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Author

This survey and report were authored byGeater for REALTOR® Technology’s
Communications Associate, Ericka Luba. Ericka’skggound includes an emphasis in
Computing and Analytical Research obtained whiterating the University of Wisconsin-
Madison.

NAR'’s Center for REALTOR® Technology was established to provide technology leadership,
guidance, and assistance for NAR members; CRT nakakable informed industry insight,
research, and open-source applications throughigsion of implementation, advocacy and
information. Information about CRT is availablehép://www.realtor.org/crt

Ericka Luba
eluba@realtors.org

Introduction

The purpose of this survey is to better undersRIBALTOR® technology trends. CRT
distributed an online survey asking REALTORS® altbeir usage and opinions on such topics
as lead generation, client relations, mappingsiation management, security, etc. Through
this report CRT hopes to gain a better understgnoitNAR members’ opinions and needs as
well as to help the general public understand fhirions and needs of our members.

Please direct any questions or comments aboutitive\sto:

Keith Garner Ericka Luba

Managing Director, CRT Communications Associate
kgarner@realtors.org eluba@realtors.org
Methodology

The 2007 REALTOR® Technology Survey was conductethfFeb 28, 2007 to March 14,
2007. CRT distributed a survey link via email torethan 20,000 NAR members, including
agents and brokers, which generated 468 usablenssp. The survey results have a margin of
error of plus or minus 5%.

Method of Solicitation: Email

Demographic Selection Criteria: NAR member withaéidvemail address
Solicitations: 20,000+

Responses: 468



Executive Summary

Key topic areas that were looked at in the 2007 REAR® Technology Survey include:
technology sourcing, lead generation, third-pagdiresellers, maintaining relationships with
clients, comparative market analysis, mapping, Soamd contract software, transaction
management tools, and security.

Respondents were asked how much they spent ondiegynin 2006 and 54 percent of brokers,
sales agents, associate brokers, and managersaviemore than $1000 in 2006. When the
type of respondent was compared, the trend wasréieers to spend more on technology: half
spent $2001-3000 or more; managers spent $1001.&000re; half of associate brokers and
sales agents spent $501-1000 or more.

Eighty percent of sales agents and associate lwolter the value of the technology supplied by
their broker as being either extremely valuablsmmewhat valuable. Where as 12 percent rate
the value as being not very valuable or not atalliable.

Sales agents and associate brokers respondedy@®,&vhen asked if they wanted their broker
to expand the amount of technology that was offe@%13% of sales agents and associate
brokers responded no when asked.

The three most popular choices that are consideergt important” in generating leads are;
referrals, repeat business, and Internet. The thv@st popular choices that are considered “not
very important” in generating leads are: open hsuiieor time, and telemarketing. The most
popular Web sites where listings are displayedr#ALTOR.com, their own site, their broker
site, and their local MLS site. Each site has ntbhes 50 percent of respondents displaying their
listings on them.

Approximately two-thirds, of respondents have tlosvn real estate agent business Web site.
Where 75 percent of respondents spent $1000 oofebsilding their personal or company Web
site. Approximately five percent spent $5000 orenouilding their personal or company Web
site. Interestingly, a cross-tabulation was exa&uthito determine if the amount of sides per
respondent had any dependence upon how much watstspmiild a Web site, and no
dependence was found.

Sixty-four percent of respondents communicate wéhkt clients quarterly or more often.
The most popular primary tools to stay in touchhveittiveclients are phone calls and email.
Mailings and market updates are the most populargmy tools to stay in touch with former
clients.

Ninety-four percent include a CMA as part of tHating presentation. The majority is satisfied
overall with the CMA program furnished by their MLSill about 35 percent were either
somewhat dissatisfied or very dissatisfied. Thétalo personalize design was the number one
area that was deemed “needing to be improved tts. mo

Seventy-two percent of respondents utilized sormetinic mapping applications for business.
The most useful applications are driving directiand those that provide outlined maps of
neighborhoods and subdivisions.



