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Listing Landscape

Real estate brokerage companies are now faced with many challenges
related to the distribution, integration and use of their listings. This
challenge has been created by the increased appetite of many parties
to gain access and to display listings across many diverse channels of
distribution.

As the real estate brokerage industry has evolved and matured, it has
come to realize that of all its assets, the listing is one of the highest
valued assets owned today. Listings represent the true beginning of
the real estate transaction and they unquestionably represent the best
means for the listing broker and agent to secure buyer controlled sales
leads as well as to secure additional listings.

Many parties have and will continue to rush to the service of the listing
broker and agent with what seems now to be an unlimited array of
offers to aggregate, syndicate and integrate listing data. The current
landscape of these services is confusing and in many cases such
services overlap each other. Amid this chaos, we are hearing an
increasingly common industry question, “How did my listing get there
and why do they look that way?”

Listings are here, there and sometimes it just seems they are
everywhere. And all too often, none of this is being done with the
direct control or design of the listing broker or agent.

The permitted use of the listing data and display of its enhanced
content is the objective of effective listing asset management.
Understanding the rules, conditions and results of such display is no
longer optional — it is the key to directing scare advertising resources
and providing the consumer with extraordinary real estate marketing
services.

Today, the need in the real estate brokerage industry for focused, high
quality listing asset management has never been greater.

Listing Syndication

MLS Data Feeds

True syndication of a listing involves much more than sending raw MLS
data to a destination.



The challenge presented today to the real estate brokerage industry is
that MLS data and MLS photos (or the lack of MLS photos) currently
serve as the basis for the advertising of properties to consumers. The
MLS was never intended as a means to advertise listings to
consumers. It serves as a means to create and secure a collaborative
and cooperative sales environment for an agreed-upon revenue share.
The data used by the MLS to share with other members of the MLS is
meant to be a guideline for property searches and cooperative
transactions. Displaying MLS data to consumers could be compared to
selling appliances using the repair man’s schematic.

Too frequently today, MLS data feeds are being automatically
syndicated (sent) to destinations intended for consumer use and not
industry use. In the past, with the exception of Realtor.com, this was
never done. For display in newspapers and magazines, brokerage
companies used the raw MLS data combined with other rich content
and design elements to create and produce advertising content
intended for the consumer.

Just like print advertisement for listings requires the integration of MLS
data into a consumer-ready print ad, true listing asset management
today requires a consumer-ready online ad to be created before the
listing is syndicated online and exposed to the consumer. The listing
broker or agent needs to have the ability to enhance the raw MLS data
to create rich content in the way of listing headlines, advertising copy
and high quality photography.

Vendor Listing Feeds

Today, the majority of the listing broker’s and agent’s listings are
being syndicated by third-party companies. These companies include
newspapers, web site developers, franchisors and real estate magazine
publishers.

Such companies offer some level of syndication services for “free”
provided that they are compensated for some other related core
services such as; providers of MLS services, creating or hosting web
sites, aggregating MLS data or print advertising in newspapers or
magazines. The challenge for the listing broker and agent is to
properly select and to manage these widely diverse sources of varied
listing data syndication services.



It is not advised to secure listing syndication services from a vendor
that supplies some other service as their core offering. This can create
a conflict between the value of the core vendor service offering and
the listing syndication services. Any change in the bundled media
offering with such a vendor will likely terminate the “free” syndication
services being supplied by the vendor in the vendor’s bundled media
offering. In this case, the syndication services related to your listing
will likely be terminated as well.

Essentially, “syndication without taxation” is the objective here. If a
vendor is syndicating listings for “free” as a result of providing other
required services for a fee — listing broker and agent beware.

Another danger in the bundling of marketing services is the lack of
results reporting and analysis available from most existing media
companies, and the lack of objectivity from those media companies
that claim to provide any reporting at all. The best way to compare
and contrast your online and print marketing initiatives is to receive
your results in detailed analysis. Online advertising results should be
understood separate from print media results. Within online reporting
and analysis, brokers should be able to compare a broad array of
online marketing channels side-by-side. It is more important than ever
to understand the return on your different types of marketing
investments so that you can find the swiftly-changing balance between
spending money online and offline.

True listing asset management services should be secured from an
independent company that does not have a direct linkage to other
services supplied or third-party vendors related to some other
component of your business.

Svndication Controls

The listing broker and the agent are the contracted marketing
resources chosen and appointed by the seller. In that capacity, it is
imperative that they have the ability to control the ultimate
distribution and the content of the syndicated listing in the marketing
process.

