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Introduction

The NATIONAL ASSOCIATION OF REALTORS (NAR) Association Executive and
Leadership Development Departmégether with Aon Consulting surveytstal REALTOR®
association executives.

The NAR/Aon team helped develop questions while Aon conducted the online survey, analyzed
results and preparedis summary report to ensurea@rymity of respondents. The survey was
conducted between December 2006 and February 2007.

In total, 363 of the 1,442 lat associations participatad the survey, representing Zbof 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 dasieterpret format using bar charand

tables to quantify responses. We have sorted findings by six regions and four sizes representing
the number of members served by the responding associdiibese the results are meaningful,

we have separated findings by region, by membership sizetlo. This will help you in

comparing yourself to other associatiomgour region oof similar size Note that some tables

or charts may intentionally exceed 100% due to multiple answers received to the g&estion.
complete listing of tables antharts, see the Data Index in the Appendix at the back of the

report.

Responses by Region Exhibit A
NAR has 13 regions. Classification oAssociations bjRegions
However, to simplify NAR %of
organization C_)f Survey | Region Association locations respondents
data, this findings report | A Connecticu A New Hampshire 5\,
has consolidated the 13 A Maine A Rhode Island
regions into six smaller I A New Jerse A New York A Pennsylvani 20%
regions, as identiéd in A Delaware A Maryland < o
Exhibit A. I A DC A Virginia A W. Virginia

A Kentucky  : . ;
Although some regions v A N. Carolina éS. Car.ollna A Tennessee 18%
have only a few v A Alabama A Georgia

A Florida A Mississippi
respondentghe attempt ———— ——
to separatsurvey results| V! A Michigan A Ohio
for some questions into Vil A lllinois A Indiana A Wisconsin
thesesix survey regions A lowa A Nebraska ; 29%
rather than the 13 NAR | VI A Minnesota A N. Dakota A S. Dakota
re_gions will PrOVide you IX ﬁ ﬁ;knasr;ssas A Missouri A Oklahoma
with someguidance in - -
managing and X A Louisiana A Texas 8%
administering your X| A Arizona A Nevada _ A Utah .
association. 2 ,CA\:|O|0|£adO 2 I\N/Iew Mexico A Wyoming 16%

XIl o naska + Montana A Washington
A Idaho A Oregon
Xl A California A Guam A Hawaii 9%
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Responses byMembership Size
As we have done in the pastember

population is grouped into four categorie

(see Exhibit B).
A

The averagessociation represents
1,733 members, a number that is
weighted by the large number of
associations with fewer th&)500

members

A

The median number of members for

all surveyed associations is 500.

Exhibit B
Responses by Membership Size
Number ofnembers Percentage of
Category served by the 9
- respondents
association
Small Fewer than 500 Memk 50%
Medium 500i 2,500 Memberg 36%
Large 2,507 5,000 Member 6%
Mega 5,001+ members 8%

About 85% of the localssocations serve
a population of 2,80 or fewer peopleexhibit C shows theumber of members served
by the @sociationsn eachregion.

ExhibitC
Number of Respondents by MershigiSize
Region Small Medium Large Mega
(fewerthan 50D (50002,500 (2,50155,000 (5,001}
111 20 37 10 6
V-V 27 25 4 10
VHX 64 33 4 5
X 17 6 1 1
XEXII 37 14 2 5
Xl 15 14 1 5
Total 180 129 22 32

Exhibit D shows @reakdown of th@opulation size for each region and by category of

populationsize.