Thirty-eight percent of respondents’ companies lawegitten security policy for staff, and 43
percent of respondents’ companies have a writteargg policy for clients and consumers.
About a third of respondents did not know if thes&s a written security policy for both staff or
clients and consumers.



Profile

We asked each Realtor® member who was questiokiéiaiat'is your role?” We included in our
survey the members whose roles are broker-ownesdliog), broker-owner (some selling),
associate broker, sales agent, manager (no seling)manager (some selling). There are five
broker-owners (no selling), 46 broker-owners (s@eléng), 82 associate brokers, 300 sales
agents, seven managers (no selling), and 13 manésgene selling) represented.

WHAT IS YOUR ROLE

MANAGER (SOME Ds%
SELLING)

MANAGER (NO DZ%
SELLING)

SALES AGENT 66%

ASSOCIATE BROKER |18%

BROKER-OWNER :I Lo
(SOME SELLING)

BROKER-OWNER (NO Dl%
SELLING)

0% 10% 20% 30% 40% 50% 60% 70%




The majority, 75 percent, of respondents have loeére real estate business for two or more
years.

HOW LONG HAVE YOU BEEN IN THE REAL ESTATE
BUSINESS?
40%
35% | 35%
30% ~
25% | 25%
20% +
15% 15%
15% -
10% | 10%
0% L T T
LESS 1TO2 2TO5 5TO 10 MORE
THAN ONE YEARS YEARS YEARS THAN 10
YEAR YEARS

Seventy-one percent of the respondents had betwreeand 20 sides per year.

WHAT IS YOUR APPROXIMATE NUMBER OF SIDES PER
YEAR?
50%
45% ~ 43%
40% -
35% -
30% - 2%
25% -
20% -
15% 1 -
10% 1 I
5% - A% > 3% 3%
o0 | [ | | B = I =
0 1TO10 11TO20 21TO30 31TO40 41TO50 51+




A full range of different size real estate comparaee represented. Having one to five agents in
the company was most common, at 27 percent. ltdmithat those who choose “0” for

number of agents may have not counted themselwkstars, could be included in the 1 to 5
group, but this cannot be known for sure.

HOW MANY AGENTS ARE IN YOUR COMPANY?

27%

25%

17%
7%
6% 6%
3% 3%
= l
T T T T T T T

1TO5 6TO10 11TO2526TO50 51TO 101TO 251TO 501TO 1001+
100 250 500 1000

6%
T
0




REGION 13

REGION 12

REGION 11

REGION 10

REGION 9

REGION 8

REGION 7

REGION 6

STATE BY NAR REGION

REGION 5

REGION 4

REGION 3

REGION 2

REGION 1

WHAT STATE DO YOU PRIMARILY DO BUSINESS IN?

13%

5%

11%

9%

4%

3%

9%

5%

12%

7%

5%

9%

6%

0% 2% 4% 6% 8% 10% 12%

14%

* States included in each region:

Region 1 (CT, MA, ME, NH, RI, VT)
Region 2 (NJ, NY, PA)

Region 3 (DE, DC, MD, VA, WV)
Region 4 (KY, NC, SC, TN)

Region 5 (AL, FL, GA, MS, VI, PR)
Region 6 (MI, OH)

Region 7 (IL, IN, WI)

Region 8 (IA, MN, NE, ND, SD)
Region 9 (AR, KS, MO, OK)
Region 10 (LA, TX)

Region 11 (AZ, CO, NV, NM, UT, WY)
Region 12 (AK, ID, MT, OR, WA)
Region 13 (CA, HI, Guam)




Technology Sourcing

Desktops are slightly more popular, 79 percent) thatebooks, 63 percent. Digital cameras are
popular; 92 percent of respondents use them. Tdreré2 percent of respondents that use cell
phones, with no email or Internet, and 28 percestaismartphone with wireless email and
Internet.

The most popular devices that respondents planrichpse in the following year are;
smartphone with wireless email and Internet, 3@t notebook computer, 27 percent; and
digital camera, 26 percent.

