager (if applicable) to stage the home, a professional 
orographer to apograph it, have floor plans done, and 
gather details on what is included and excluded from the 
listing agreement. Most agents will add their listing to 
the MLS with all of this information. Some agents will 
create “brag cards” to be placed throughout the home. 
These are little cards on colored paper that point out 
features in the home. In a bathroom, a brag card may be 
placed near a light switch that says “Welcome to the main 
bathroom. I have heated floors and Bluetooth speakers 
in the ceiling!” Some agents will create a home book to 
keep in the house. In the book, they have information 
about the home, water and electric bills/estimates, area 
information, and other interesting facts about the home 
or area.

This is also the time to talk with the seller about showings. 
Most times, it is best if the seller is not present during 
showings. The buyers want to imagine themselves living 
in the home. Also, sellers say the darndest things! I once 
had a seller say to a buyer, “I can’t wait to move, the 
neighbors are just so loud when they are repairing their 
antique cars in the garage!” UGH! Remind the seller that 
agents may be on time or late for their showings. Ask the 
seller to be courteous with them in order to get the home 
sold. Remember to bring back their motivation for selling. 
Discuss open houses with the seller and if you are going 
to host any. Are you putting up a sign? Are you installing 
a lock box? Don’t forget to have all of these important 
discussion with your sellers. The seller needs to keep the 
house “showing ready” at all times. Some buyers are in 
town for a short period and really want to get in. If the 
seller is flexible, this could influence the buyer.

Most sellers will want to know how an open house or 
showing went. It is good to give feedback to the seller from 
the buyer agents if they provided it. The best feedback 
that a seller can receive is an offer. When that offer comes 
in, be cooperative with that buyer agent. Remember that 
you represent your seller and you’re delivering the offer. 
Now it may be a great offer or a not-so-great offer. Let 
the seller make the decision on what to do. This way, they 

can’t blame you, which is a possibility. They will ask for 
advice. Try saying “Ms. Seller, here are some of your 
options, you can take the offer, counteroffer, or reject it. 
Here are also the possible outcomes of each. Ms. Seller, 
it is your decision.” The same thing goes with multiple 
offers. In the event of multiple offers, it is easiest to 
transfer all of the information into a spreadsheet. It makes 
the offers much easier to compare. Make sure that you 
still present the full offer packages to the seller to make 
up their mind. In the end, it is the seller’s decision. If there 
are counteroffers, make sure that you get them in writing, 
just as we discussed earlier in the buyer section. It makes 
it much easier to relay that information to your client.

Once an offer is fully signed, you’re ratified and under 
contract! You just need to get through the contingencies 
and to settlement. These can include financing, home 
inspection, and others depending on the offer. Just as we 
discussed earlier in the buyer section, ask for referrals 
and testimonials from your client throughout the process. 
It doesn’t matter where you client is moving to (across 
town or across the country), keep in contact with them. 
They still know plenty of people that can be future clients. 
Most agents accompany their clients (buyer and seller) 
to settlement. This is the final part of the transaction. 
Everything is done and most times, it is time to celebrate. 
Remember, know your client. If it is a death, divorce, or 
debt scenario seller, there may not be much celebration. 
Just make sure that you’re there for your client. They 
have trusted you with their largest investment and are 
ready to make a new step to a new beginning.

Post-Closing for Buyers and Sellers
This section will vary depending upon your broker. 
Remember, your broker will require certain documents 
for compliance and record keeping. Sometimes it is 
dictated by the brokerage or franchise, the Department 
of State, or the Errors and Omissions company. More 
than likely, your broker will have a checklist of what is 
due to the office before you can get paid. Here are some 
examples of what a broker may ask for when representing 
a buyer. In the buyer consultation, they may require the 
Buyer Agency Contract, Affiliated Business Disclosure, 
wire fraud disclosures, and notices about condos or co-
ops. In the under-contract documentation, they may ask 
for a copy of the ratified contract, confirmation of deposit, 
seller’s disclosure, copy of the tax record, or a notice that 
the buyer waived the inspections. In the closed folder, the 
broker may ask for a copy of the commission check paid 
to the office, the ALTA or Closing Disclosure, and any 
paperwork if it is a referral. If you are a broker and you 
are taking this course, think about the documents that you 
require from your agents. Are there any documents that 
are missing that can help you avoid or transfer liability?
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Indiana Real Estate Commission 
Advertising Guidelines