Exhibit D
Percentage of RespondenysRopulatiorserved
Region Mort—;- 'ghan 1 mil[iqn to | 500,001 to| 100,001tg 50,001to | 50,000 or
3 million 3 million 999,999 500,00 100,000 fewer
-1 3% 10% 18% 2P0 1%% 2%
\YAY] 3% 4% 11% 2%% 2%% 28%
VHX 2% 3% 6% 30% 22% 3™
X 0% 4% 1% 3680 326 28%
XEXII 3% ™0 3% 1%%6 21% 526
Xl 3% 6% 3% 31% 2% 3%%
By Membership Size

Small 0% 0% 1% 1% 2™ 61%
Medium 0% 4% 8% 56% 2% ™
Large 5% % 50% 2P0 P 0%
Mega 2% 41% 22 3% 6% 3%
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Executive Summary

The survey is separated irgghtsections. Key findings from each section are summarized
below.(The numbesin parenthesis refdo the exhibit inthe appropriate section

Section 1: Local Association Profile

A

More than half of the respondents are structured as 501(c)6 nonprofit enhitesthers are
combination nonprofit and fegprofit structures with a few organized as-foofit only
Although one quartepperate foprofit subsidiaries, theare more prevalemong the
largest memberdore than halbperate a nefor profit group,such as a charitfd.1-1.17).
The majority manage their operations through a board, most typically with lpetdiesnd
15 members, and several operating committeds1.15)

The average respondent has six-fufie and one patime employee on staff, although the
larger organizations have up to 57 ftithe and 14 paftime employees (1-3.4).

Most local assoiations have developed and maintain business plans, updating them most
typically on an annual basis and most seeking help from a consultanil(21)6

The average2006 fiscal yeatotal amount budgeted for income exceefiéd millionwith
responses ramtgg between $2,100 and over $idllion. The averageamount respondents
budgeted foR006 fiscal year expenseas$1.0 millionwith responses ranging between
$2,800 and $17 milliofl.221.24)

Section 2: Broker Management Services

A

About one thirdbf the respondents offdroker services in addition to MLS accessl

about a quarter have dedicated at least one staff member to manage their broker services
(2.1-2.2). Providing news, training and legal resouraemsmost common. Howevengearly

half sponsoibroker communication materials, such asvslettersand somevork with

their brokers to create customizable communication materials for(282.10)

Outreach services, such as office visits, forums, a dedivétbditeand surveys are

commonly offeed. These include model office policies, sample client letters, customized
market statistics and other tools to help brokers manage their busi(g$4es14)

Section 3: Education Services

A

A

Over halfof the respondeniacludeeducatiorservices to braérs, owners, managers and
assistance managers in their membership fees. Most education services qualify for
continued education (CE) creditdost common education services are professional
standards, board services, technology training, antitrust anchctent(3.13.9).

Thosewho provide educational services typically have onetiuie instructor on staff,
although those with very large membershipsehap to six instructor§3.21-3.24).

Although virtually all respondents can deliver education servinkse,faceto-face
classroom meetings are more comm(@n/-3.9).

The majorityalso provide educational programs leading to nationally recognized
designations, such as ABR, CRSP?RO and AHWD (3.1112).

New agent training is most commonly offered omegular, ongoing basi&thics is

typically included,although many also offer the program separd®i43.18.
Communicatios throughnewsletters, calls to actions, information brochureschedt

mail are providedn additionto administrative commucationsuch as billings and meeting
agendas and minutes. About half also provide communication services in support of public
awareness angponsowariouspublic causes, including fundraising activities (3.2426).
Virtually all respondents also includeme legal services in their membership fees (3.27).
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Section 4: MLS Governance and Usage
A The most common method for managing the MLS is through a governing body, such as a
committee, although other methaal® also use(.1-4.8).
A Fewer than half have deloped and maintain aibiness plan for their MLS (448.14).
A About one quarter operate their MBS a separate business entity through a dedicated staff
and a separate budget (44.36).
A Just over half have VOW policies with about @éhe&d of the respodents compling with
NAR operating policies (4.14.21).
A The majority require users to be association membersigndopyrightagreements. \th
or without agreementsijrtually all associationfine members who abuse usage (44229,
4.404.41).
A A few have or are currently consolidating their MLSs with others and just under half
maintain reciprocal agreements with other asgns to share listings (4.3B37).
A Very few respondents require buyegistryto access their MLS (4.42.43).
Most offer a range of services through their MLSs including published (4.44).
A The average MLS fee charged to members was $40 to the principal piudk®32 per
subscriber, per montkdnly a few respondents shdees with participants (4.44.54).