WHICH OF THE FOLLOWING DEVICES DO YOU USE FOR
BUSINESS

CELLULAR MODEM CARD | 9%
SMARTPHONE WITH WIRELESS EMAIL , |

INTERNET E.G., TREO/BLACKBERRY |
PDA (NO PHONE CAPABILITIES )| 19%

CELL PHONE (NO EMAIL, INTERNET) 72%

N

28%

NAVIGATION SYSTEM | 19%

GLOBAL POSITIONING SYSTEM (GPS) W/ |
NAVIGATION CAPABILITIES ‘

DIGITAL CAMERA 92%

12%

TABLET PC [[]5%

NOTEBOOK | 63%

DESKTOP ‘ ‘ ‘ ‘ ‘ ‘ ‘ | 79%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Respondents were able to choose multiple devices.
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WHICH OF THE FOLLOWING DEVICES DO YOU PLAN TO

PURCHASE OR REPLACE IN THE NEXT YEAR FOR BUSINESS

PURPOSES?

CELLULAR MODEM CARD

CELL PHONE (NO EMAIL, INTERNET)

8%

10%

NAVIGATION SYSTEM

] 129%

TABLET PC
SMARTPHONE WITH WIRELESS EMAIL, |

8%

] 30%

INTERNET
PDA (NO PHONE CAPIBILITIES) 4%

NOTEBOOK

] 27%

DESKTOP

] 12%

GLOBAL POSITIONING SYSTEM

] 11%

DIGITAL CAMERA

| 26%

0% 5%

10%  15%

20%

25%

30%

35%
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Ninety-seven percent of respondents primarily ugéradows operating system. The majority
of those users, 87 percent, use Windows XP. Thst papular Web browser is Internet
Explorer, 86 percent.

WHICH OPERATING SYSTEM DO YOU PRIMARILY USE?

MAC OS X

3%
WINDOWS 2000
WINDOWS VISTA 8%

2%

WINDOWS XP
87%

WHAT WEB BROWSER DO YOU PRIMARILY USE?

OTHER
AOL 405

0
MOZILLA FIREFOX 4%

6%

INTERNET EXPLORER
86%
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Forty-seven percent of sales agents and assoca@terb use a Microsoft product, such as
Outlook or Outlook Express, as their email cliemhe more popular Web based email clients
are Yahoo Mail, Hotmail, and Gmail.

WHAT IS YOUR PRIMARY EMAIL CLIENT?

[
OTHER | 150

AOL 9%

EARTHLINK 3%

OUTLOOK EXPRESS 17%

OUTLOOK 30%

YAHOO 16%

HOTMAIL 6%

GOOGLE/GMAIL 2%

0% 5% 10% 15% 20% 25% 30% 35%

Thunderbird, Lotus Notes, Entourage, Apple Mailj &udora were chosen by less than five
respondents, thus they are included in the “otheltimn.
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Respondents were asked how much they spent ondlegyrin 2006, and 54 percent of brokers,
sales agents, associate brokers, and managersiaviemore than $1000 in 2006.

HOW MUCH DID YOU SPEND ON TECHNOLOGY IN 200672

35%

30% 29%

25%
23%

20% A
16%
15% A
12%
10% A
8%
5%
5% 2% . 4%
(]
0% ,J T T T T T l

LESS $100-250 $250-500 $501-1000 $1001-2000 $2001-3000 $3001-5000 MORE
THAN $100 THAN
$5000
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When the type of respondent was compared, the tasdor brokers to spend more on
technology: half spent $2001-3000 or more; hakisgociate brokers and sales agents spent
$501-1000 or more; managers spent $1001-2000 ag.mor

HOW MUCH DID YOU SPEND ON TECHNOLOGY IN 200672
COMPARING BROKERS, ASSOCIATE BROKERS AND SALES
AGENTS, AND MANAGERS

0.35

0.30

0.25

0.20 T D BROKER-OWNER
B ASSOCIATE BROKER/SALES AGENT
0.15 || || M OMANAGER
0.10 — — —
0.05 — — —
0.00 -

LESS  $100- $250- $501- $1001- $2001- $3001- MORE
THAN 250 500 1000 2000 3000 5000 THAN
$100 $5000
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Eighty percent of sales agents and associate lsro&ts the value of their broker-supplied
technology as being either extremely valuable aneghat valuable. Where as 12 percent rate
the value as being not very valuable or not atalliable.