In this section, we’ll look at the different sections 
of advertising as quoted by the Indiana Real Estate 
Commission.

876 IAC 8-1-8 - Advertising requirements; name of 
broker company; prohibitions
Sec. 8.

 (a)  Any display, classified advertising, signs, 
Internet advertising, or business cards that 
carry a broker’s name must contain the name 
of the broker company with whom the broker 
is associated, and said broker company’s name 
must be clearly visible. All advertising shall be 
under the direct supervision and in the name of 
the broker company.

 (b)  Any advertising by a broker company must 
reveal the name of the broker company either 
as it appears on the broker company’s license 
issued by the commission or by its publicly 
known name.

 (c)  Any Internet, television, or radio advertising that 
carries the name of any broker associated with 
a broker company must carry the name of the 
broker company either as it appears on the broker 
company’s license issued by the commission 
or by its publicly known name. However, if 
disclosing the name of the broker company is 
not practical in electronic displays of limited 
information (such as thumbnails, text messages, 
and tweets) the broker company’s name does 
not need to be included if the electronic display 
is linked to a display that includes the broker 
company’s name.

 (d)  A broker shall not advertise in a manner 
indicating that the property is being offered by 
a private party not engaged in the real estate 
business.

 (e)  Advertising where only a post office box number, 
telephone number, or street address appears shall 
not be used.

 (f)  No broker shall place a sign on any property, 
advertise, or offer any property for sale, lease, or 
rent without the written consent of the owner or 
the owner’s authorized agent.

Above is the entire statue on advertising in Indiana as per 
the Indiana Real Estate Commission. Take note: Any ads, 
signs, internet advertising, business cards must contain 
the name of the broker company that you’re associated 
with AND it must be clearly visible. If you omit the 
brokerage name, this would constitute blind advertising 
which would be illegal. Always make sure that you 
include the name of your brokerage. As for brokers taking 
this course: What policies and procedures do you have in 
place for advertising? Is there someone in the office that 
checks ads before they go into newspapers, print media, 
online publications, etc.? What steps are you taking to 
limit your liability?

Another question for brokers is: What type of internet 
policies and procedures do you have set up in your office? 
Are you monitoring your agent’s social media pages? Do 
your agents know what your policies are? This is a good 
time to review your policies and procedures manual to 
update it to current standards.

Another very popular business model is that of a team. A 
team is a group of agents that are working together under 
a fictitious name under the supervision of a broker or 
within a brokerage. Most people ask, “Can I just have my 
team name on a sign?” Well, let’s review the rule above. 
876 IAC 8-1-8 is very clear. It is basically the same for 
a team as it is an individual agent or the brokerage. The 
name of the brokerage company must be present and 
clearly visible in the advertisement. It must also be under 
the direct supervision of the broker company. So yes, 
the team advertising must be approved by the managing 
broker of the company, not just or only the team leader. 
(This excerpt was taken from Indiana REALTORS, IAR 
Legal Hotline Q&A, 9/11/2018.)

We couldn’t talk about advertising without talking about 
the National Association of REALTORS® Code of Ethics. 
Advertising is mentioned numerous times throughout the 
Code of Ethics. Let’s start at Article Twelve.

