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Introduction 

The NATIONAL ASSOCIATION OF REALTORS
®
 (NAR) Association Executive and 

Leadership Development Department together with Aon Consulting surveyed local REALTOR
®
 

association executives.  

 

The NAR/Aon team helped develop questions while Aon conducted the online survey, analyzed 

results and prepared this summary report to ensure anonymity of respondents. The survey was 

conducted between December 2006 and February 2007.  

 

In total, 363 of the 1,442 local associations participated in the survey, representing 25% of total 

membership and all 13 regions. This report summarizes results. It is a new design, intended to 

help users have more information presented in an easier-to-interpret format using bar charts and 

tables to quantify responses. We have sorted findings by six regions and four sizes representing 

the number of members served by the responding associations. Where the results are meaningful, 

we have separated findings by region, by membership size or both. This will help you in 

comparing yourself to other associations in your region or of similar size. Note that some tables 

or charts may intentionally exceed 100% due to multiple answers received to the question. For a 

complete listing of tables and charts, see the Data Index in the Appendix at the back of the 

report. 

 

Responses by Region  
NAR has 13 regions. 

However, to simplify 

organization of survey 

data, this findings report 

has consolidated the 13 

regions into six smaller 

regions, as identified in 

Exhibit A.  

 

Although some regions 

have only a few 

respondents, the attempt 

to separate survey results 

for some questions into 

these six survey regions 

rather than the 13 NAR 

regions will provide you 

with some guidance in 

managing and 

administering your 

association.  

Exhibit A 
Classification of Associations by Regions 

NAR 
Region Association locations 

%of 
respondents 

I 
Á Connecticut 
Á Maine 

Á New Hampshire 
Á Rhode Island 

Á Vermont 

20% II Á New Jersey Á New York Á Pennsylvania 

III 
Á Delaware 
Á DC 

Á Maryland  
Á Virginia 

Á W. Virginia 

IV 
Á Kentucky 
Á N. Carolina 

Á S. Carolina  Á Tennessee 

18% 
V 

Á Alabama 
Á Florida 

Á Georgia 
Á Mississippi 

 

VI Á Michigan Á Ohio  

29% 

VII Á Illinois Á Indiana Á Wisconsin 

VIII 
Á Iowa 
Á Minnesota 

Á Nebraska 
Á N. Dakota 

Á S. Dakota 

IX 
Á Arkansas 
Á Kansas 

Á Missouri Á Oklahoma 

X Á Louisiana Á Texas  8% 

XI 
Á Arizona 
Á Colorado 

Á Nevada  
Á New Mexico 

Á Utah 
Á Wyoming 

16% 
XII 

Á Alaska 
Á Idaho 

Á Montana 
Á Oregon 

Á Washington 

XIII Á California Á Guam Á Hawaii 9% 
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Responses by Membership Size 
As we have done in the past, member 

population is grouped into four categories, 

(see Exhibit B).  

Å The average association represents 

1,733 members, a number that is 

weighted by the large number of 

associations with fewer than 2,500 

members.  

Å The median number of members for 

all surveyed associations is 500. 
 

About 85% of the local associations serve 

a population of 2,500 or fewer people. Exhibit C shows the number of members served 

by the associations in each region.  
 

Exhibit C 
Number of Respondents by Membership Size 

Region 
Small 

(fewer than 500) 
Medium 

(500 ð 2,500) 
Large 

(2,501 ð 5,000) 
Mega 

(5,001+) 

I-III 20 37 10 6 

IV-V 27 25 4 10 

VI-IX 64 33 4 5 

X 17 6 1 1 

XI-XII 37 14 2 5 

XIII 15 14 1 5 

Total 180 129 22 32 

 

Exhibit D shows a breakdown of the population size for each region and by category of 

population size. 
 

Exhibit D 
Percentage of Respondents by Population Served 

Region 
More than 
3 million 

1 million to            
3 million 

500,001 to 
999,999 

100,001 to 
500,00 

50,001 to 
100,000 

50,000 or 
fewer 

I-III 3% 10% 18% 27% 19% 23% 

IV-V 3% 4% 11% 29% 29% 24% 

VI-IX 2% 3% 6% 30% 22% 37% 

X 0% 4% 4% 36% 32% 24% 

XI-XII 3% 7% 3% 14% 21% 52% 

XIII 3% 6% 3% 31% 23% 34% 

By Membership Size 

Small 0% 0% 1% 11% 27% 61% 

Medium 0% 4% 8% 56% 25% 7% 

Large 5% 9% 50% 27% 9% 0% 

Mega 25% 41% 22 3% 6% 3% 

Exhibit B 
Responses by Membership Size 

Category 
Number of members 

served by the 
association 

Percentage of 
respondents 

Small Fewer than 500 Members 50% 

Medium 500 ï 2,500 Members 36% 

Large 2,501 ï 5,000 Members 6% 

Mega 5,001+  members 8% 
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Executive Summary  
The survey is separated into eight sections. Key findings from each section are summarized 

below. (The numbers in parenthesis refer to the exhibit in the appropriate section.)   
 

Section 1: Local Association Profile 
Á More than half of the respondents are structured as 501(c)6 nonprofit entities. The others are 

combination nonprofit and for-profit structures with a few organized as for-profit only 

Although one quarter operate for-profit subsidiaries, they are more prevalent among the 

largest members. More than half operate a not-for profit group, such as a charity (1.1-1.11). 
Á The majority manage their operations through a board, most typically with between 11 and 

15 members, and several operating committees (1.12-1.15). 
Á The average respondent has six full-time and one part-time employee on staff, although the 

larger organizations have up to 57 full-time and 14 part-time employees (1.3-1.4). 
Á Most local associations have developed and maintain business plans, updating them most 

typically on an annual basis and most seeking help from a consultant (1.16-1.21) 
Á The average 2006 fiscal year total amount budgeted for income exceeded $1.1 million with 

responses ranging between $2,100 and over $18 million. The average amount respondents 

budgeted for 2006 fiscal year expenses was $1.0 million with responses ranging between 

$2,800 and $17 million (1.22-1.24). 
  
Section 2: Broker Management Services 
Á About one third of the respondents offer broker services in addition to MLS access and 

about a quarter have dedicated at least one staff member to manage their broker services 

(2.1-2.2). Providing news, training and legal resources are most common. However, nearly 

half sponsor broker communication materials, such as newsletters, and some work with 

their brokers to create customizable communication materials for them (2.3-2.10).  
Á Outreach services, such as office visits, forums, a dedicated Website and surveys are 

commonly offered. These include model office policies, sample client letters, customized 

market statistics and other tools to help brokers manage their businesses (2.11-2.14). 
 

Section 3: Education Services 
Á Over half of the respondents include education services to brokers, owners, managers and 

assistance managers in their membership fees. Most education services qualify for 

continued education (CE) credits. Most common education services are professional 

standards, board services, technology training, antitrust and contracts. (3.1-3.9).  

Á Those who provide educational services typically have one full-time instructor on staff, 

although those with very large memberships have up to six instructors (3.21-3.24). 

Á Although virtually all respondents can deliver education services online, face-to-face 

classroom meetings are more common. (3.7-3.9). 

Á The majority also provide educational programs leading to nationally recognized 

designations, such as ABR, CRS, e-PRO and AHWD (3.11-12). 

Á New agent training is most commonly offered on a regular, ongoing basis. Ethics is 

typically included, although many also offer the program separately (3.14-3.18). 

Á Communications through newsletters, calls to actions, information brochures and direct-

mail are provided in addition to administrative communication such as billings and meeting 

agendas and minutes. About half also provide communication services in support of public 

awareness and sponsor various public causes, including fundraising activities (3.24-3.26).  
Á Virtually all respondents also include some legal services in their membership fees (3.27). 
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Section 4: MLS Governance and Usage 
Á The most common method for managing the MLS is through a governing body, such as a 

committee, although other methods are also used (4.1-4.8). 

Á Fewer than half have developed and maintain a business plan for their MLS (4.9-4.14). 

Á About one quarter operate their MLS as a separate business entity through a dedicated staff 

and a separate budget (4.15-4.16). 

Á Just over half have VOW policies with about one-third of the respondents complying with 

NAR operating policies (4.17-4.21). 

Á The majority require users to be association members and sign copyright agreements. With 

or without agreements, virtually all associations fine members who abuse usage (4.22-4.29, 

4.40-4.41). 

Á A few have or are currently consolidating their MLSs with others and just under half 

maintain reciprocal agreements with other associations to share listings (4.33-4.37). 

Á Very few respondents require buyer registry to access their MLS (4.42-4.43). 

Á Most offer a range of services through their MLSs including published (4.44-4.46).  

Á The average MLS fee charged to members was $40 to the principal broker plus $32 per 

subscriber, per month. Only a few respondents share fees with participants (4.47-4.54). 

 

Section 5: MLS Technology 
Á The majority of associations provide customized search formats for MLS participants and 

third party vendors (5.1-5.3).  

Á Fewer than half operate IDX sites, with the majority automatically requiring members to 

participate unless they opt out. Most monitor their Websites for compliance (5.5-5.12). 

Á Of those with a RETS interface, almost half were ñvery satisfiedò and the remaining were 

ñsomewhat satisfiedò with it (5.13-5.15). 

Á Nearly three quarters operate MLS support hotlines and one-third offer a technology help 

line. The majority also offer MLS training either through the association or a regional MLS 

operating unit (5.16-5.22). 

Á Only about one quarter of the responding associations have disaster recovery plans and only 

a few have implemented data security systems (5.23-5.27). 

 

Section 6: Electronic Keybox and Lockbox Systems 
Á About three quarters of the respondents operate an electronic keybox system, most 

commonly through the association or their MLS operating unit (6.1-6.4). 

Á Just over half allow affiliate members to access their lockbox systems and have reciprocal 

arrangements with other associations (6.5-6.10). 

 

Section 7: Services for Commercial Real Estate Members 
Á Most respondents have some members engaged in commercial real estate business (7.1-7.2). 