HOW VALUABLE DO YOU FEEL THE TECHNOLOGY
SUPPLIED BY YOUR BROKER IS?

46%

34%

10%

8%

2%

| —
EXTREMELY SOMEWHAT NOT VERY NOT AT ALL MY BROKER
VALUABLE VALUABLE VALUABLE VALUABLE DOES NOT
PROVIDE
TECHNOLOGY

Approximately sixty percent of associate brokerd sales agents do not pay a technology fee to
their broker.

WHAT IS THE MONTHLY TECHNOLOGY FEE PAID TO YOUR
BROKER?

70%

59.70%
60% b

50% 1
40% :
30% 1

20% b

9.40% 10.50%

10% b

6.50%
4.20%
|:| 3.10% ? 2.10% 2.10% 2.40%
0% BN (S I S [ ] ] ! —

NO FEE LESS $21-40 $41-60 $61-80  $81-100 $101-150 $151-200 MORE
THAN THAN
$20 $200
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Sales agents and associate brokers respondedyégfescent, when asked if they wanted their
broker to expand the amount of technology that efeesed. 35.3 percent of sales agents and
associate brokers responded no when asked.

DO YOU WANT YOUR BROKER TO EXPAND THE AMOUNT OF
TECHNOLOGY THEY OFFER YOU?

NO
35.30%

YES
64.70%

Sixty-nine percent of brokers, sales agents, aasobrokers, and managers rate the value of
their MLS system as being either an exceptionalevak reasonable value. Where as 20 percent
rate the value as being either fair or poor value.

HOW WOULD YOU RATE THE VALUE OF YOUR MLS SYSTEM
EOR THE PRICE YOU PAY?

49%

20%

13%

11%
. Li
T

EXCEPTIONAL REASONABLE NEUTRAL OR NO FAIR VALUE POOR VALUE
VALUE VALUE OPINION
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When brokers, sales agents, associate brokersnandgers where asked if they would want to
expand the technology and services offered by WM&, eighty-seven percent said yes.

DO YOU WANT YOUR MLS TO EXPAND THE TECHNOLOGY
AND SERVICE OFFERED?

87%

18



L ead Generation

The three most popular choices that are considgesgl important” in generating leads are;
referrals, repeat business, and internet. The tim@st popular choices that are considered “not
very important” in generating leads are; open hsuieor time, and telemarketing.

IMPORTANCE IN GENERATING YOUR LEAD
90%
80%
70% -
60% B NOT VERY IMPORTANT
50% B SOMEWHAT IMPORTANT
0 OIMPORTANT
40% - B VERY IMPORTANT
30% I I BN/A
20%
10% -
0% -
0 [9)] n [%2] L n =
g @ 4w s 2 2 2 U
a4 =z = D = o = 2] x
id % > O @ < W = I
L ) > = T ®) o v o =
b o = o > @) = < L Z
e [ e <\t L d 6 S = L
< 2 o w 9( T
w =2 (@) = - =
o su < i -
w o= s == <
o ouw Z
> = 0
: : :
> 14 w
z & o

19



Forty-two percent of respondents said that 25 peraeless of their business comes from
referral clients. Twenty-five percent of respontdesaid that 26-50 percent of their business
comes from referral clients. Eighteen percent #aadl 51-75 percent of their business comes
from referral clients and 15 percent said that @6-fiercent of their business comes from
referral clients.

WHAT PERCENTAGE OF YOUR BUSINESS IS FROM
REFERRAL CLIENTS?