Article 12
REALTORS® shall be honest and truthful in their real 
estate communications and shall present a true picture in 
their advertising, marketing, and other representations. 
REALTORS® shall ensure that their status as real estate 
professionals is readily apparent in their advertising, 
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marketing, and other representations, and that the 
recipients of all real estate communications are, or have 
been, notified that those communications are from a real 
estate professional. (Amended 1/08)

Standard of Practice 12-1 is the newest update to the Code 
of Ethics. This came about from the 2021 cases with the 
Department of Justice. REALTORS® were advertising 
their services as free or at no cost, even though they were 
receiving financial compensation from (usually) a seller. 
See the SOP below.

Standard of Practice 12-1
REALTORS® must not represent that their brokerage 
services to a client or customer are free or available at no 
cost to their clients, unless the REALTOR® will receive 
no financial compensation from any source for those 
services. (Amended 1/22)

Some agents go about offering prizes or merchandise 
discounts to get people to list, sell, or purchase with 
that agent. Here is SOP 12-3. It talks about providing 
reasonable care in this advertising. Parties must have 
clear, thorough, and advance understanding of the terms 
and conditions of the offers. See below!

Standard of Practice 12-3
The offering of premiums, prizes, merchandise discounts 
or other inducements to list, sell, purchase, or lease is 
not, in itself, unethical even if receipt of the benefit is 
contingent on listing, selling, purchasing, or leasing 
through the REALTOR® making the offer. However, 
REALTORS® must exercise care and candor in any such 
advertising or other public or private representations 
so that any party interested in receiving or otherwise 
benefiting from the REALTOR®’s offer will have clear, 
thorough, advance understanding of all the terms and 
conditions of the offer. The offering of any inducements 
to do business is subject to the limitations and restrictions 
of state law and the ethical obligations established by any 
applicable Standard of Practice. (Amended 1/95)

Standard of Practice 12-5 discusses that the advertisement 
must have the REALTOR® firm name in a readily 
apparent place in advertising or electronic advertising 
via link to website with the appropriate disclosures.

Standard of Practice 12-5
REALTORS® shall not advertise nor permit any person 
employed by or affiliated with them to advertise real 
estate services or listed property in any medium (e.g., 
electronically, print, radio, television, etc.) without 
disclosing the name of that REALTOR®’s firm in a 
reasonable and readily apparent manner either in the 
advertisement or in electronic advertising via a link to 

a display with all required disclosures. (Adopted 11/86, 
Amended 1/16)

One SOP that some agents forget, and which can get them 
in a lot of trouble, is SOP 12-6. If an agent has an interest 
in a property for sale or purchase, they need to disclose 
their licensee status. Many times, an agent will forget, 
and it can lead to litigation. This needs to be disclosed 
because agents have more intimate knowledge of the real 
estate industry than a basic consumer.

Standard of Practice 12-6
REALTORS®, when advertising unlisted real property 
for sale/lease in which they have an ownership interest, 
shall disclose their status as both owners/landlords and 
as REALTORS® or real estate licensees. (Amended 1/93)

The last major area where advertising is discussed in the 
Code of Ethics is SOP 12-10. REALTORS® must present 
a true picture in their advertising. See the guidelines 
below!

Standard of Practice 12-10
REALTORS®’ obligation to present a true picture in their 
advertising and representations to the public includes 
Internet content, images, and the URLs and domain 
names they use, and prohibits REALTORS® from:

1)  engaging in deceptive or unauthorized framing of 
real estate brokerage websites;

2)  manipulating (e.g., presenting content developed 
by others) listing and other content in any way 
that produces a deceptive or misleading result;

3)  deceptively using metatags, keywords or other 
devices/methods to direct, drive, or divert Internet 
traffic; or

4)  presenting content developed by others without 
either attribution or without permission; or

5)  otherwise misleading consumers, including use 
of misleading images.    (Adopted 1/07, 
Amended 1/18)

Brokers:
Do you have policies and procedures that not only 
follow the Indiana Real Estate Commission, but also 
the REALTOR® Code of Ethics?
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REVIEW QUESTION:
10.  The National Association of REALTORS 