Á Only a few charge additional fees or dues to commercial real estate members, most 

typically for commercial real estate services, such as commercial real estate education 

programs, special publications and, in a few cases, separate Websites (7.3-7.13) 

 

Section 8: Services for International Real Estate Members  
Á Less than one quarter are involved in international real estate with the average member 

generating 8% of business through international services. A few have international business 

plans and committees or council to manage the international business (8.1-8.4). 

Á Services include specialized Websites and publications (8.5-8.9).  
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Section 1:  Profile of Local Associations 

 

Governance:  Type of governance that best describes local associations is shown in 

Exhibits 1.1 and 1.2.  

 

Key Finding: Just over half, 56%, of the local associations are structured to be governed 

by 501(c)6 regulations. Exhibit 1.2 separates this finding by region and membership size.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 1.2 
 Type of Governance by Region and by Membership Size 

Region 
Nonprofit 
501(c)6 

Nonprofit 501(c)6 
with some for-
profit services 

For profit 

I-III 65% 23% 12% 

IV-V 54% 35% 11% 

VI-IX 56% 29% 15% 

X 44% 36% 20% 

XI-XII 66% 24% 10% 

XIII 34% 29% 37% 

By Membership Size 

Small 61% 23% 16% 

Medium 55% 31% 14% 

Large 45% 41% 14% 

Mega 41% 44% 15% 

 

0% 50% 100%

For profit

Nonprofit 501(c)6 w ith some for-

profit services

Nonprofit 501(c)6

Percentage of Respondents

Exhibit 1.1: Type of Governance 

Total Respondents: 363 
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Staffing: The average number of full-time (or equivalent) and part-time (or half-position) 

employees on staff are summarized in Exhibit 1.3. 

 

Key Findings: 

P Virtually all associations have both 

full -time and some part-time 

employees on staff, with the survey 

average showing six employees per 

association.  

P The responses ranged between 1 ï 57 

full -time employees and 0 ï 14 for 

part-time employees. Note that 45% 

of the respondents did not have any part-time employees. Exhibit 1.3 shows the average per 

respondent.  

P Exhibit 1.4 shows the average number on staff by membership size.  

 

 

Exhibit 1.4  
Average Staffing Size By Membership Size 

Membership Size 
Average Number on Staff 

Full-time Part-time 

Small 1 1 

Medium 4 1 

Large 10 1 

Mega 24 2 

 

 

For-profit Subsidiaries:  

Respondents that have for-profit 

subsidiaries are shown in Exhibit 

1.5. 

 

Key Findings: 

P About one quarter of the 

respondents, 26%, have a for-

profit subsidiary.  

P However, as shown in Exhibit 

1.6, the local associations with 

larger memberships are more 

likely to operate for-profit subsidiaries. 

P The 250 respondents who indicated that they operate for-profit subsidiaries were asked to 

specify the types of business.  Of these, 65 (26%) named one subsidiary, typically an MLS 

business. Another seven respondents (11% of the 250) listed additional for-profit business. 

These included a REALTOR
® 

store, a land-enterprise company, business publications 

Exhibit 1.3 
Average Staffing Size 

Staff Members Average 

Full-time or equivalent employees on staff 6 

Part-time or half-position employees on staff 1 

Note: All 363 participants responded. MLS staff was excluded unless 
they operated as a committee for the association or unless the MLS 
was wholly owned by the association. 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 1.5: Respondents with For-profit Subsidiaries 

Total Respondents: 250 
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business, product development company, a real estate school and a land referral business. Of 

other respondent that listed three businesses (see Exhibit 1.7).  

 

Exhibit 1.6  
Respondents with For-profit Subsidiaries by Region and 

Membership Size 

Region Yes No 

I-III 10% 90% 

IV-V 18% 82% 

VI-IX 11% 89% 

X 25% 75% 

XI-XII 45% 55% 

XIII 28% 72% 

By Membership Size 

Small 11% 89% 

Medium 32% 68% 

Large 53% 47% 

Mega 54% 46% 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
Not-for-profit Subsidiaries:  

Respondents with nonprofit or not-for-

profit subsidiaries or foundations are 

shown in Exhibit 1.8.  
 

Key Findings: 

P Nearly one-fourth of responding 

local associations have nonprofit or 

not-for-profit subsidiaries or 

foundations (see Exhibit 1.8).  

0% 50% 100% 150%

For-profit subsidiary

#3

For-profit subsidiary

#2

For-profit subsidiary

#1

Percentage of Respondents

Exhibit 1.7: Number of For-profit Subsidiaries 

Total Respondents: 65 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 1.8: Number of Not-for-profit Subsidiaries 

Total Respondents: 247 
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P Region XIII, which includes California, has the largest percentage, 33%, of 

respondents that operate nonprofit or for-profit subsidiaries or foundations. (see 

Exhibit 1.9). 

P Nearly two thirds of the respondents with the largest membership size (mega) operate 

nonprofit or not-for-profit subsidiaries or foundations (see Exhibit 1.9).  

P Exhibit 1.10 shows that the most common nonprofit or not-for-profit or foundation is 

a charity. However, just under 50% operate education groups structured as not-for-

profit. Exhibit 1.11 shows this data by region. 

 

Exhibit 1.9 
Respondents with Nonprofit or Not-for-profit Subsidiaries or 

Foundations by Region and Membership Size 

Region Yes No 

I-III 23% 77% 

IV-V 23% 77% 

VI-IX 18% 82% 

X 22% 78% 

XI-XII 19% 81% 

XIII 33% 67% 

By Membership Size 

Small 7% 93% 

Medium 26% 74% 

Large 27% 73% 

Mega 62% 38% 

 

 

 

 

 

 

 

 

 

 

 

 

 

0% 50% 100%

Other

Disaster relief

Education

Charitable

Percentage of Respondents

Exhibit 1.10: Types of Nonprofit or Not-for-profit Subsidiaries or 
Foundations 

Total Respondents: 57 
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Exhibit 1.11 
Types of Not-for-profit Subsidiaries by Region 

Region Charitable Education Disaster relief Other 

I-III 82% 27% 9% 9% 

IV-V 73% 55% 9% 9% 

VI-IX 80% 27% 0% 20% 

X 0% 100% 0% 0% 

XI-XII 44% 67% 0% 11% 

XIII 71% 57% 14% 14% 

 
Directors:  Exhibit 1.12 shows the number of board directors for all respondents. 

 

Key Finding: 

P The largest group of respondents, 

44%, have between 11 and 15 

directors on their Board (see 

Exhibit 1.12).  

P Exhibit 1.13 shows the 

percentage of directors on board 

for respondents by region and 

membership size. Not 

surprisingly, the larger the 

membership, the more directors 

on the associationsô board. 

 

 

Exhibit 1.13 
Number of Directors on the Board  
by Region and Membership Size 

Region 
More than 

20 
16-20 11-15 6-10 5 or fewer 

I-III 17% 14% 42% 25% 2% 

IV-V 4% 28% 40% 28% 0% 

VI-IX 1% 19% 46% 23% 11% 

X 5% 26% 53% 16% 0% 

XI-XII 10% 13% 36% 31% 10% 

XIII 0% 14% 52% 33% 0% 

By Membership Size 

Small 1% 4% 35% 48% 12% 

Medium 6% 28% 56% 10% 0% 

Large 27% 47% 26% 0% 0% 

Mega 21% 33% 42% 4% 0% 

 

0% 10% 20% 30% 40% 50%

5 or few er

6-10

11-15

16-20

More than 20

Percentage of Respondents

Exhibit 1.12: Number of Directors on the Board 

Total Respondents: 254 
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Executive Committees:  

Respondents with executive 

committees are shown in Exhibit 

1.14. 

 

Key Finding: 

P Approximately two-thirds of local 

associations have an executive 

committee (see Exhibit 1.15).  

P Exhibit 1.15 shows the percentage 

of respondents with executive 

committees by region and membership size.  

 

 

 

 

Exhibit 1.15 
Respondents with an Executive Committee 

by Region and Membership Size 

Region Yes No 

I-III 75% 25% 

IV-V 53% 47% 

VI-IX 73% 27% 

X 74% 26% 

XI-XII 62% 38% 

XIII 71% 29% 

By Membership Size 

Small 62% 38% 

Medium 60% 30% 

Large 87% 13% 

Mega 79% 21% 

0% 50% 100%

Yes

No

Percentage of Respondents

Total Respondents: 251 

 

Exhibit 1.14: Respondents with Executive Committees 
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Business/Strategic Plans:  

Respondents with business or 

strategic plans are shown in Exhibit 

1.16. 

 

Key Findings: 

P Nearly three-quarters of the 

respondents, 71%, have business 

or strategic plans (see Exhibit 

1.16). Exhibit 1.17 shows the 

percentage of respondents with 

business or strategic plans by region and membership size.  

P Of those who have a business or strategic plan, about half, 48%, update their plans 

every year. (see Exhibit 1.18). Exhibit 1.19 shows the frequency with which they 

update plans by region and membership size. 

P Approximately two-thirds of the respondents use an outside consultant or facilitator 

to help develop and maintain their plan (see Exhibit 1.20). Exhibit 1.21 separates the 

respondents who use outside consultants by region and meumbership size. 