45%

40% -

35% A

30% A

25%

20% A

15% +

10% A

5% A

0% -
0-25% 26-50% 51-75% 76-100%

PERCENTAGE OF BUSINESS FROM REFERRAL CLIENTS
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The most popular Web sites where listings are dysgd are REALTOR.com, their own site,
their broker site, and their local MLS site. Eatle has more than 50 percent of respondents
displaying their listings on them.

S LS P ST E
& & & O > L ENES
&O O$ \,\_‘0 «\O N4 év\’ \<)+ O$ QQ/ ,Dé Q) © 'e)
P &L P 9O Y o S
& K N FL ¢ & W Vv
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> $ S ¥ £
v’ 2 © &
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Approximately two-thirds of respondents have tloewn real estate agent/business Web site.

DO YOU HAVE A REAL ESTATE AGENT/BUSINESS WEB SITE?

22



Respondents who have a Web site, 24 percent, katkedrtheir Web site before 2000. When we
looked at individual years starting with 2001, theas been an increase each year, up until 2006.
This data does not necessarily mean that therewlasp in those starting Web sites in 2001,
because we did not ask for information from indixatlyears from 2000 or before.

WHEN DID YOU FIRST CREATE AND OPERATE A WEBSITE?

2007 | 7%

2006 20%

2005 | 14%

2004 | 119

2003 | 99

2002 | 99

2001 6%

2000 OR BEFORE 24%

0% 5% 10% 15% 20% 25% 30%
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Seventy-six percent of respondents do not requinswumers to register before granting access to
listing information on their Web site.

DO CONSUMERS HAVE TO REGISTER TO ACCESS LISTING
INFORMATION ON YOUR WEB SITE?

YES 24%

NO 76%

24



Approximately seventy-five percent of respondepens $1000 or less on building their
personal or company Web site. Approximately fieegent spent $5000 or more building their
personal or company Web site.

HOW MUCH DID YOU SPEND TO BUILD YOUR PERSONAL
(OR, FOR BROKERS, YOUR COMPANY) WEB SITE?

35%

30%

25%

20%

15%

10%

5%

pm [

0 % T T T T T

$0-100 $101-500 $501-1000 $1001-2000 $2001-5000  $5001- $10,000+
10,000

Interestingly, a cross-tabulation was examinedetemine if the amount of sides per respondent
had any dependence upon how much was spent todWdb site and no dependence was
found.
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Just over half of respondents, 55 percent, spessitiean $500 annually on their Web site.

Twenty-four percent spend $1001 or more on theib\8ite annually.

35%

30%

25%

20%

15%

10%

5%

0%

HOW MUCH DO YOU SPEND ANNUALLY ON YOUR

WEBSITE?

$0-100 $101-500 $501-1000 $1001-2000 $2001-5000

$5001+
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Almost all of those with a Web site, 93 percentéhbisting search capabilities on their Web site.

DO YOU HAVE LISTING SEARCH CAPABILITIES ON YOUR
WEB SITE?

YES
93%
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The majority of respondents, 79 percent, are nidfged with the amount of web leads they

receive.

ARE YOU SATISFIED WITH THE AMOUNT OF WEB LEADS

YOU RECEIVE?

YES 21%

NO 79%
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Third-Party Lead Resellers

REALTOR.com is considered the most useful realtedtéeb site with which respondents are
familiar. Most respondents are not familiar witle following Web sites; propsmart.com,
realestate.com, redfin.com, and trulia.com.

WITH AND, IF FAMILIAR, HOW USEFUL Y PERCEIVE
THEM:

OUSEFUL
= BNOT USEFUL
ONOT FAMILIAR WITH

OOQ c§ » OO® o&\ c§ & OOQ OOQ
Q/. % & N &Q/. \é. \v. $ . Q_.
& \/0 @?‘ <& Q? Q_O O \’/\
& W S G & &y s
Q < N &
& & & &
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Thirty-one percent of respondents who have pagteigp with lead resellers were either very

satisfied or satisfied, and 69 percent were egbenewhat dissatisfied or very dissatisfied.