Code of Ethics addresses advertising in 
Article             :
A.  4
B.  1
C.  12
D.  16

Focus on Industry Trends
As we discussed at the beginning of the course, most 
buyers go directly to the internet to look for properties 
for sale. We know that there are many different websites 
that will give this information such as realtor.com and 
others. Some buyers go directly to social media and other 
platforms. A brief overview list of these are Facebook, 
Instagram, Twitter, Pinterest, LinkedIn, YouTube, and 
Google. In a 2018 poll by the National Association of 
REALTORS®, seventy-seven percent of agents said that 
they use social media, twenty-two percent said they do 
not, and one percent said they don’t know if they use it. 
Back in 2018, agents reported that 97% used Facebook, 
59% used LinkedIn, and 39%t used Instagram.

Let’s look at the 2022 survey! Eighty-nine percent use 
Facebook (lowered), fifty-nine percent use Instagram 
(increased), fifty-three percent use LinkedIn (slightly 
lower), and twenty-six percent use YouTube. As you 
recall, YouTube wasn’t even mentioned in the 2018 
survey. Other notable platforms in the 2022 survey were 
Twitter at 19%, TikTok at 12%, Pinterest at 8%, Snapchat 
at 7%, Clubhouse at 2%, and 6% of other platforms that 
weren’t listed. You can see that as time and technology 
change, the real estate industry changes with it.

The survey also asked what the main use is for social 
media in the real estate business. Sixty-three percent 
of agents said they used it to promote their listings. 
Fifty-nine percent said that it is expected to have a 
presence on social media. Fifty-seven percent said it 
helps to build/maintain relationships with existing 
clients. Forty-four percent say it helps network with 
other real estate professionals. Forty-one percent use it 
to find new prospects. Thirty-six percent say they use 
it to find leads. Thirty-five percent say that it helps to 
stay current on real estate news and business trends. 
Last but not least, twenty-eight percent of respondents 
say that they enjoy social media. As you can see from 

the main reasons for social media, most agents use it 
for listings, leads, and maintaining relationships, and 
staying current with industry trends. Respondents say 
that social media is one of the top tools that they have 
used for quality leads in the last twelve months. The 
second top tool is their local MLS. The third tool is 
their CRM or Customer Relationship Management 
system.

The Wired Consumer.  
What’s Your Online Presence?
When you are looking at a product, say a bacon cooker, 
where is the first place you go? Most would say Google 
or Amazon. Then you’ll read reviews. The same goes for 
real estate. Most people as we know go to the internet. 
What do your reviews say about you? Do you have a 
Facebook page? Instagram? Are you advertising on these 
platforms? Do you feature stories about your local market 
and happenings in the area? These are all great and easy 
ways to create posts and advertisements to get people 
engaged. People want to be seen and heard, the place 
they go for this is online and to social media. Remember, 
we’re dealing with the wired consumer. Most buyers (and 
sellers) are going to the internet first to find information.

As you are advertising on social media (Facebook, 
LinkedIn, Instagram), make sure that you are following 
all of the necessarily guidelines for your brokerage and 
the Indiana Real Estate Commission. Remember, what 
you’re putting out there is seen by everyone! Once it is 
out there, you can’t take it back. Keep in touch with your 
sphere and be human. Is your headshot updated? Are 
your sites cohesive and updated? The easiest way to get a 
client is to say “HI!” Say hi to the grocery store attendant, 
your bank teller, and of course, your pharmacist!