 

 

 

Exhibit 1.17 
Respondents with Business or Strategic Plans 

by Region and Membership Size 

Region Yes No 

I-III 77% 23% 

IV-V 77% 23% 

VI-IX 63% 37% 

X 79% 21% 

XI-XII 69% 31% 

XIII 71% 29% 

By Membership Size 

Small 50% 50% 

Medium 86% 14% 

Large 79% 21% 

Mega 100% 0% 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 1.16: Respondents with Business or Strategic Plans 

Total Respondents: 253 
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Exhibit 1.19 
Frequency of Strategic Plan Updates 

by Region and Membership Size 

Region 
More than 
five years 

Every four to 
five years 

Every two to 
three years 

Each year 
Have not 

updated it yet 

I-III 3% 13% 29% 42% 13% 

IV-V 0% 5% 25% 67% 3% 

VI-IX 4% 11% 39% 41% 5% 

X 0% 0% 40% 60% 0% 

XI-XII 6% 10% 37% 37% 10% 

XIII 0% 13% 20% 54% 13% 

By Membership Size 

Small 3% 10% 39% 35% 13% 

Medium 3% 10% 30% 51% 6% 

Large 0% 0% 38% 54% 8% 

Mega 0% 12% 21% 67% 0% 

 

 

 

 

 

 

 

 

0% 10% 20% 30% 40% 50%

Have not updated it yet

Each year

Every tw o to three years

Every four to f ive years

More than five years

Percentage of Respondents

Exhibit 1.18: Frequency of Strategic Plan Updates 

Total Respondents: 188 
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Exhibit 1.21 
Respondents that Use Consultants to Update Strategic Plans 

by Region and Membership Size 

Region Often Sometimes Never 

I-III 36% 33% 31% 

IV-V 39% 31% 30% 

VI-IX 33% 27% 40% 

X 44% 25% 31% 

XI-XII 34% 28% 38% 

XIII 20% 33% 47% 

By Membership Size 

Small 15% 22% 63% 

Medium 39% 36% 25% 

Large 43% 43% 14% 

Mega 67% 21% 12% 

 

0% 10% 20% 30% 40% 50%

Often

Sometimes

No

Percentage of Respondents

Total Respondents: 193 

 

Exhibit 1.20: Respondents that Use Consultants to Update 
Strategic Plans 
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Budgets: The average income and expense budgets for the 2006 fiscal year are shown 

in Exhibits 1.22 and 1.23 with an additional data available in 1.22-A and 1.22-B. The 

average budgets for both income and expense by region and by membership size are 

shown in Exhibit 1.24. 

 

Exhibit 1.22 
Income Budget for 2006 Fiscal Year 

 Dues income MLS income 
All other  

(non-dues income) 
Total income 

Range $759-$8.8 million $125-$9.1 million $200-$8.3 million $2,100-$18.4 million 

Average  $348,229 $677,294 $352,061 $1,111,619 

 

Notes on Income 

Á Dues income: Of the 209 responses, the annual amounts budgeted for dues income ranged 

from $759 from an association with fewer than 20 members to $8,792,600 from an 

association with more than 27,000 members.  

Á MLS income: Of the 139 responses, the annual amounts budgeted for MLS income ranged 

from $125 from an association with fewer than 25 members to over $9 million from an 

association with more than 8,700 members and total income budget of over $18 million.  

Á Non-dues income: Of the 175 responses, the annual amounts budgeted for MLS income 

ranged from $200 from an association with 100 members to over $8 million from an 

association with more than 8,700 members.  

Á Total income: Of the 211 responses, the annual total incomes ranged from a low of $2,100 

to over $18 million. 

 

Exhibit 1.22-A 
Range of Responses for Income Budgets for 2006 Fiscal Year 

 
Less than  
$250,000 

$250,000 - 
$500,000 

$500,000 to $1 
million 

More than  
$1 million 

Dues income 61% 20% 11% 8% 

MLS income 52% 15% 16% 17% 

Non-dues income 67% 17% 8% 8% 

Total income 36% 18% 17% 29% 
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Exhibit 1.23 
Average Expense Budget for 2006 Fiscal Year 

 
Expenses 

excluding staff 
and overhead 

Staff 
expenses and 

benefits 

MLS  
expenses 

Overhead 
expenses 

Total 
Expenses 

Range $633-$6.4 million 
$125-$3.2 

million 
$3,306-$8.1 

million 
$1,500-$4.0 

million 
$2,800- $17.0 

million 

Average  $369,634 $288,099 $325,060 $155,810 $1,033,615 

 

Notes on Expenses 

Á Expenses excluding staff and overhead: Of the 165 responses, the annual amounts 

budgeted for expenses excluding staff and overhead ranged from $633 from an association 

with fewer than 50 members to $6.4 million from an association with nearly 14,000 

members.  

Á Staff expenses and benefits: Of the 167 responses, the annual amounts budgeted for staff 

expenses and benefits ranged from $600 from an association with fewer than 20 members 

and one part-time employee to $3.2 million from an association with more than 27,000 

members with over 70 employees of which over half work with the MLS.  

Á MLS expenses: Of the 108 responses, the annual amounts budgeted for MLS expenses 

ranged from $3,306 from an association with fewer than 20 members and one part-time 

employee managing MLS operations to over $8 million from an association with more than 

8,000 members and an annual MLS income budget in excess of $9 million.  

Á Overhead expenses: Of the 129 responses, the annual amounts budgeted for overhead 

expense ranged from a low of $1,500 to over $4 million for an association with over 27,000 

members. 

Á Total expenses: Of the 187 responses, the annual amounts budgeted for total expenses 

ranged from $2,800 to over $17 million. 

 

Exhibit 1.23-A 
Range of Responses for Income Budgets for 2006 Fiscal Year 

 
Less than  
$250,000 

$250,000 - 
$500,000 

$500,000 to $1 
million 

More than  
$1 million 

Expenses excluding 
staff and overhead 

68% 14% 10% 8% 

Staff expenses and 
benefits 

68% 19% 9% 4% 

MLS expenses 65% 14% 13% 8% 

Overhead expenses 84% 11% 3% 2% 

Total expenses 35% 21% 19% 25% 

 
Note: For both the income and expense budgets, respondents were encouraged to include their budgets for MLS only if 
their MLS was operated by an association committee or if the association wholly owned the MLS. For the expense budget, 
overhead is defined as all on-going operating expenses of the association necessary for it to function; including salaries, 
benefits, rents, utilities, insurance, etc. 



National Association of REALTORS® 

2007-2008 Membership Survey Findings Summary 
FOR MEMBERS ONLY 

15 

 

Exhibit 1.24 
Average Budgets for 2006 Fiscal Year 

by Region and Membership Size 

Region Income Expense 

I-III $665,660 $729,233 

IV-V $1,904,119 $1,458,767 

VI-IX $674,592 $562,540 

X $882,738 $837,956 

XI-XII $674,592 $562,540 

XIII $838,281 $720,859 

By Membership Size 

Small $161,620 $192,906 

Medium $871,821 $735,996 

Large $2,340,611 $2,385,036 

Mega $5,536,627 $5,207,508 
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Section 2:  Broker Management Services 

Over one third of the respondents, 35%, offer various services to brokers, some of which are 

included in membership fees (not tabulated). This section explores the types of services offered 

by the associations to the brokers.  

 

Associations that Offer Broker Services: Less than one fourth of the responding 

associations have dedicated staff to providing broker services (see Exhibit 2.1).  

 

Key Finding:  

P For the 23% of the local associations that have dedicated staff members to oversee 

broker services, the staff 

size averages two per 

respondent (not 

tabulated).  

P Exhibit 2.2 shows the 

percentage of 

respondents with staff 

dedicated to providing 

broker services by region 

and membership size. 

P Responses ranged 

between 0 and 35, with a 

median number of one employee 

among the 247 respondents with staff dedicated to broker services. 

 

 

Exhibit 2.2 
Respondents with Staff Dedicated  

to Providing Broker Services 
by Region and Membership Size 

Region Yes No 

I-III 35% 65% 

IV-V 28% 72% 

VI-IX 17% 83% 

X 5% 95% 

XI-XII 28% 72% 

XIII 14% 86% 

By Membership Size 

Small 18% 82% 

Medium 16% 84% 

Large 43% 57% 

Mega 58% 42% 

 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 2.1: Respondents with Staff Dedicated to Providing 
Broker Services 

Total Respondents: 247 
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Types of Services that Associations Offer Brokers: Exhibits 2.3 

through 2.10 provide information on the services that responding associations provide 

their broker members. 
 

Key Findings: 

P Of those who offer services to brokers, 73%, is to provide news, 53%, offer 

specialized training programs and 51% offer legal information or resources (see 

Exhibit 2.3). These responses are separated by region in Exhibit 2.4. 

P Fewer than half, 42%, of the 

responding local 

associations have created 

communication materials 

for member brokers and 

managers only (see Exhibit 

2.5). Exhibit 2.6 shows 

these results by region and 

membership size. 

P Of those that have created 

communication materials 

for brokers, no single 

delivery method stands out 

as most common. Rather, 

it appears that local associations tend to use a combination of online, print and email 

(see Exhibits 2.7 and 2.8). Only a handful of respondents communicate through 

Listservs. 

P A few, 15%, offer customizable marketing and informational materials that members 

can use to promote their businesses (see Exhibit 2.9 and 2.10). 

 

Exhibit 2.4 
Types of Services that Associations Offer to Brokers by Region 

Region News 
Specialized 

training 
programs 

Legal 
information 
or resources 

Market data 
or analysis 

Other 

I-III 69% 72% 62% 41% 14% 

IV-V 82% 52% 44% 59% 19% 

VI-IX 64% 44% 50% 44% 28% 

X 88% 38% 75% 63% 13% 

XI-XII 83% 56% 44% 44% 11% 

XIII 63% 38% 25% 38% 63% 

 

0% 20% 40% 60% 80% 100%

Other

Market data or analysis

Legal information or resources

Specialized training programs

New s

Percentage of Respondents

Exhibit 2.3: Types of Services that Associations Offer to Brokers 

Total Respondents: 126 
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Exhibit 2.6 
Respondents with Communications Designed 

for Brokers and Managers  
by Region and Membership Size 

Region Yes No 

I-III 55% 45% 

IV-V 46% 54% 

VI-IX 34% 66% 

X 35% 65% 

XI-XII 37% 63% 

XIII 55% 45% 

By Membership Size 

Small 29% 71% 

Medium 46% 54% 

Large 64% 36% 

Mega 70% 30% 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 2.5: Respondents with Communications Designed for 
Brokers and Managers 

Total Respondents: 240 

 

0% 50% 100%

Other

Listservs

Push electronic or targeted email

Print/hardcopy

Online

Percentage of Respondents

Exhibit 2.7: Methods for Communicating with Brokers 

Total Respondents: 227 
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Exhibit 2.8 
Methods for Communicating with Brokers and Managers by Region 

Region Online Print/hardcopy 
Push electronic or 

targeted email 
Listservs Other 

I-III 73% 80% 83% 15% 23% 

IV-V 81% 63% 54% 9% 12% 

VI-IX 71% 67% 60% 11% 24% 

X 67% 47% 73% 13% 13% 

XI-XII 77% 62% 49% 8% 33% 

XIII 70% 55% 60% 15% 25% 

 

. 

