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The Residential Specialist and its readership have a unique 
relationship. As Certified Residential Specialists, our readers have 
demonstrated their expertise and commitment to education and 
ethical standards in the residential real estate industry. They are 
the top professionals who challenge the rest of the industry to 
keep up—and they rely on The Residential Specialist for informative 
articles and timely news and trends to help them stay on top. 

Published by the Council  

of Residential Specialists

J a nu a r y / Fe b r u a r y  2 0 0 8

Home 
TRENDS  

2008

NEW-HOME 
Opportunity

PROOF
POSITIVE

New Council 
President  Mike Selvaggio, 

CRS, brings a new 

spirit of optimism.

Reverse  
MORTGAGES 

101

Published by the Council  of Residential Specialists

M ay / June  2 0 0 8

Victoria Gore, CRS

INTERNATIONAL  Affairs
VIP  Clients 

MENTORING  Manual 

All the

Relocating Your Business

moves
Right



“I enjoy

“Kudos to
Our readers. Our market. Our way of 

conveying critical information. 
The Residential Specialist 

 The average CRS Designee:
Completes 26 real estate transactions 
per year.
Closes $4 million in annual sales. 
Earns $110,000 in individual annual 
income. 
Has been in the real estate business 
for 16 years.
Spends $1,000 per year on real 
estate-related hardware and software 
upgrades, books, magazines and 
newsletters.

“Your publication

“Satisfied completely

“Your publication is much superior to 
any other real estate publication I have 
encountered in the past — keep up the 
good work.”

—ELAD BUSHARI, CRS, BUSHARI GROUP REAL ESTATE, BOSTON

“Kudos to you and everyone who has 
played a part in this successful endeavor. 
You continue to raise the bar — I like that 
and look forward to seeing more of the 
same. Thanks!”

— JAMES J. TSIGHIS, CRS, REALTY EXECUTIVES  
SOUTHERN ARIZONA, TUCSON

“I enjoy the publication and look forward  
to receiving each issue. Keep up the  
good work.” 

—A.C. ROBBINS, CRS, PRUDENTIAL CAROLINAS  
REALTY, CHAPEL HILL, N.C.

“Satisfied completely with your efforts and 
worth to the trade! Thank you.”

—ED FRANKLIN, CRS, NEW DIRECTION  
REAL ESTATE, CHESAPEAKE, VA.
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M
any of the people who come to Ron Phipps, CRS, of Phipps Realty in Warwick, 
R.I., for help finding a home these days say they don’t want boxed-off spaces like 
living rooms and dining rooms. “People are looking for a lot less formal living,” 
Phipps says. “There’s a real desire to personalize these spaces.” 

But since most homes in the state are older, traditional colonials or ranches in which 
formal dining rooms and living rooms are standard, Phipps has had to be creative in sat-
isfying their needs. Where others REALTORS® might stand in the middle of a formal 
living room with a client and see only a formal living room, Phipps sees a home theater 
or a home office or even a library.

In the summer of 2006, when a couple he was representing balked at buying a house 
in large part because of its formal living space, Phipps seized on his knowledge that they 
were both avid readers and suggested turning the 24-foot by 13-foot living room into a 
library. They loved the idea and bought the house. Today, the room’s walls are lined with 
dark mahogany bookshelves, and “it exudes warmth,” he says.

Being aware of clients’ home preferences and staying on top of trends is one of a REAL-
TOR’S® most important jobs, and in today’s tough market it’s more critical than ever. 
Really knowing your buyers’ interests and lifestyle, as Phipps did, can spark an innovative 
idea that might lead to a sale. Being able to advise sellers knowledgeably on ways to make 
their house more attractive based on current trends can make the difference between a 
fast deal and a long, painful wait. 

Disappearing Act
When Phipps suggested his clients turn the formal living room into something else, he 
was in step with a major trend. Living rooms, it appears, are a dying breed. According to 
a recent National Association of Home Builders (NAHB) survey of architects, designers 
and other home experts on what they thought homes would look like eight years from 
now, 55 percent said that in average homes — about 2,300 square feet — living rooms 
will have vanished. In upscale homes — those averaging 4,000 square feet — 67 percent 
of the experts said that by 2015, living rooms would instead be functioning as a parlor, 
library or music room. 
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one-hit wonder
www.mysmallwonder.com
Similar to the Flip, RCA’s Small Wonder 
EZ201 camcorder is lightweight, fits in 
your pocket and allows you to create and 
delete videos with the touch of a button. 
Powered by two AA batteries — no 
need to charge — it features a 1.5-inch 
color flip-out display (so you can record 
yourself), a retractable USB connector 
and built-in software. A toggle switch lets 
you choose to shoot at higher resolution 
(30 minutes) or lower resolution (60 
minutes). It also has an expansion slot for 
SD/MMC memory cards to shoot more 
video — up to a total of five hours. 