I hope you have enjoyed the course. To review, we 
discussed buyer and seller needs, where our buyers 
and sellers come from as per the National Association 
of REALTORS® surveys, and talked about the buyer 
and seller counseling sessions. We covered Indiana 
advertising and emerging technology trends. Remember, 
never stop learning and keep up to date with new 
things! As my friend, Jared James says, “Consistency is 
undefeated.”
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REVIEW QUESTIONS ANSWER KEY:
1.  This psychologist studied a hierarchy of 

needs:
a.  Herzberg
b.  Mazlov
c.  Maslow
d.  Umberberg

2.  In Stanford’s research, they divided the 
people up into how many categories?
a.  2
b.  3
c.  4
d.  6

3.  This group in Stanford’s research is the 
largest group of people:
a.  Achievers
b.  Belongers
c.  Societally conscious
d.  Emulators

4.  According to generation demographics, 
these people are logical and like to follow a 
system:
a.  Veterans
b.  Baby Boomers
c.  Gen X
d.  Millenials/Gen Z

5.  This generation is the largest group in the 
population:
a.  Veterans
b.  Baby Boomers
c.  Gen X
d.  Millennials/Gen Z

6.  According to the 2022 Survey of Home 
Buyers and Sellers, buyers went here first 
when searching for a home:
a.  REALTOR
b.  Internet
c.  Friend
d.  Family member

7.  Lead generation can be active or  
      :
a.  Modal
b.  Alodial
c.  Passive
d.  Aggressive

8.  During a buyer consultation, it is 
important to:
a.  Identify the buyer’s needs and wants
b.  Get them to sign a Buyer Agency 

Contract
c.  Determine who the buyer is and if 

there are any other decision makers
d.  All of the above

9.  This duty is placing a client’s  interests 
above your own and all other interests:
a.  Loyalty
b.  Disclosure
c.  Accountability
d.  Reasonable care and skill

10.  The National Association of REALTORS 
Code of Ethics addresses advertising in 
Article   :
a.  4
b.  1
c.  12
d.  16
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FINAL EXAM QUESTIONS

1.   This psychologist studied the Motivation-
Hygiene Theory.
A.  Herzberg
B.  Mazlov
C.  Maslow 
D.  Umberberg

2.  Stanford University Research Institute 
studied people and how they identify in 
groups. What was the study called?
A.  The Way to Heaven
B.  Way of the Water System
C.  Ways of Life System
D.  Way of the Children System

3.   In Stanford’s research, this group is the 
group of people that are considered to have 
“made it financially” and is the stereotype 
of “success.”
A.  Achievers
B.  Belongers
C.  Societally conscious
D.  Emulators

4.   This group in Stanford’s research is the 
group that want to be the best and the 
smartest.
A.  Achievers 
B.  Belongers
C.  Societally Conscious
D.  Emulators

5.   This is the last group in Stanford’s research 
and make up about nine percent of the 
population
A.  Achievers 
B.  Belongers 
C.  Societally conscious 
D.  Emulators

6.  Emulators are between          age  
and                       age.
A.  17-35
B.  35-50
C.  50-65
D.  65+

7.   Belongers usually have this type of job.
A.  White collar
B.  Blue collar
C.  Red collar
D.  Green collar

8.  Which generation is well educated and well 
educated about real estate?
A.  Veterans 
B.  Baby Boomers
C.  Gen X
D.  Millennials/Gen Z

9.   This generation grew up with technology 
and always had computers, video games, 
etc. 
A.  Veterans 
B.  Baby Boomers
C.  Gen X 
D.  Millennials/Gen Z

10.  The National Association of REALTORS 
offers a course that specializes in working 
with this group of people called SRES.
A.  Veterans
B.  Baby Boomers
C.  Gen X
D.  Millennials/Gen Z
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11.  This group of people will generally have
their kids or grandkids help with a decision
to sell.
A.  Veterans
B.  Baby Boomers 
C.  Gen X 
D.  Millennials/Gen Z 

12.  This group of people will make a list and
check it twice, use bullet points, and create
specific plans for a home or renovation.
A.  Veterans 
B.  Baby Boomers 
C.  Gen X
D.  Millennials/Gen Z 

13.  This group thinks green and looks for
sustainable products.
A.  Veterans 
B.  Baby Boomers 
C.  Gen X 
D.  Millennials/Gen Z