S

Section 5: MLS Technology

A The majority of associations provide customized search formats for MLS participants and
third party vendors (5-5.3).

A Fewer than half operate IDX sites, with the majority automatically requiring members to
participate unless they opt out. M@sonitor theilWebsites for compliance (5-5.12).

A Of those with a RETS interface, almost half
Aisomewhat withia(.135.15. e d 0

A Nearly three quarters operate MLS support hotlines andhartkoffer atechnology help
line. The majority also offer MLS training either through #@ssociation or eegional MLS
operating unit (5.16.22.

A Only about one quarter of the responding associations have disaster recovery plans and only
a few have implenmged datasecurity systems (5.23.27).

Section 6: Electronic Keybox and Lockbox Systems
A About three quarters of the respondents operate an electronic keybox system, most
commonly through the association or their MLS operating unit@et1L
A Just over half allowféiliate members to access their lockbox systems and have reciprocal
arrangements with other associations-&10).

Section 7: Services for Commercial Real Estate Members
A Most respondents hag®me members engaged in comnaneal estate business (#7.D2).
A Only a fewcharge additional fees or dues to commercial real estate memiwasts
typically for commercial real estatervicessuch agommercial real estate education
programs, special publications and, in a few cases, sepdedtste (7.37.13

Section 8: Services for International Real Estate Members

A Less than one quartare involved in international real estatgh the average member
generating 8% of business through international servicésw have internationalusiness
plans anccomnittees or council to manage theternational business (88.4).

A Services include specialized Websites and publications3(8)5
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Section 1:
Profile of Local Associations
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Section 1: Profile of Local Associations

Governance: Type ofgovernane that best describes locakaciations is shown in
Exhibits 1.1 and 1.2.

Key Finding Just over half, 56%, of thedalassociationsare structured to be governed
by 501(c)p regulations. Exhibit 1.2 separates thrgling by region and membership size.

| Exhibit 11 Type of Governance

Nonprofit 501(c)6

Nonprofit 501(c)6 w ith some for-
profit services :I

For profit
0% 50% 100%
Total Responderi63 Percentage of Respondents
Exhibit 1.2
Type of Governance by Region aniflégnbership Size
: Nonprofit 501(6)
Region N500n1p($flt with some for For profit
profit services
11 65% 23 124
(\YaY} 58% 35% 11%
VHX 56% 29% 13%
X 44% 36% 20%
XEXII 66% 28% 10%
X1l 34% 29% 37%
By Membership Size
Small 61% 23 16%
Medium 55% 31% 1%%6
Large 4% 41% 1%%
Mega 41% 48% 15%
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Staffing: The average number of fttiime (or equivalent) and patitme (or halfposition)
employees on staff are summarized in ExhibB.

Exhibit 1.3

Key Findings: Average Staffing Size

P Virtually all associations have both
full-time and some patime SET 99 AEIETE
employees on staff, with the survey | Fyutime or equivalent employeetatin s 6
average showing six employees per
association. Parttime o haHposition employees taifs 1

P The responsaﬁnged betweenil57 Note:All 363 participants responded. Mlgastaftluded unleg
full-time employees andi014 for they perateés a committee for teeagiation or unlelse MLS

parttime employees. Note that 45% was wholly owned by Swbalation.
of the respondents did not have any {iane employees. Exhibit 1.3 shows the average per
respondent.

P Exhibit 1.4shows the average number ¢afEby membershigize.