HOW SATISFIED ARE YOU WITH THE RESULTS OF
PARTICIPATING WITH LEAD RESELLERS?

45%

VERY SATISFIED SATISFIED SOMEWHAT VERY DISSATISFIED
DISSATISFIED

DO YOU CURRENTLY PARTICIPATE IN ANY OF THE LEAD
GENERATION PROGRAMS WHERE YOU PAY FOR THE

LEADS?

YES, 13%

NO, 87%
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Twenty-four of the 55 respondents who participatel@ad generation programs have received
11 or more leads per month on average.

HOW MANY LEADS HAVE YOU RECEIVED PER MONTH ON
AVERAGE?

30

25

20

15

10

. W M

0 1TO 10 11 TO 25 26 TO 50 51 TO 100
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Thirty of the 55 respondents who participated adigeneration programs had one or more sales
per year.

HOW MANY SALES PER YEAR HAVE RESULTED FROM
THESE LEADS?

30

25

20
15 ~
10 -
5 -
0% = l 0

1TO3 4TOG6 7TO 10 MORE THAN DON'T KNOW
10
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Maintaining Relationships With Clients

Sixty-four percent of respondents communicate wébkt clients quarterly or more often.

40%
35%
30%
25%
20%
15%
10%

5%

0%

HOW OFTEN DO YOU COMMUNICATE WITH YOUR PAST

CLIENTS?
i 24%
i 16%
= 13%
| 6%
| 1% 2%
_— —
& ¢ ¢ ¢ A A A
al & & & & <& &
S v v v & & &
S & & o
S
O
&
@9
¥
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The most popular tools to stay in touch with actilrents are phone calls and email. The most
popular primary tools to stay in touch with fornofients are mailings and market updates.

WHAT IS THE PRIMARY TOOL YOU USE TO STAY IN TOUCH
WITH YOUR ACTIVE CLIENTS?

60%

50% - 47.90%
40% - 39.30%
30% -
20% -
10% - 8.40%
0% | I : _ | I
MEETING PHONE EMAIL REGULAR FAX OTHER
CALLS MAIL

WHAT IS THE PRIMARY TOOL YOU USE TO STAY IN TOUCH
WITH YOUR FORMER CLIENTS?

40% 38%
35% -
30% -
25% - 24%
20% -
16%
15% A 13%
10% -
6%
5% -
% 2%
0% I — : : : . : -_
PHONE CALLS EMAIL FAX ELECTRONIC MAILINGS MARKET MEETINGS
NEWSLETTERS UPDATES

We included blog, web site, and podcasts in thefishoices, but they were not selected by any
respondent.
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60%

WHAT IS YOUR OVERALL SATISFACTION WITH YOUR
EFFORTS TO STAY IN TOUCH WITH FORMER CLIENTS?

50% -

40% -

30% -

20% ~

10% -

0% -

49%

VERY SATISFIED SATISFIED SOMEWHAT VERY DISSATISFIED
DISSATISFIED
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Comparative Market Analysis (CMA)

Responses to the questions asked about CMAs wailarsio previous years. Ninety-four

percent include a CMA as part of their listing gnestion. The majorities is satisfied overall

with the CMA program furnished by their MLS; stibout 35 percent were either somewhat
dissatisfied or very dissatisfied. The abilityp@rsonalize design was again the number one area
that was deemed “needing to be improved the most.”

DO YOU INCLUDE A CMA AS PART OF YOUR LISTING
PRESENTATION?

NO 6%

YES 94%

WHAT IS YOUR OVERALL SATISFACTION WITH THE CMA
PROGRAM FURNISHED BY YOUR MLS?