14.  This generation is likely to hire an agent
and wants to know the agent’s value.
A.  Veterans 
B.  Baby Boomers 
C.  Gen X 
D.  Millennials/Gen Z

15.  This group of people tends to be impulsive
and less patient.
A.  Veterans 
B.  Baby Boomers
C.  Gen X 
D.  Millennials/Gen Z 

16.  This Association provides a survey to Home 
Buyers and sellers who recently completed a 
transaction
A.  The National Association of Salespeople
B.  The National Association of Brokers
C.  The National Association of REALTORS
D.  The National Association of Real Estate 

Brokers

17.  This age range of buyers contacted an agent 
eighteen percent of the time.
A.  18-24
B.  24-44
C.  45-60
D.  65+

18.  This was the second most popular source 
for information gathering:
A.  Asking an agent
B.  Mobile or tablet search (internet)
C.  Newspaper
D.  Television

19.  How long did it take buyers on average to 
search for a home in 2022?
A.  Five weeks
B.  Eight weeks 
C.  Ten weeks
D.  Twelve weeks

20.  In 2020 and 2021, the average home search 
time was                   weeks .
A.  Five weeks
B.  Eight weeks
C.  Ten weeks 
D.  Twelve weeks
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21.  Forty nine percent of buyers said they 
wanted help to: 
A.  Negotiate terms of sale
B.  Negotiate price
C.  Arrange financing
D.  Find a home

22.  In this form of lead generation, you are not 
talking to people.
A.  Active
B.  Alodial
C.  Passive
D.  Aggressive 

23.  Talking to someone at a store or a pharmacist 
is an example of                     lead generation. 
A.  Active
B.  Alodial
C.  Passive 
D.  Aggressive 

24.  You need tons of money and a fancy website 
in order to generate leads. 
A.  True
B.  False
C.  It helps
D.  None of the above

25.  It is important in the buyer consultation and 
listing consultation to ask why the client is 
moving.
A.  True
B.  False
C.  This is not a necessary question
D.  It doesn’t matter

26.  Why is it important to determine if the 
buyer is a cash buyer or getting financing? 
A.  It can make a transaction easier 
B.  We may have to work with a lender
C.  It makes offers less attractive for the 

seller
D.  A and B

27.  During a buyer consultation, it is a good  
idea to give the buyer a copy of the                        to 
review.
A.  Real estate rules and regulations
B.  Home inspection report
C.  Sales contract
D.  Your resume and designations 

28.  The duties that we owe to clients is known  
as                                            .
A.  OLD CAR
B.  NEW CORN 
C.  CORN CAR
D.  FRESH CAR

29.  This duty can be summarized as “if you see 
something, say something.” 
A.  Loyalty
B.  Disclosure
C.  Accountability
D.  Reasonable Care and Skill

30.  If a licensee is taken before the Real Estate 
Commission, this is a “add on charge.” 
A.  Loyalty
B.  Disclosure 
C.  Accountability
D.  Reasonable Care and Skill



IN REAL ESTATE Buyer and Seller Representation with Industry Trends  |      29

31.  This is a source where you can help 
determine if a property is in a flood plain 
or flood zone.
A.  RESPA
B.  TILA
C.  FEMA
D.  TRID

32.  When showing a home as a buyer agent. It is 
important to watch the buyer’s
A.  Cell phone
B.  Body language
C.  Steps
D.  Car

33.  When submitting an offer to a listing agent, 
it is important to 
A.  Make sure that the offer is fully 

completed
B.  Have it reviewed by a broker or mentor
C.  Call and text the listing agent to make 

sure it was received
D.  All of the above

34.  The Indiana Association of REALTORS 
has standard forms for
A.  Buyer Agency Contract
B.  Listing Contract/Exclusive Right to Sell
C.  Sales Contract
D.  All of the above

35.  After a seller signs a listing, you should
A.  Send flowers, gift card, or something to 

show appreciation
B.  Omit to put a sign up
C.  Offer a $10,000 bonus to a buyer agent
D.  Offer to make repairs to the seller’s 

property. 