Exhibit 1.4
Average Staffing Size Bygmbership Size
Membership Si Average Number on Staff
embership size Fulktime Parttime
Small 1 1
Medium 4 1
Large 10 1
Mega 24 2
For-profit Subsidiaries:
Respondents that have fprofit —| Exhibit 15 Respondents with Faofit Subsidiaries -
subsidiaries are shawn Exhibit
1.5 No
Key Findings:
P Aboutone guarter of the Yes
responders 26%,have a for
profit subsidiary. 0% 50'% 100%
P HOWGVGI‘, as ShOWI_”I in EXhil_)it Percentage of Respondents
1.6,thelocal associations with

. Total Respondents: 250—
larger membershgare more

likely to operate forprofit subsidiaries.

P The 250 responas who indicated that they operate-foofit 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 additiepadfibbusiness.
These included a REALTORstore, a laneénterprise company, business publications
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business, product development company, a real estate school and a land referral business. Of
other respondernhat listed three businesses (see Exhibit. 1.7)

Exhibit 1.6
Respondents with Farofit Subsidiaries by Region and
Membership Size

Region Yes No
11 10% 90%
\aY 18% 824

VHX 11% 8%%
X 2% 7%
XEXI 43% 5%%
X1l 28% 2%

By Membership Size

Small 1% 8%%
Medium 326 68%
Large 5 4%
Mega 58% 46%

r—{ Exhibit 17 Number of Fgorofit Subsidiaries

For-profit subsidiary
#1

For-profit subsidiary :I
#2

For-profit subsidiary ]
#3

0% 50% 100% 150%

Percentage of Respondents

L Total Responder@s:

Respondents with nonprofit apt-for-
profit subsidiaries or foundations are No

shown in Exhibit 1.8.

Key Finding: Yes

P Nearlyonefourth of responding :
local associatios havenonprofit or 0% 50% 100%
not—for-proﬁt sub5|d|a(|g33r Percentage of Respondents
foundations (see Exhibit 1.8).

Total Responderitd7
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P Region XIII, which includes Californidyas the largest percentag8%, of
respondentthatoperate nonprofit or feprofit subsidiaries or foundation&ee
Exhibit 1.9).

P Nearly two thirds of the respondents with thegest membership size (meggerate
nonprofit or notfor-profit subsidiarie®r foundations (see Exhibit 1.9

P Exhibit 1.10 shows that the most common nonprofit offapprofit or foundation is
a charity. However, just under 50% operate educatiompgretructured as nfar-
profit. Exhibit 1.11 shows this data by regio

Exhibit 1.9
Respondents witNonprofit oNotfor-profit Subsidiaries or
Foundationdy Region anMembership Size

Region Yes No
[-111 23 7™
-V 23 7™
VHX 18% 820
X 220 78%
XEXII 19 81%
Xl 3% 60

By Membership Size

Small % 9
Medium 28/ %%
Large 270 73
Mega 6206 38

Exhibit 110 Types of Nonprofit or Niotr-profit Subsidiaries or
1 Foundations -

Charitable |

Education

Disaster relief []

Other

0% 50% 100%

Percentage of Respondents
Total Responderig: _|
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Exhibit 1.11
Types of Ndor-profit Subsidiaries by Region
Region Charitable Education Disaster elief Other
-1 82% 2™ P o
I\ 73% 5%% P o
VHX 80% 270 0% 20%
X 0% 10®% 0% 0%
XEXII 4% 670 0% 1%
X1l 7% 5P%0 1%% 1%%6

Directors: Exhibit 1.12 shows theumber ofbo

arddirectorsfor all respondents.