 

Exhibit 2.10 
Respondents that Provide Customizable  

Marketing Materials to Brokers 
by Region and Membership Size 

Region Yes No 

I-III 24% 76% 

IV-V 9% 91% 

VI-IX 16% 84% 

X 11% 90% 

XI-XII 18% 82% 

XIII 10% 90% 

By Membership Size 

Small 13% 87% 

Medium 14% 86% 

Large 7% 93% 

Mega 33% 67% 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 2.9: Respondents that Provide Customizable Marketing 

Materials to Brokers 

Total Respondents: 243 
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Outreach Services: Local associations offer members various services to help manage their 

businesses. Exhibits 2.11 through 2.14 show the most common services available through 

responding associations. 

 

Key Findings: 

P Exhibit 2.11 lists 

numerous services 

offered. For 

example, 76% visit 

their membersô 

offices, while 52% 

sponsor forums and 

37% conduct 

surveys to collect 

information that can 

help members in 

managing their 

businesses. Exhibit 

2.12 lists these 

services by regions. 

P Some local associations provide resources to their members to help them manage their 

businesses. For example, 63% have model office or firm policies that members can adapt for 

their needs. Others share business statistics or conduct post-transaction surveys of customers 

(see Exhibit 2.13). Exhibit 2.14 lists these services by region. 

 

 

Exhibit 2.12 
Types of Services Offered by Local Associations by Region 

Region 
Office 
visits 

Forums 
Dedicated 
Website 

Dedicated 
fax line 

Surveys 
Focus 
groups 

Dedicated 
phone 
line 

Dedicated 
concierge 
services 

Other 

I-III 67% 56% 33% 31% 36% 44% 22% 0% 8% 

IV-V 82% 56% 44% 44% 28% 26% 31% 3% 10% 

VI-IX 79% 43% 55% 36% 43% 32% 30% 2% 18% 

X 92% 39% 46% 46% 46% 39% 31% 8% 8% 

XI-XII 72% 48% 41% 31% 28% 41% 28% 3% 17% 

XIII 60% 80% 67% 53% 47% 20% 53% 7% 7% 

 

 

 

 

 

 

 

 

0% 20% 40% 60% 80% 100%

Other

Dedicated concierge services

Dedicated phone line

Focus groups

Surveys

Dedicated fax line

Dedicated w ebsite

Forums

Office visits

Percentage of Respondents

Exhibit 2.11: Types of Services Offered by Local Associations 

Total Respondents: 188 
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Exhibit 2.14 
Business Tools that Associations Make Available by Region 

Region 
Model 

office/firm 
policies 

Customized 
market 

statistics 

Sample client 
letters 

Post 
transaction 
customer 
surveys 

Other 

I-III 67% 60% 7% 0% 7% 

IV-V 65% 57% 9% 4% 17% 

VI-IX 70% 43% 7% 0% 17% 

X 75% 0% 25% 25% 25% 

XI-XII 43% 29% 21% 7% 43% 

XIII 40% 60% 20% 0% 0% 

 

0% 20% 40% 60% 80% 100%

Other

Post transaction customer surveys

Sample client letters

Customized market statistics

Model off ice/firm policies

Percentage of Respondents

Exhibit 2.13: Business Tools that Associations Make Available 

Total Respondents: 91 
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Section 3: Education Services 

Over half of the responding associations, 58%, offer education services to obtain and maintain 

licensing, help real estate professionals understand the basics about business, learn about real 

estate issues or to advance their skills (not tabulated). According to survey results, the 

educational programs include a variety of services and ethics training, as well as new member 

orientation programs.  

 

The average local association generates less than 10% of their revenue from their training 

programs (see Exhibit 3.1). However, it represents a service that adds significant value to what 

the associations bring to their communities by providing consistency in professionalism and 

ethics. 

Region 

Exhibit 3.1 
Average Percentage of Respondentsõ Gross 
Revenue from Education Services for Fiscal 
Year 2006 by Region and Membership Size 

I-III 9% 

IV-V 6% 

VI-IX 3% 

X 3% 

XI-XII 12% 

XIII 12% 

By Membership Size 

Small 4% 

Medium 7% 

Large 8% 

Mega 8% 

 

Continuing Education (CE) Credits:  Respondents that offer courses with (CE) credits. 

 

Key Findings: 

P Nearly all respondents, 91%, offer 

training programs that provide 

members with CE credits (see 

Exhibit 3.2). Exhibit 3.3 shows the 

percentage of respondents that offer 

couses by region and by 

membership size. 

P Most local associations offer fewer 

than 10 CE courses per year (see 

Exhibit 3.4), although respondents 

with over 2,500 (large and mega) 

members tend to offer more CE courses per year (see Exhibit 3.5).  

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 3.2: Respondents that Offer Continuing Education Credits 

Total Respondents: 239 
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Exhibit 3.3 
Respondents that Offer Continuing Education Credits 

by Region and Membership Size 

Region Yes  No 

I-III 88% 12% 

IV-V 98% 2% 

VI-IX 88% 12% 

X 100% 0% 

XI-XII 95% 5% 

XIII 81% 19% 

By Membership Size 

Small 85% 15% 

Medium 96% 4% 

Large 100% 0% 

Mega 96% 4% 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 3.5 
Number of Continuing Education Courses Offered in a Typical Year 

by Region and Membership Size 

Region 
More 

than 50 
41-50 31-40 21-30 10-20 

Fewer 
than 10 

I-III 32% 8% 5% 14% 19% 22% 
IV-V 18% 5% 7% 7% 34% 29% 
VI-IX 10% 3% 8% 7% 21% 51% 

X 5% 0% 5% 11% 26% 53% 
XI-XII 16% 2% 3% 18% 32% 29% 
XIII 11% 0% 6% 0% 28% 55% 

By Membership Size 

Small 0% 1% 2% 4% 24% 69% 
Medium 15% 6% 9% 14% 33% 23% 
Large 54% 0% 0% 23% 23% 0% 
Mega 65% 4% 9% 9% 9% 4% 

0% 10% 20% 30% 40% 50%

Few er than 10

10-20

21-30

31-40

41-50

More than 50

Percentage of Respondents

Exhibit 3.4: Number of Continuing Education Courses Offered in 
a Typical Year 

Total Respondents: 227 
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Educational Programs Offered:  Exhibit 3.6 summarizes the educational programs that local 

associations make available to their members.  

 

 

Exhibit 3.6 
Types of Educational Programs Offered by Respondents 

Type of Educational Programs % offering program 

Professional standards (209) 94% 

Board services (200) 91% 

Antitrust (200) 90% 

Technology training (205) 90% 

Contracts (204) 89% 

Risk management (196) 87% 

New agent training (194) 84% 

Cultural diversity (171) 76% 

Public policy issues (162) 70% 

State licensing regulation (155) 67% 

Sales training (157) 66% 

Market orientation (local sales statistics, local 
market developments, etc.) (150) 

53% 

Property management (146) 50% 

Appraisal (146) 50% 

Pre-license training (173) 50% 

Real estate assistant training (142) 47% 

Foreign languages (131) 16% 

Note: The number in parenthesis refers to the number who provided a response for the choice 
in answering the question. 



National Association of REALTORS® 

2007-2008 Membership Survey Findings Summary 
FOR MEMBERS ONLY 

27 

Online Train ing: All respondents indicated they offer some online training in support of 

continuing education courses. However, in-person classroom classess remain prevalent. 

 

Key Findings:  

P All local associations offer online training for continuing education and about 20% offer 

online training to support prelicensing of salespeople and brokers (see Exhibit 3.7). 

P Exhibit 3.8 shows the percentage of responding local associations that offer continuing 

education training courses for certification and for salesperson and broker prelicensing by 

region. 

P Although many local associations may have the technological capabilities to offer online 

training, the primary method for conducting education sessions is through face-to-face 

classroom-style meetings. In addition, some training or educational programs lend 

themselves to online training and others benefit from the personal interactions available only  

in a classroom setting. For example, 24% of the respondents noted that public policy issues 

education is primarily conducted online (see Exhibit 3.9). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 3.8 
Use of Online Education for Continuing Education  

and Licensing Programs by Region 

Region 
Continuing 
education 

Salesperson and 
broker prelicense 

I-III 100% 67% 

IV-V 100% 18% 

VI-IX 100% 30% 

X 100% 0% 

XI-XII 100% 15% 

XIII 100% 0% 

 

 

0% 20% 40% 60% 80% 100% 120%

Salesperson and

broker prelicense

Continuing

education

Percentage of Respondents

Exhibit 3.7: Use of Online Education for Continuing 
Education and Licensing Programs 
 

Total Respondents: 58 
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Exhibit 3.9 
Whether Respondents Offer Educational Programs Primarily in Classroom Settings  

or Online and Whether in Other Languages Besides English 

Educational Programs 
% offering 
program 

 How primarily conducted 
Offered in other 

languages 

Classroom Online In English only 

Professional standards (209) 94% 78% 22% 99% 

Board services (200) 91% 87% 13% 100% 

Antitrust (200) 90% 87% 13% 100% 

Technology training (205) 90% 81% 19% 100% 

Contracts (204) 89% 88% 12% 99% 

Risk management (196) 87% 88% 12% 99% 

New agent training (194) 84% 89% 11% 99% 

Cultural diversity (171) 76% 94% 6% 98% 

Public policy issues (162) 70% 76% 24% 99% 

State licensing regulation (155) 67% 81% 19% 99% 

Sales training (157) 66% 89% 11% 99% 

Market orientation (local sales 
statistics, local market 
developments, etc.) (150) 

53% 77% 23% 100% 

Property management (146) 50% 80% 20% 100% 

Appraisal (146) 50% 82% 18% 100% 

Pre-license training (173) 50% 72% 28% 99% 

Real estate assistant training 
(142) 

47% 88% 12% 100% 

Foreign languages (131) 16% 100% 0% 98% 

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the question. 
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0% 10% 20% 30% 40% 50%

On a regular

basis

On an as-needed

basis

No

Percentage of Respondents

Total Respondents: 228 

 

Exhibit 3.10 Respondents that Offer Educational Programs 
Leading to Nationally Recognized Designations 

Nationally Recognized Designations:  The majority of local associations offer 

educational programs that lead to a nationally recognized designation (see Exhibit 3.10). 