36.  It isn’t important to know who the seller is, 
just take the word of the person that called 
to list a home. 
A.  True
B.  False
C.  Tax records are incorrect
D.  I need to call my broker

37.  You can verify who the seller of a property 
is by checking
A.  Tax records
B.  Deeds
C.  None of the above
D.  All of the above

38.  It is important to arrive                     for a 
listing appointment. 
A.  On time
B.  Early
C.  Early and wait in your car until  

time
D.  Arrive late and apologize profusely.

39.  The Indiana Real Estate Commission states 
that all advertising must include the name 
of                                      .
A.  The agent
B.  The broker company
C.  The team
D.  No one

40.  This is the most popular platform on the 
internet that agents use for leads
A.  Facebook
B.  LinkedIn
C.  Twitter
D.  TikTok
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Notes
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Thank you for choosing PDH Academy Real Estate to meet your continuing education needs!

We are a leading provider of real estate education.  You may be wondering “What’s the next 
step in getting my hours submitted to the Indiana Real Estate Commission?”

Here’s some important information for licensees completing their continuing education hours:

	 •	 	PDH Academy will report your continuing education hours to the Indiana Real Estate 
Commission.

	 •	 	Certificates of completion should be maintained for your records. 
The Indiana Real Estate Commission can request documentation of your continuing 
education house at any time.

	 •	 	For more information on renewing a real estate license in Indiana, please visit the 
Indiana Real Estate Commission’s website:    
https://www.in.gov/pla/professions/real-estate-home/

Also, don’t forget to complete your evaluation of the course(s).

We look forward to hearing from you!



35 | Buyer and Seller Representation                                                                     Indiana Real Estate 
 

Course Evaluation Form 

Buyer and Seller Representation with Industry Trends 

 

Name: _______________________________________________________________________________ 

 

Completion Date: ______________________________________________________________________ 

 

• On a scale of 1 to 5 (1 being low and 5 being high) rate your instructor on the following: 

Demonstrated knowledge 

of course content 
1    2    3    4    5 

Inspired interest in subject 

matter 
1    2    3    4    5 

Encouraged feedback on 

course content 
1    2    3    4    5 

Provided substantial 

resource material to support 

topic 

1    2    3    4    5 

Instructor’s support of 

student 
1    2    3    4    5 

 

• On a scale of 1 to 5 (1 being low and 5 being high) rate the content & materials on the following: 

 

Content was relevant; 

helped me to learn the 

subject matter 

1    2    3    4    5 

Supplementary course 

materials (case studies, 

articles, charts/graphs, etc.) 

were valuable 

1    2    3    4    5 

Review questions/final 

exam accurately measured 

what I learned 

1    2    3    4    5     

Content provided clear 

course objectives and 

expectations 

1    2    3    4    5 

 

continued on next page 
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Course Evaluation Form 

Buyer and Seller Representation with Industry Trends 

 

Name: _______________________________________________________________________________ 

 

Completion Date: ______________________________________________________________________ 

 

• On a scale of 1 to 5 (1 being low and 5 being high) rate the course delivery method on the 

following: 

Technology support 

needed/received while 

taking this course 

1    2    3    4    5 

Ease of use with course 

access, links, etc. 
1    2    3    4    5 

Satisfaction with the self-

paced structure 
1    2    3    4    5 

 

Please answer the following questions: 

How was the orientation session accomplished:  ___________________________________________ 

____________________________________________________________________________________ 

 

Who answered your questions regarding course content:  ___________________________________ 

____________________________________________________________________________________ 

 

Were they able to sufficiently help you?  If not, please explain: ______________________________ 

____________________________________________________________________________________ 

 

What suggestions do you have to improve this program: ____________________________________ 

____________________________________________________________________________________ 

 