This type of management should be put into place to reduce and
manage risk. The liability for the unapproved display of content or
misrepresentation of inaccurate listing information by a party not
represented by the listing broker or agent can be considerable.



Feeds that are sourced from newspaper or publisher databases are
often the most dangerous in terms of misrepresenting the listing. This
is because the data entered by agents and administrators into the
publishers’ systems are rarely kept up-to-date with new information,
price changes, and other enhancements. Services that source data
from the MLS system (under the directive and control of the broker)
are likely to offer the most accurate and complete representation of
your listing portfolio.

To assure that the content displayed for each listing is accurate,
complete, and to avoid such misrepresentation of the listing to the
consumer, it is advised to seek the services of a professional listing
asset management service company for your listing portfolio.

Data Integration

One of the hottest topics in the real estate brokerage industry today is
that of the integration of raw data into various tools used by the
industry in its role of marketing properties.

The frustration of the need to constantly perform the multiple entry of
listing data into related back office, transaction management,
marketing and other critical business tools and systems is a well-
known and widespread headache for brokers, administrators and
agents.

The ideal solution for this dilemma is the integration of the numerous
business tools selected and used by the brokerage to a common
database.

The same listing database that is used by the listing broker and agent
for listing management is the ideal source for listing data to populate
these disparate tools and systems. Making such linkage available
would result in a system that would eliminate multiple data entry,
keep product and vendor choices open and flexible for brokers, and
minimize or eliminate the cost of listing data integration.

True listing asset management services should provide such a linkage
between the listing broker’s and agent’s aggregated listing database
and a wide variety of popular industry solutions.



Point of Entry, Point of Purchase, Point of Results — Controlling
the shift from Offline to Online

The number of online real estate marketing companies is growing
quickly. Many of these sites offer valuable listing exposure
opportunities, though the value of these opportunites are ever
changing in today’s landscape. Most online marketing channels offer
numerous paid enhancement options that brokers can purchase to
increase visibility of their listings on their chosen channels. Keeping
up with numerous marketing channels, following the trends that
impact the positioning of these media channels, and tracking the
return on advertising expenditures could be a full-time job for the
brokerage.

Technology and services that centralize the necessary tools and
market intelligence for online advertising are critical to success in this
new digital marketplace. Real estate advertising in the offline world
has accounted for $11.6 billion annually in marketing expenditures.
Today we can see a demonstrated shift in consumer behavior toward
use of the Internet for real estate information, and brokers are
following by shifting their budgets to Internet-based advertising
opportunities. The advantage to this shift is that online marketing
channels can offer much better tracking and analysis which will lead to
better targeting of expenditures and a better return on investment for
brokers.

Most brokers would not disagree that an Internet marketing strategy is
necessary. The question is not “if” but “how.” How can a broker make
the most of the exciting new marketing outlets without spending
endless hours and staff resources researching the ever-changing
Internet landscape, managing data feeds, trial-and-error spending,
and wasting precious marketing dollars? The answer lies in securing a
third-party listing asset management service that gives the broker
control, efficiency, and “apples-to-apples” reporting and analysis.

Listings Management Services

There are many critical business criteria required for the selection of a
professional listing asset management services company.

These considerations will form the secure basis for the relationship
between the asset owner — the listing broker or agent — and the asset
management company.



These business criteria should include:

e Putting your company’s listing portfolio under the management
of an independent, third party full services listing asset manager

e Supporting technology around management of your listings that
is flexible enough to give marketing administrators and agents
appropriate functionality

e The ability to opt-out of all other unapproved sources of listing
portfolio distribution or use

e Secure full disclosure of all the terms and conditions of each
syndication source with opt-in or opt-out permissions

e A comprehensive means to enhance raw MLS listing data into
rich listing content required for consumer display

e Availability to leverage a “single-point-of-data distribution”, to
easily integrate listing data with “best of class” real estate
solution providers

e Access to a “single-point-of-results”, the ability to review the
results of all syndication efforts in a single location or dashboard

e Tools for the education of sellers regarding the value of Internet
marketing strategies as well as advertising results for individual
listings to provide to sellers

e Receiving results-based consulting advice, assistance in
translating the results of syndication into definitive action in
terms of future ad spends, immediate ad spend redirects and
understanding current consumer preference media shifts

For more information on ListHub, the listing asset management
company, please contact Celeste Starchild at 877.847.3394 x708.