 

Key Finding: 43% of the local 

associations offer educational 

programs on a regular basis 

(see Exhibit 3.10). The 

associations with 2,500 or 

more members (large and 

mega) more often offer 

educational programs that lead 

to national recognized 

designations (Exhibit 3.11).  

 

 

 

 

 

Exhibit 3.11 
Respondents that Offer Educational Programs Leading  

to Nationally Recognized Designations 
by Region and Membership Size 

Region % offering program 
Regularly offer 

programs 
Offer programs on an 

as-needed basis 

I-III 80% 62% 38% 

IV-V 46% 71% 29% 

VI-IX 71% 73% 27% 

X 33% 67% 33% 

XI-XII 54% 77% 23% 

XIII 72% 63% 37% 

By Membership Size 

Small 86% 66% 34% 

Medium 70% 72% 28% 

Large 92% 82% 18% 

Mega 86% 86% 14% 
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Nationally Recognized Designation:  Exhibit 3.12 shows how frequently the associations that 

offer educational programs leading to accreditation hold training sessions during a typical year. 

(The number in parenthesis refers to the number of respondents who responded.) 

 

Exhibit 3.12 
Number of Times Educational Programs Leading  

to a Nationally Recognized Designation Offered in a Typical Year 
Most Commonly Offered Programs1 

Educational Program  
% 

offering 
program 

Number of Times  
Offered During a Typical Year 

1-2 3-4 
5 or 
more 

GRI - Graduate REALTOR® Institute (130) 83% 57% 21% 22%2 

ABR - Accredited Buyer Representative (124) 79% 79% 18% 3% 

e-PRO (107) 79% 66% 21% 13% 

CRS - Certified Residential Specialist (116) 72% 78% 15% 7% 

AHWD ï At Home with Diversity (93) 53% 92% 8% 0% 

CIPS - Certified International Property Specialist (84) 26% 92% 4% 4% 

CCIM - Certified Commercial Investment Member (85) 26% 79% 13% 8% 

CRB - Certified Real Estate Brokerage Manager (86) 25% 95% 5% 0% 

ABRM - Accredited Buyer Representative Manager (81) 25% 67% 28% 5% 

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the question. 
1.Offered by 25% or more of the respondents. 
2. 11% offer the program 5-6 times a year; 5% offer it 7-8 times a year; 5% offer it 9-12 times a year; 1% more than 12.
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Training Eligibility:  Exhibit 3.13 shows the local association members and staff members 

who are eligible for specialized training programs. 

 

Key Finding: About 80% of 

brokers/owners are eligible for 

specialized training programs. In 

comparison about 40% of office 

support staff and even fewer 

personal assistants are eligible for 

training programs (see Exhibit 

3.13). Exhibit 3.14 shows these 

findings by region. 

 

 

 

 

 

Exhibit 3.14 
Staff Members Eligible for Specialized Training Programs by Region 

Region Brokers/owners 
Managers or 

assistant 
managers 

Office 
support 

staff 

Personal 
assistants 

Other 

I-III 83% 74% 30% 39% 17% 

IV-V 79% 58% 68% 63% 11% 

VI-IX 73% 32% 46% 27% 27% 

X 80% 60% 60% 60% 0% 

XI-XII 69% 46% 39% 15% 23% 

XIII 80% 100% 60% 60% 20% 

 

New Member Orientation:  Most local associations offer orientation programs for new 

members. Exhibit 3.15 shows how frequently the respondents offer the new member orientation. 

 

Key Findings: 

P Most local associations, 89%, offer 

orientation programs to new 

members on a regular basis 

compared to an as-needed basis (see 

Exhibit 3.15). This information is 

shown by region and membership 

size in Exhibit 3.16. 

P The most common topics covered 

(i.e., 75% or more of respondents) 

are board resources and services, 

ethics, RPAC, fair housing, antitrust, 

MLS and government affairs (see 

Exhibit 3.17).  

0% 20% 40% 60% 80% 100%

Other

Personal assistants

Office support staff

Managers or assistant managers

Brokers/ow ners

Percentage of Respondents

Exhibit 3.13: Staff Members Eligible for Specialized Training 
Programs 

Total Respondents: 87 

 

0% 50% 100%

On an as-

needed basis

On a regular
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Exhibit 3.15: Frequency Local Associations Offer New Member 

Orientation 

Total Respondents: 186 
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P All  respondents that offer new member training do so in a traditional classroom 

setting, with a few offering an online option (see Exhibit 3.18).  

 

Exhibit 3.16 
Frequency Local Associations Offer New Member Orientation 

by Region and Membership Size 

Region On a regular basis On an as-needed basis 

I-III 89% 11% 
IV-V 95% 5% 
VI-IX 84% 16% 

X 93% 7% 
XI-XII 84% 16% 
XIII 94% 6% 

By Membership Size 

Small 66% 34% 
Medium 99% 1% 
Large 100% 0% 
Mega 96% 4% 
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Exhibit 3.17: Topics Covered in New Member Orientation Programs 

0% 50% 100%

Online

Classroom

Percentage of Respondents

Exhibit 3.18: How Associations Offer New Member Orientation 
Programs 

Total Respondents: 191 
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Ethics Training:  Ethics training is 

a critical component of new member 

orientation.  

 

Key Finding: The majority of 

associations include mandatory ethics 

training in their orientation programs 

(see Exhibit 3.19). The alterntative is to 

offer it separately, which is less 

common. Exhibit 3.20 shows this 

finding by region and membership size. 

 

 

Exhibit 3.20 
How Associations Conduct Ethics Training  

by Region and Membership Size 

Region 
Offered with the 

orientation program 
Offered separately 

I-III 66% 34% 

IV-V 64% 36% 

VI-IX 65% 35% 

X 53% 47% 

XI-XII 51% 49% 

XIII 57% 43% 

By Membership Size 

Small 48% 52% 

Medium 68% 32% 

Large 85% 15% 

Mega 79% 21% 

 
Training Management:  A review of the findings provides insight into how associations 

manage their training programs.  

 

Key Findings:  

P The responding associations average one full-time instructor, with the larger associations 

averaging up to three full-time staff dedicated to education programs (see Exhibit 3.21).  

P Survey results ranged up to six full-time instructors, with some noting part-time instructors or 

rotating the training responsibility among members or an educational team. Some also noted 

that they combine their educational programs with other local agencies or state agencies.  

P Most associations compensate their training instructors (see Exhibit 3.22). Exhibit 3.23 

shows this information by region and membership size. 

 

 

0% 50% 100%

Program is offered separately

from the orientation program

Included in the orientation

program

Percentage of Respondents

Exhibit 3.19: How Associations Conduct Ethics Training 

Total Respondents: 241 
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Exhibit 3.21  
Average Number of Full-time Staff 

Dedicated to Educational Programs  
by Membership Size 

Membership size 
125 total respondents 

Average number 
of full-time staff 

Small 0 

Medium 1 

Large 2 

Mega 3 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 3.23 
Whether Instructors Are Compensated for Conducting Association Training  

by Region and Membership Size 

Region 
All instructors 
compensated 

Some instructors 
compensated 

No instructors 
compensated 

I-III 39% 56% 5% 

IV-V 27% 56% 18% 

VI-IX 40% 32% 28% 

X 32% 47% 21% 

XI-XII 40% 49% 11% 

XIII 5% 70% 25% 

By Membership Size 

Small 25% 47% 28% 

Medium 39% 46% 15% 

Large 31% 69% 0% 

Mega 51% 49% 0% 

 

0% 50% 100%

All are

compensated

Some are

compensated

No

Percentage of Respondents

Total Respondents: 237 

 

Exhibit 3.22: Whether Instructors Are Compensated for 
Conducting Association Training 
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Member Communication:  This section identifies communication materials provided to 

members.    

 

Key Findings: 

P Exhibit 3.24 identifies the types of communication materials that the responding 

associations provide members and the format for deliver.  

Á Some communications are administrative and internal, such as billings, 98%, and 

meeting agendas and minutes, 94%.  

Á Other communication materials include informational brochures, 79%, 

newsletters, 94%, and magazines, 36%. 

Á Still others leverage new Web-based technologies, including Web logs (blogs) 

with 8% of the respondents offering blogs to members.  

P Some communication materials are more appropriate for electronic delivery than 

others. Electronic delivery also offers some advantages, saving on printing costs for 

example. The communication services that make the most use of electronic and 

Website delivery are calls to action, newsletters, billing, invoices and registrations, as 

well as blogs.  

P Typically, these communication materials are not used as a source of revenue. 