60.0%

50.0% - 48.3%

40.0% ~

30.0% ~
26.0%

20.0% +
15.2%

10.0% -

1.8%

VERY SATISFIED SATISFIED SOMEWHAT VERY NOT FURNISHED
DISSATISFIED  DISSATISFIED

0.0% -
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CHOOSE THE AREA OF CMA TOOLS THAT NEEDS TO BE
IMPROVED THE MOST:

35%

31%
30% -
25% -
20%

20% -

15% - 14% 13%

10% - 8%
0/
4"/ GA 5%
5% - 0
O% B T T

F

L L o,_u n %) 0 o [
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Mapping

Mapping applications are utilized by 72 percenthaise asked, those who do use mapping
applications for business-related purposes 20 pertdized them 11 or more times per week.
The most useful applications are driving directiand those that provide outlined maps of
neighborhoods and subdivisions.

HOW OFTEN DO YOU USE MAPPING APPLICATIONS PER
WEEK (SUCH AS GOOGLE MAPS, MAPQUEST, ETC.) FOR
BUSINESS-RELATED PURPOSES?

60%

50%

40%

30%

20%

10%

o0 L] e [

0 1TO5 6TO10 11TO15 16TO20 20TO25 25+
TIMES USED PER WEEK
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IF YOU USE MAPPING IN YOUR MLS, WHICH MAPPING
ELEMENTS DO YOU FIND USEFUL? CHECK ALL THAT
APPLY.

DON'T USE MAPPING

DRIVING DIRECTIONS

DAYS ON MARKET MAP SHADING
PRICE PER SQUARE FEET MAP SHADIN(
BUILDING SKETCH

LAND USE/ZONING

PARKS

PLACES OF WORSHIP

SCHOOLS

BUSINESSES

HOUSE NUMBERS

FLOOD ZONE

PLOT DIMENSIONS

PLOT OUTLINES

AERIAL/SATELLITE PHOTOGRAPHY!
OUTLINED MAPS OF NEIGHBORHOODS ANR____ [ [ [ [ [ |

SUBDIVISIONS ] ] !
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

WHAT MAPPING APPLICATION DO YOU PRIMARILY USE?

60% 57%
50% -
40% -
30% -
20% - 18%
10% - 8% %
. - l
3%
1%
0% - ‘ - ‘ | -
MAPQUEST MICROSOFT GOOGLE YAHOO NONE GOOGLE OTHER

MAPPOINT MAPS MAPS EARTH
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Forms and Contract Software

Seventy-six percent of respondents use 20 or lessndents to complete a transaction in their
market. Seventeen percent require 21-40 documientspercent require 41-60 documents, and
three percent require more than 61 documents.

APPROXIMATELY HOW MANY DOCUMENTS ARE REQUIRED
TO COMPLETE A TRANSACTION IN YOUR MARKET?

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

1TO 10 11 TO 20 21 TO 40 41 TO 60 61+
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More than half of respondents, 59 percent, usenaatied forms management software.

NO 41%

YES 59%

More than half, fifty-two percent, have to manuahter MLS and contact data.

DOES MLS AND CONTACT DATA LOAD AUTOMA TICALLY
INTO YOUR FORMS/CONTRACT MANAGEMENT SOFTWARE?

60%

52%

50%

40% -

30% -

20% -

17%

12%
10%

- .
0% v
MLS DATA ONLY CONTACT DATA BOTH MLS AND NO, THEY HAVE  DON'T KNOW

ONLY CONTACT DATA TO BE ENTERED
MANUALLY

9%




HOW SATISFIED ARE YOU WITH YOUR FORMS/CONTRACT
MANAGEMENT SOFTWARE?

60%

50%

40%

30%

20%

10% ~

0% -

VERY SATISFIED SATISFIED SOMEWHAT VERY DISSATISFIED
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Among respondents who are very satisfied with tfeeins/contract management software there
was very little difference in how the MLS and caritdata is loaded. Those who are somewhat
dissatisfied or very dissatisfied have to enter\t&S and contact data manually.

SATISFACTION WITH FORMS/CONTRACT MANAGEMENT
SOFTWARE COMPARED WITH HOW MLS AND CONTACT
DATA IS LOADED

80
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ENO, THEY HAVE TO BE ENTERED
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TRANSACTION MANAGEMENT

Twenty-three percent of respondents use a tramsagtanagement system.