 Prices start at $94.99

on the flip side
www.theflip.com
If small, cheap and cool is what you want, look no further than the Flip Ultra. 
This lightweight plug-and-play video camera, available in four colors, uses an 
internal flash drive and features built-in software that makes it easy to view 
and share videos instantly. Available in 1GB and 2GB versions (providing 30 and 
60 minutes of recording time, respectively), this little gem weighs 5 ounces, is 
powered by two AA batteries and features a 1.5-inch LCD screen, a hideaway 
USB connector and a built-in tripod mount.

 Prices start at $149.99

helping hand
www.sonystyle.com
Have more room in your pocket — 
and your pocketbook? Step up to the 
compact and versatile Sony DCR-HC62 
MiniDV Handycam camcorder, featuring 
a 2.7-inch LCD touch-panel swivel 
screen, 25x optical zoom, an on-screen 
usage guide and a built-in Memory Stick 
PRO media slot that makes it easy to 
share your images. Shoot color video in 
total darkness, broadcast live video and 
audio with USB streaming, or keep it 
simple by pressing the Easy Handycam 
button, which locks out most of the 
advanced features.

 $299.99

in the director’s chair

two for one
www.usa.canon.com
If you’re looking for something more, 
consider the Canon Vixia HV30, a high-
definition camcorder that doubles as a 
3.1-megapixel digital camera for still 
photos. It uses MiniDV cassette tapes 
and features a 2.7-inch widescreen 
LCD, a 10x optical zoom lens with three 
fixed-speed options, built-in flash, optical 
image stabilization, instant auto-focus 
and electronic lens cover. Although 
not quite pocket-sized, this handheld, 
weighing in at 1 pound, 5.4 ounces, 
also gives you the flexibility to shoot in 
standard definition.

 $999

If you’ve visited YouTube, you know that do-it-yourself 
video has become incredibly popular, but it can also 
be a useful tool for REALTORS®. A digital video cam-
era might be just the thing you need to make your 
property listings stand out. You can create video  
walk-throughs to post on your blog, or create your 
own virtual property tour rather than using an outside 
service. Whatever your needs or price range, there’s  
a digital video camera to fit the bill.
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E-mail marketing 
campaigns won’t 
be effective unless 
they deliver practical 
information your clients 
can use.

Effective e-mail marketing requires a personal touch.

By Elizabeth Thompson Beckley

cookie cutter crumbled

S
pam. Years ago that word 
might have conjured images 
of a canned meat product, but 
today most people picture their 
overcrowded e-mail inboxes and 

the accompanying feelings of frustration 
and aggravation. It turns out that spam 
isn’t just an annoyance — it has harmed the 
efficacy of e-mail in real estate marketing.

“Bulk-style, nonpersonalized e-mail 
has almost ruined effective e-mail 
communications,” says Brian Copeland, 
CRS, of Village Real Estate Services in 
Nashville, Tenn. “Just as the handwritten 
note has made its return, the personalized 
nonbulk e-mail written very specifically 
and personally is essential to surviving and 
growing business.”

In any kind of real estate market, 
marketing costs are among the largest 
expenses in a REALTORS® annual budget. 
In a down market especially, agents have to 
watch costs, and e-mail marketing is one 

way to keep those expenses under control. 
But using e-mail won’t be cost-effective — 
or effective at all — unless your messages 
deliver the practical information your clients 
and potential clients need. 

Great Expectations
It’s essential to communicate via e-mail, 
Copeland says, but the messages must be 
personalized. “I’m very casual in my e-mails,” 
he says. “My tone lets clients know they’re 
talking to a real person. When I cater to 
someone in Generation X or Generation Y, 
they don’t want business formal.”

You also have to respond quickly when 
working with e-mail, Copeland says, since 
clients expect a prompt response. “You 
will have to have your e-mail attached to 
a smartphone or have an assistant who 
follows up right away,” he says.

Customers seeking information via the 
Internet or e-mail often want to maintain 
some anonymity, Copeland suggests. “Let 

Technology | Streamlining your business
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