 

Exhibit 3.24 
Respondents that Offer Communication Services to Members,  

the Primary Media Used and Whether They Generate Advertising Revenue 

Communication Services 
% offer 
service 

Printed 
format 

Electronic 
format 

Website 
Generate 
revenue 

Billing/Invoice/Registration (210) 98% 50% 32% 18% 0% 

Agendas/Minutes (206) 94% 47% 39% 14% 0% 

Newsletter (208) 94% 30% 39% 31% 12% 

Calls to Action (204) 90% 22% 56% 22% 0% 

Information Brochures (187) 79% 53% 24% 23% 1% 

Direct Mail (182) 67% 73% 22% 5% 2% 

Annual Report (172) 53% 67% 21% 12% 0% 

Magazine (166) 36% 52% 24% 24% 10% 

Listserv (168) 30% 8% 73% 19% 1% 

Blogs (151) 8% 0% 0% 100% 0% 

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the question. 
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Support for Public Communication Services:  Exhibit 3.25 shows respondents that 

provide communication services either directly to the public or through their members.   

 

Key Findings: 

P  The most common communication service is public access through IDX to the MLS 

with 52% of the respondents offering this communication service to the general 

public.   

P Fewer respondents, 48% create issues campaigns, sponsor a homes/property 

magazine, 31% or launch image and advertising campaign, 29%  

P RSS (Real Simple Syndication) Feeds are an emerging electronic method for pushing 

communication and advertising to the public. However, the survey tracked just 1% of 

the respondents as using this new method so far. 

P Very few of these services are used to generate additional revenue. 

 

 

Exhibit 3.25 
Communication Services Provided to the General Public,  

the Primary Media Use and Whether They Generate Revenue 

Communication Services 
% offer 
service 

Printed 
format 

Electronic 
format 

Website 
Generate 
revenue 

Public Access - IDX - Assoc/MLS Provided 
(173) 

52% 6% 48% 46% 3% 

Issues Campaign (164) 48% 49% 29% 22% .0% 

Public Access IDX - Broker/Agent (162) 48% 7% 54% 39% 1% 

Public Access - IDX - Broker Only (155) 35% 4% 49% 47% 2% 

Homes/Property Magazine (163) 31% 83% 7% 10% 6% 

Public Access - IDX - Partnered/Vendor 
Contracted (156) 

31% 4% 57% 39% 1% 

Image/Advertising Campaign (182) 29% 52% 20% 28% 2% 

Speakers Bureau (154) 6% 67% 11% 22% 0% 

RSS (Real Simple Syndication) Feeds 
(146) 

1% 0% 100% 0% 0% 

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the 
question.
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Support for Various Public Causes:  Respondents that offer support of 

legislative, political and grassroot causes and whether these services are included in dues 

or a shared service are shown in Exhibit 3.26 

 

Key Findings: 

P Two thirds or more of the respondents support fundraising activities, get active/call-

to-action events, grassroots mobilizations, political advocacy causes, PAC 

administration and candidate screening.  

P Most respondents include these services in the fees.  

 

 

Exhibit 3.26 
Respondents that Offer Support of Legislative, Political and Grassroot Causes  

and How They Are Structured 

Public, Political and Grassroot Causes 
% offer 
service 

Included in 
dues 

Shared 
service 

Fundraising Activities (189) 82% 81% 19% 

Get Active/Call-to-Action (202) 81% 76% 24% 

Grassroots Mobilization (189) 75% 74% 26% 

Political Advocacy (188) 72% 74% 26% 

PAC Administration (193) 71% 78% 22% 

Candidate Screening (189) 68% 80% 20% 

Lobbyist/GAD ð internal, outsourced (183) 57% 66% 33% 

Issues Mobilization Fund (174) 46% 56% 44% 

Voter Guides (176) 41% 74% 26% 

Note: The number in parenthesis refers to the number who provided a response for the choice in answering 
the question. 
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Legal Services:  Respondents that offer legal services and how they are offered are 

shown in Exhibit 3.27. 

 

Key Findings: 

P Nearly all, 95%, respondents offer advice and services to support professional 

standards. Most include this legal service in their fee structures. More than half have  

outsourced this support.   

P Nearly all, 96%, respondents also offer arbitration, with 86% including this service in 

their membership fees and 58% having outsourced this service.   

 

 

Exhibit 3.27 
Respondents that Offer Legal Services, Whether They Are Included in Membership Fees and 

Whether They Are Part of Shared Services or Outsourced 

Legal Services 
% offer 
service 

Included 
in dues 

Fee for 
service 

Shared 
service 

Outsourced 

Professional Standards (213) 95% 86% 14% 42% 58% 

Arbitration/Enforcement (212) 96% 69% 31% 42% 58% 

Standard Forms (electronic and printed) 
(195) 

86% 64% 36% 40% 60% 

Policy Manuals (178) 55% 96% 4% 33% 67% 

Legal Hotline (189) 54% 98% 2% 33% 67% 

Governance Review (167) 34% 98% 2% 17% 83% 

Legal Action Fund (167) 30% 82% 18% 33% 67% 

Other Legal Services (161) 28% 88% 12% 9% 91% 

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the 
question. 
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Section 4:  
MLS Governance and Usage 
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Section 4:  MLS Governance and Usage 

Both Section 4 and Section 5 discuss MLS. Section 4 discusses MLS Governance and how the 

MLS interacts with the members. Section 5 reviews MLS Technology. Both sections use the 

following terms:  

 
Participant: The principal or principals of your or any other association, or a firm comprised of 
principals who hold a current, valid real estate brokers license and are capable of offering and 
accepting cooperation and compensation to and from other participants, or are licensed or certified by 
an appropriate state regulatory agency to engage in the appraisal of real property. 
 
Principal: A licensed or certified individual who is a sole proprietor, partner in a partnership, officer or 
majority shareholder of a corporation, or office manager (including branch office manager) acting on 
behalf of the principal of a real estate firm. 
 
Subscriber: A non-principal broker, sales licensee, and licensed and certified real estate appraiser with 
an MLS participant and may (as a matter of local option) also include participantsô affiliated, unlicensed 
administrative and clerical staff, personal assistants and individuals seeking licensure or certification as 
real estate appraisers provided that any such individual is under the direct supervision of an MLS 
participant or that participantôs licensed designee. 

 
Types of MLS Structures:  Exhibits 4.1 and 4.2 show the structure of the MLS which 

serves local associationsô members. 

 

Key Findings: 

P Over 40% of the responding associations self-manage their MLS through a committee. 

P About one-third responded that their MLS is managed jointly through a regional group of 

associations. 

P Fewer, about 22%, have created wholly owned subsidiaries and even fewer respondents have 

outsourced MLS management to a third party vendor or have created a joint venture with 

reciprocal agreements. Very few do not have a MLS.  

 



National Association of REALTORS® 

2007-2008 Membership Survey Findings Summary 
FOR MEMBERS ONLY 

41 

0% 10% 20% 30% 40% 50%

No MLS serves our jurisdiction

Other joint venture/regional/reciprocal

Privately ow ned/not aff iliated w ith the Association

Wholly ow ned subsidiary corporation of your Association

Regional/ow ned by or available to multiple associations

Operates as a committee of your Association

Percentage of Respondents

 

. 

 
 

 

Exhibit 4.2 
MLS Management 

by Region and Membership Size 

Region 
Operates 

as a 
committee 

Owned by or 
available to 

multiple 
associations 

Wholly owned 
subsidiary of 
association 

Privately 
owned/Not 

affiliated with 
association 

Other joint 
venture, 

regional or 
reciprocal 

No MLS in 
jurisdiction 

I-III 28% 30% 23% 14% 5% 0% 

IV-V 41% 19% 38% 0% 2% 0% 

VI-IX 37% 32% 20% 4% 4% 3% 

X 58% 26% 11% 0% 5% 0% 

XI-XII 39% 46% 5% 10% 0% 0% 

XIII 47% 5% 29% 14% 0% 5% 

By Membership Size 

Small 52% 25% 13% 6% 2% 2% 

Medium 31% 35% 23% 7% 3% 1% 

Large 20% 53% 20% 7% 0% 0% 

Mega 21% 29% 38% 4% 8% 0% 
 

Exhibit 4.1: MLS Management  

Total Respondents: 247 
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MLS Governing Body:  A look at 

Exhibit 4.3 shows the size of the MLS 

governing bodies. 
 

Key Findings: 

P Among the local associations that 

have MLS governing bodies, 42% 

have an MLS governing body of 

between 6 and 10 employees (see 

Exhibit 4.3). Exhibit 4.4 shows the 

size of MLS governing bodies by 

region and membership size.  

P Nearly two-thirds of the local 

associations, 64%, have assigned representatives specified in their policies for an MLS 

governing body (see Exhibit 4.5). 

P Exhibit 4.6 shows that the respondents that serve the large and mega populations tend to have 

assigned representatives specified in policies for an MLS governing body.  

P Brokers and sales people are most often assigned as representatives to an MLS 

governing body (see Exhibit 4.7). Exhibit 4.8 shows the representatives assigned to 

an MLS governing body by region. Other assigned representatives included 

commercial or geographical representatives, committee chairpersons, MLS 

participants or president-elects. 