DO YOU USF A TRANSACTION MANAGEMENT SYSTEM?

YES 23%

NO 77%
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A transaction coordinator enters and manages @imsaction information for 26 percent of the
respondents, and the agent enters and manageddiraation for 43 percent of the respondents.

WHO ENTERS AND MANAGES THE TRANSACTION
INFORMATION?
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Sixty-nine percent of those respondents who aremwoéntly participating in an automated
transaction management system are interested pinterested in participating.

HOW INTERESTED ARE YOU IN PARTICIPATING IN AN
AUTOMATED TRANSACTION MANAGEMENT SYSTEM?

OTHER h

NOT INTERESTED

INTERESTED

VERY INTERESTED
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Eighty-one percent of respondents are either gadisir very satisfied with their transaction
management system.

HOW SATISFIED ARE YOU WITH YOUR TRANSACTION
MANAGEMENT SYSTEM?

VERY DISSATISFIED i

SOMEWHAT
DISSATISFIED

VERY SATISFIED

0% 10% 20% 30% 40% 50% 60%
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More then half of respondents use hardcopy docwsn8iitpercent, and email records, 61

percent.

WHICH OF THE FOLLOWING TECHNOLOGIES DO YOU USE

TO DOCUMENT YOUR REAL ESTATE TRANSACTIONS?

OTHER ||

HANDWRITTEN NOTEBOOK

HARDCOPY DOCUMENTS

EMAIL RECORDS

VOICE TO EMAIL

FAX TO DIGITAL DOCUMENTS

TRANSACTION MANAGEMENT SOFTWARE

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100

%
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Security

Twenty-two percent of respondents have been inguaxeed by a virus or spyware, or have

been “hacked” in the last year. Interestinglyp2tcent did not know if they had been.

HAVE YOU OR YOUR COMPANY BEEN INCONVENIENCED BY
A VIRUS OR SPYWARE, OR BEEN “HACKED” IN THE LAST YE AR?

DON'T KNOW 21% YES 22%

NO 58%
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The most common incidents were service interrupdioa to security breach, 50 percent, and
unauthorized computer access, 37 percent.

WHAT WAS THE NATURE OF THE INCIDENT OR INCIDENTS?

WEB SITE DEFACED

SERVICE INTERRUPTION DUE TO SECURITY
BREACH

PERSONAL IDENTITY THEFT

SCREEN SCRAPING OF LISTINGS

UNAUTHORIZED DATA USE

REPURPOSING OF MLS INFORMATION

UNAUTHORIZED INFORMATION USE |

UNAUTHORIZED COMPUTER ACCESS
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{DUDU 1

50



Thirty-eight percent of respondents’ companies laweitten security policy for staff, and 43
percent of respondents’ companies have a writteargg policy for clients and consumers.
About a third of respondents did not know if thes@s a written security policy for both staff or
clients and consumers.

DO YOU OR YOUR COMPANY HAVE A WRITTEN SECURITY
POLICY FOR STAFE?

DON'T KNOW 35%
YES 38%

NO 27%

DO YOU OR YOUR COMPANY HAVE A WRITTEN PRIVACY
POLICY FOR YOUR CLIENT NSUMERS?

DON'T KNOW 30%

YES 43%

NO 26%
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Most respondents, more than percent, use antisofigiare and anti-spyware for their
computers regularly, at least monthly.

DO YOU CHECK FOR AND/OR INSTALL ANTIVIRUS
SOFTWARE FOR YOUR COMPUTER REGULARLY (AT LEAST

MONTHLY)?

DON'T KNOW 4%
NO 13%

YES 82%

DO YOU CHECK FOR AND/OR INSTALL ANTI- SPYWARE FOR
YOUR COMPUTER REGULARLY (AT LEAST MONTHLY)?

DON'T KNOW 4%

NO 16%

YES 80%
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