 

Exhibit 4.4 
 Size of MLS Governing Body  

by Region and by Membership Size 

Region 
More 

than 20 
16-20 11-15 6-10 

5 or 
fewer 

I-III 11% 0% 17% 44% 28% 

IV-V 3% 19% 28% 38% 13% 

VI-IX 2% 9% 34% 42% 13% 

X 7% 7% 33% 40% 13% 

XI-XII 4% 23% 23% 45% 5% 

XIII 0% 20% 20% 50% 10% 

By Membership Size 

Small 5% 49% 18% 6% 22% 

Medium 2% 10% 38% 44% 6% 

Large 0% 38% 38% 12% 12% 

Mega 13% 40% 27% 20% 0% 

 

 

0% 10% 20% 30% 40% 50%

5 or few er

6-10

11-15

16-20

More than 20

Percentage of Respondents

Exhibit 4.3: Size of MLS Governing Body 

Total Respondents: 142 
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Exhibit 4.6 
 Associations that Have Representatives Specified  

in Their Policies for an MLS Governing Body 
by Region and by Membership Size 

Region Yes No 

I-III 47% 53% 

IV-V 69% 31% 

VI-IX 61% 39% 

X 71% 29% 

XI-XII 76% 24% 

XIII 50% 50% 

By Membership Size 

Small 66% 34% 

Medium 52% 48% 

Large 86% 14% 

Mega 80% 20% 

0% 10% 20% 30% 40% 50%

Other

Franchises

Large firms

Brokers only

Board/shareholders representatives

Brokers and salespeople

Percentage of Respondents

Exhibit 4.7: Representatives that Are Assigned to an MLS Governing Body 
as Specified in Policy 

Total Respondents: 91 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.5: Associations that Have Representatives Specified in 
Their Policies for an MLS Governing Body 

Total Respondents: 147 
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Exhibit 4.8 
 Representatives that Are Assigned to an MLS Governing Body as Specified in Policy by Region 

Region 
Brokers and 
salespeople 

Boards or 
shareholders 

representatives 

Brokers 
only 

Large 
firms 

Franchises Other 

I-III 67% 22% 33% 11% 0% 11% 

IV-V 46% 32% 32% 18% 0% 14% 

VI-IX 39% 32% 14% 7% 0% 18% 

X 80% 30% 0% 0% 0% 10% 

XI-XII 35% 35% 29% 18% 6% 18% 

XIII 60% 40% 0% 0% 0% 20% 

 
MLS Business/Strategic Plans:  

Some associations have  business or 

strategic plans for their MLSs. 

 

Key Findings: 

P Exhibit 4.9 shows that only about 

one third of associations have a 

business or strategic plan for MLS 

governance.  

P Those serving the large and mega 

populations more frequently have a 

plan (Exhibit 4.10). 

P Most local associations with MLS 

business/strategic plans 

have updated them in the 

last 12 months (see 

Exhibit 4.11).  

P Exhibit 4.12 shows the 

frequency that MLS 

business/strategic plans 

are updated by region 

and membership size. 

P About one-third of the 

MLS providers often use 

outside facilitators or 

consultants to help them 

in developing their MLS 

business/strategic plan 

(see Exhibits 4.13 and 

4.14). 

 

 

 

Exhibit 4.10 
Associations with Business or Strategic Plans for MLS Governance  

by Region and by Membership Size 

Region 
Have a 

business/strategic plan 
Do not have a 

business/strategic plan 

I-III 47% 53% 

IV-V 44% 56% 

VI-IX 33% 67% 

X 40% 60% 

XI-XII 35% 65% 

XIII 20% 80% 

By Membership Size 

Small 22% 78% 

Medium 42% 58% 

Large 75% 25% 

Mega 73% 27% 

0% 50% 100%

Yes

No

Percentage of Respondents

Total Respondents: 138 

 

Exhibit 4.9: Associations with Business or Strategic Plans for 
MLS Governance 
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Exhibit 4.12 
Frequency that Associations Update MLS Plans  

by Region and by Membership Size 

Region 
More than 
24 months 

ago 

In the last 
24 months 

In the last 
12 months 

Have not 
updated the 

plan yet 
Never Other 

I-III 20% 20% 40% 10% 10% 0% 

IV-V 0% 23% 69% 8% 0% 0% 

VI-IX 13% 0% 44% 4% 26% 13% 

X 0% 0% 100% 0% 0% 0% 

XI-XII 0% 14% 86% 0% 0% 0% 

XIII 0% 0% 67% 0% 33% 0% 

By Membership Size 

Small 14% 5% 41% 9% 27% 4% 

Medium 0% 4% 74% 4% 9% 9% 

Large 17% 17% 67% 0% 0% 0% 

Mega 9% 91% 0% 0% 0% 0% 

0% 20% 40% 60% 80% 100%

Other

Never

Have not updated the plan yet

In the last 12 months

In the last 24 months

More than 24 months ago

Percentage of Respondents

Exhibit 4.11: Frequency that Associations Update MLS Plans 

Total Respondents: 62 
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Exhibit 4.14 
Associations that Use Outside Facilitators or Consultants to Help Update Plans  

by Region and by Membership Size 

Region Often Sometimes No 

I-III 30% 30% 40% 

IV-V 39% 11% 50% 

VI-IX 20% 25% 55% 

X 50% 0% 50% 

XI-XII 30% 10% 60% 

XIII 34% 33% 33% 

By Membership Size 

Small 8% 4% 88% 

Medium 42% 21% 37% 

Large 29% 43% 28% 

Mega 64% 27% 9% 

 

0% 50% 100%

Often

Sometimes

No

Percentage of Respondents

Exhibit 4.13: Associations that Use Outside Facilitators or 
Consultants to Help Update Plans 

Total Respondents: 67 
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Respondents that Operate Their MLS as a Separate Business Entity 
The survey asked questions specific to local associations that operate their MLS as a separate 

business entity, as shown below. About 22% provided responses to these questions (not 

tabulated). 

 

MLS Staff Size (of associations that manage their MLS as a separate business entity) 

 

Key Finding: Virtually all of the respondents that operate their MLS as a separate business 

entity, 98%, have staff dedicated to the MLS business (not tabulated). average two full-time and 

one part-time employee (61 respondents). 

Responses ranged between one and eight for full-

time employees and one and two for part-time 

employees (see Exhibit 4.15). Respondents were 

directed to indicate their MLS staff size only if 

they operate their MLS as a separate entity and if 

they did not include their MLS staff size in their 

answer to the question that ask them to specify 

their total staff, excluding MLS employees.   

 

 

MLS Budget (of associations that manage their 

MLS as a separate business entity) 
 

Key Findings: Exhibit 4.16 

shows the 2006 fiscal year 

income and expenses budgets for 

assocations that manage their 

MLS as a separate business 

entity. 

P Income: Respondents that 

operate their MLSs as a 

separate business entity were 

asked to specify their total 

income generated from their 

MLS. Findings were averaged for Exhibit 4.16.  

P Expenses: Respondents were asked to specify their total expenses without staff salaries and 

with overhead and their total expenses. Findings were averaged for Exhibit 4.16. 

 

Exhibit 4.15  
Average Staffing Size for MLSs that  

Operate as Separate Business Entities 
By Membership Size 

Membership size 
Average number on staff 

Full-time Part-time 

Small 1 1 

Medium 2 1 

Large 4 1 

Mega 5 0 

Exhibit 4.16 
Average 2006 Fiscal Year Budget for MLS Management Expenses 

Income $609,696 

Expenses 

Total 
Excluding staff salaries and 

overhead* but including vendor fees 

$256,768 $195,308 

*Note: Overhead includes all on-going operating expenses of the association 
necessary for it to function; including salaries, benefits, rents, utilities, 
insurance, etc. 
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VOW Policy Compliance:  About 56% of the 

associationsô participants (46 of 82 respondents) operate 

VOW sites (Exhibit 4.17).  

  

Key Findings: 

P Just over one-third of the MLS providers, 36%, have 

adopted NARôs VOW policy and rules (see Exhibits 4.18 and 4.19). 

P Only a handful of 

respondents (less than 2%) 

are aware of any VOW sites 

that offer leads for sale (see 

Exhibit 4.20). Those that do 

tend to serve small and 

medium size populations (see 

Exhibit 4.21). 

P On average, respondents 

noted 75 VOW sites that sell 

leads. Asked if they heard 

complaints about the sale of 

leads from these sites, all 

those who indicated that they were aware of these sites said they had not heard of any 

complaints (not tabulated). 

 

 

Exhibit 4.19 
Whether Associations Have Adopted NARõs VOW Policy 

by Region and by Membership Size 

Region Yes No 

I-III 32% 68% 

IV-V 40% 60% 

VI-IX 40% 60% 

X 39% 61% 

XI-XII 20% 80% 

XIII 44% 56% 

By Membership Size 

Small 39% 61% 

Medium 32% 68% 

Large 29% 71% 

Mega 40% 60% 

 

  

Exhibit 4.17  
Respondents with VOW Sites 

Yes 56% 

No 44% 

0% 50% 100%

Yes

No

Percentage of Respondents

Total Respondents: 134 

 

Exhibit 4.18: VOW Compliance  
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Exhibit 4.21 
Associations That Are Aware of VOW Sites that Sell Leads  

by Region and by Membership Size 

Region Yes  No 

I-III 6% 94% 

IV-V 0% 100% 

VI-IX 2% 98% 

X 0% 100% 

XI-XII 0% 100% 

XIII 0% 100% 

By Membership Size 

Small 0% 100% 

Medium 4% 96% 

Large 0% 100% 

Mega 0% 100% 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.20: Associations that Are Aware of VOW Sites that Sell 
Leads 

Total Respondents: 124 
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MLS Agreements:  Many 

associations take steps to protect their 

MLS data. Exhibits 4.22 through 4.31 look 

at survey findings relating to the types of 

agreements and other steps associations 

have taken to protect their MLSs. 

 

Key Findings: 

P The majority of respondents, 62%,  

require participants to sign a userôs 

agreement that addresses issues of 

copyright ownership other than in the 

compilation of data (Exhibit 4.22).This 

agreement must be signed to enable 

participant to access the MLS data. 

Exhibit 4.23 shows how the use of 

these agreements varies by region 

and membership size. 

P Just over half, 56%, of the 

responding associations have 

registered their copyright in the 

MLS compilation and/or its 

contents (see Exhibit 4.24). Exhibit 

4.25 shows the associations who 

have registered their copyrights in 

the MLS compilation by region and 

membership size. 

P As shown in Exhibit 4.26, 52% of 

respondents have written 

agreements with every third party 

(such as photographers and other 

contractors) that supplies content to 

their databases. Exhibit 4.27 shows 

the variations by region and 

membership size. 

P Exhibits 4.28 and 4.29 shows that most associations have a system for fine enforcement.  

Exhibit 4.23 
Associations that Require Participants to Sign a Copyright 

Agreement to Access MLS Data 
by Region and by Membership Size 

Region Yes No 

I-III 47% 53% 

IV-V 56% 44% 

VI-IX 71% 29% 

X 50% 50% 

XI-XII 65% 35% 

XIII 64% 36% 

By Membership Size 

Small 60% 40% 

Medium 62% 38% 

Large 71% 29% 

Mega 64% 36% 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.22: Associations that Require Participants to Sign a 
Copyright Agreement to Access MLS Data 

Total Respondents: 142 
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Exhibit 4.25 
Associations that Registered Their Copyright Ownership  

in the MLS Compilation and/or Its Contents 
by Region and by Membership Size 

Region Yes No 

I-III 44% 56% 

IV-V 68% 32% 

VI-IX 60% 40% 

X 73% 27% 

XI-XII 35% 65% 

XIII 60% 40% 

By Membership Size 

Small 37% 63% 

Medium 58% 42% 

Large 100% 0% 

Mega 100% 0% 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.26: Associations that Have Written Agreements with 
Third Parties 

Total Respondents: 128 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.24: Associates that Registered Their Copyright 

Ownership in the MLS Compilation and/or Its Contents 

Total Respondents: 128 
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Exhibit 4.27 
Associations that Have Written Agreements with Third Parties 

by Region and by Membership Size 

Region Yes No 

I-III 60% 40% 

IV-V 54% 46% 

VI-IX 53% 47% 

X 55% 45% 

XI-XII 38% 62% 

XIII 50% 50% 

By Membership Size 

Small 28% 72% 

Medium 60% 40% 

Large 100% 0% 

Mega 85% 15% 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

Exhibit 4.29 
Associations that Have Fine Enforcement Systems 

by Region and by Membership Size 

Region Yes No 

I-III 94% 6% 

IV-V 90% 10% 

VI-IX 88% 12% 

X 83% 17% 

XI-XII 82% 18% 

XIII 82% 18% 

By Membership Size 

Small 76% 24% 

Medium 96% 4% 

Large 100% 0% 

Mega 100% 0% 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.28: Associations that Have Fine Enforcement Systems 

Total Respondents: 149 
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MLS Use:  Exhibit 4.30 shows the total number of participants/subscribers that use the local 

associationôs MLS. 

 

Key Finding: Just over half of the responding local associations have fewer than 1,000 

participants/subscribers that use their MLS (see Exhibit 4.30). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Number of Local Associations Served by an MLS: Exhibit 4.31 shows the number 

of local associations served by respondentsô MLSs.  
 

Key Finding:  Over half of the respondents indicated that their MLS serves one local association 

(see Exhibit 4.31). 
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Exhibit 4.30: Participants/Subscribers that Use Respondentsõ MLS 

Total Respondents: 154 
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Exhibit 4.31: Number of Local Associations Served by an MLS 

Total Respondents: 154 
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Websites Where Respondents List Their MLS: Virtually all local associations offer 

their MLS through the Internet. In fact, the survey found that more than 99% used the Internet. 

Local associations were asked where on the Internet they list and promote their MLS.  

 

Key Findings: 

P The most common Website is REALTOR.com, followed by the associationôs own Website 

(see Exhibit 4.32).  

P Some also list their MLS with local real estate magazines, newspapers and on their state 

associationôs Website.  

P Respondents were also asked if they use other Websites to advertise their MLS (they could 

list up to three additional sites). These include: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 4.32 
Websites Where Respondents List or Used to List Their MLS 

154 total respondents Currently Used to Never provided 

REALTOR.com (152) 97% 1% 2% 

Association/MLS Website (133) 72% 1% 27% 

Local real estate magazine (100) 36% 4% 60% 

Local newspaper Website (95) 34% 5% 61% 

State association Website (89) 20% 1% 79% 

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the question. 
 

 

ampi.org mlsusa.net 

century21-manchester.com navicamls.net 

coldwellbanker.com raci.org 

eurekaspringschamber.com remax.com 

homes.com rgr.ru 

homeseekers.com secovi.com.br 

indianamls.com uchometownrealtors.com 

iowacityareamls.com usamls.net/bronx 

 viewshomes.com 



National Association of REALTORS® 

2007-2008 Membership Survey Findings Summary 
FOR MEMBERS ONLY 

55 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.33: Respondents that Consolidated Their MLS with 

Others during the Last 24 Months 

Total Respondents: 159 
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Exhibit 4.34: Respondents that Are Currently Consolidating Their 

MLS with Others 

Total Respondents: 154 

 

Consolidation and Sharing of 
Services:  A few respondents have 

consolidated or are currently 

consolidating their MLSs with other 

associationsô or separate MLSs.  

 

Key Findings: 

P Exhibit 4.33 shows that 9% of the 

respondents have consolidated their 

MLS with one or more MLSs 

within the last 24 months, while 

Exhibit 4.34 shows that another 8% 

are currently undergoing MLS 

mergers with other associations. 

P Exhibit 4.35 shows that the 

consolidations have occurred or are 

generally occurring in the smaller 

markets. 

P About one-quarter of local 

associations are considering sharing 

services with other MLSs (see 

Exhibits 4.36 and 4.37). Of these 

associations, 42 answered a 

question asking them to describe 

how they are considering 

consolidating services with another 

MLS. The most typical answers were data-

sharing programs, regionalization or statewide MLS platforms (not tabulated). 
 

Exhibit 4.35 
Respondents that Consolidated Their MLSs with Others  

during the Last 24 Months or Are Currently Consolidating  
by Region and by Membership Size 

Region 
Consolidated within 
the last 24 months 

Currently consolidating  Not Consolidating 

I-III 0% 0% 100% 

IV-V 3% 0% 97% 

VI-IX 9% 9% 82% 

X 17% 25% 68% 

XI-XII 20% 11% 69% 

XIII 0% 0% 100% 

By Membership Size 

Small 11% 10% 79% 

Medium 11% 5% 84% 

Large 0% 0% 100% 

Mega 0% 8% 92% 
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Exhibit 4.36: Respondents that Are Considering Sharing Services 
with Other MLSs 
 

Total Respondents: 152 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 4.37 
Respondents that Are Considering Sharing Services with Other 

MLSs by Region and by Membership Size 

Region Yes No 

I-III 35% 65% 

IV-V 19% 81% 

VI-IX 23% 77% 

X 42% 58% 

XI-XII 31% 69% 

XIII 27% 73% 

By Membership Size 

Small 22% 78% 

Medium 31% 69% 

Large 50% 50% 

Mega 29% 71% 
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Reciprocal Agreements:  
Nearly half of the respondents have 

made reciprocal agreements with 

other MLSs (see Exhibits 4.38 and 

4.39). 

  

 

 

 

 

 

 

 

 

 

Exhibit 4.39 
Respondents that Have Reciprocal Agreements with Other MLSs  

by Region and by Membership Size 

Region Yes No 

I-III 53% 47% 

IV-V 48% 52% 

VI-IX 55% 45% 

X 25% 75% 

XI-XII 30% 70% 

XIII 42% 58% 

By Membership Size 

Small 39% 61% 

Medium 55% 45% 

Large 38% 62% 

Mega 57% 43% 

 
Participant Eligibility:  
Exhibit 4.40 shows that more 

than half of the respondents 

require MLS participants to be 

local association members. 

Exhibit 4.41 shows that this 

data varies by region.   

 

 

 

 

 

 

 

 

0% 50% 100%

Yes

No

Percentage of Respondents

Exhibit 4.38: Respondents that Have Reciprocal Agreements with 
Other MLSs 

Total Respondents: 148 
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Exhibit 4.40: Respondents that Require MLS Participants to Be 

Local Association Members 

Total Respondents: 152 
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Exhibit 4.41 
Respondents that Require MLS Participants  

to Be Local Association Members  
by Region and by Membership Size 

Region Yes No 

I-III 61% 39% 
IV-V 43% 57% 
VI-IX 64% 36% 

X 42% 58% 
XI-XII 63% 37% 
XIII 0% 100% 

By Membership Size 

Small 56% 44% 
Medium 52% 48% 
Large 44% 56% 
Mega 43% 57% 

 
Buyer Registry: Overall, fewer than 

10% of the respondents require buyers 

to register on their MLS sites (see 

Exhibit 4.42). Exhibit 4.43 shows that 

this varies by region and by membership 

size. 

 

 

 

 

 

 

 

 

Exhibit 4.43 
Respondents that Require Buyer Registry 

by Region and by Membership Size 

Region Yes No 

I-III 18% 82% 

IV-V 10% 90% 

VI-IX 4% 96% 

X 20% 80% 

XI-XII 4% 96% 

XIII 8% 92% 

By Membership Size 

Small 6% 94% 

Medium 4% 96% 

Large 38% 62% 

Mega 23% 77% 

0% 50% 100%

Yes

No

Percentage of Respondents

Total Respondents: 144 

 

Exhibit 4.42: Respondents that Require Buyer Registry 
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MLS Publications:  Local associations can produce several types of publications 

through their MLS. Exhibit 4.44 lists some of these.  

 

Key Findings: 

P Of the publications available from the MLS, sold and closed books are the most typical at 

60%, while 28% use active listing books and 12% use property magazines.  

P Exhibit 4.45 shows significant 

variance in this finding by region 

and by membership size. 

 

 

 

 

 

 

 

 

 

Exhibit 4.45 
MLS Publications 

by Region and by Membership Size 

Region 
Sold and  

closed book 
Active  

listing book 
Property 
magazine 

I-III 67% 33% 0% 

IV-V 67% 20% 13% 

VI-IX 61% 31% 8% 

X 33% 67% 0% 

XI-XII 46% 23% 31% 

XIII 0% 100% 0% 

By Membership Size 

Small 56% 34% 10% 

Medium 70% 21% 9% 

Large 0% 0% 0% 

Mega 40% 20% 40% 

0% 50% 100%

Property

magazine

Active listing

book

Sold and closed

book

Percentage of Respondents

Exhibit 4.44: MLS Publications 

Total Respondents: 68 

 