Key Finding:

P The lagest group of respondents;
44%, have bateen 11 and 15 | Exhibit 112 Number of Directors on the Board
directors on their Boar(see More than 20 [

P Exhibit 1.13 shows the 1115 |

percentage of directors on board
for respondents by region and
membership size. Not 5orfewer
surprisingly, the larger the

membership, the more directors
on the associ at

6-10

J—

0% 10% 20% 30% 40%

Percentage of Respondents

Total Respondents425

50%

Exhibit 1.13
Number of Directors on the Board
by Region anlllembership Size
Region Morzeothan 1620 1115 6-10 5 or fewer
- 1% 1%% 42% 25% 2%
V-V 4% 28% 40% 28% 0%
VHX 1% 1% 468% 23% 11%
X 5% L 53% 16% 0%
XEXII 10% 13% 36% 31% 10%
Xl 0% 1%% 52% 3% 0%
By Membership Size

Small 1% 4% 32% 48% 126
Medium 6% 28% 568% 10% 0%
Large 2P 4% 26% 0% 0%
Mega 21% 3 42% 4% 0%
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Executive Committees:

| Exhibit 114 Respondents with Executive Committees

Respondents with executive

committees are shown in Exhibit
114, o]

Key Finding:

Yes

P Approximatly two-thirds of local

associations have an executive
committee(see Exhibit 1.15)

P Exhibit 1.15 shows the percentag

0%

50% 100%
Percentage of Respondents

Total Respondentsl 25

of respondents with executive
committees by region and membership size.

Exhibit 1.15
Respondents withn Executive Committee
by Reigpn andViembership Size
Region Yes No
- %% 25%
V-V 53% 4%
VHX 73 2P
X 74/ 26%
XK 620 38%
Xl 71% 2%
By Membership Size
Small 620 38%
Medium 60% 30%
Large 8™ 13%
Mega %% 2%
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Business/Strategic Plans:
Regpondents withbusiress or
strategic plasare shown in Exhibit
1.16.

Key Findings:

P Nearly threequarters of the
respondents, P4, have business
or strategic planésee Exhibit
1.16) Exhibit 1.17 shows the
percentage of respondents with

business or strategic plans by regaomd membership size.

[l Exhibit 116 Respondents with Business or Strategic Plans ]

o [

Yes

0%

50%

Percentage of Respondents
Total Respondents3 25

100%

P of those who have a businessstrategic plan, about ha#8%, update their plans
everyyear.(see Exhibit 1.18)Exhibit 1.19 shows the frequency with which they
update plans by region and membership size.

P Approximately twethirdsof the respondents use an outside consultant or facilitator
to help develop ahmaintain their plan (see Exhibit 1.2&xhibit 1.21 separates the

respondents who use outside consultants by region amuimeeship size.

Exhibit 1.7
Respondents with Buness or Strategic Plans
by Region anlllembership Size
Region Yes No
-1 7% 23%
V-V 7% 23%
VHX 6% 3™
X 7% 2%
XEXII 6% 31%
Xl 7% 2%%
By Membership Size

Small 50% 50%
Medium 86% 1%%
Large 7% 2%
Mega 1006 0%
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Exhibit 118 Frequency of Strategic Plan Updates -

Every two to three years

More than five years []

Every four to five years ]

Each year ]

Have not updated it yet ]

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

Percentaae of Respondents

Total Responderit88

Exhibit 1.D
Frequency of Strategic Plan Updates
by Region anlllembership Size
Reqion More than | Every four to| Every two to Each vear Have not

9 five years five years three years y updated it yet
[-111 % 13% 2% 42% 13%
-V 0% 5% 253% 670 3%
VHX 4% 11% 3 41% 5%
X 0% 0% 40% 60% 0%
XEXI 6% 10% 3™0 3™0 10%
X1l 0% 13% 20% 58% 13%

By Membership Size

Small 3% 10% 3 3%% 13%
Medium % 10% 30% 51% 6%
Large 0% 0% 3% 5%% 8%
Mega 0% 126 21% 670 0%
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Exhibit 120 Respondents that Use Consultants to Update
— Strateaic Plans

No

Sometimes

Often

0%

10% 20% 30% 40%

Percentage of Respondents

Total Responderit93

50%

Exhibit 1.21
RespondentthatUseCorsultans to Update Strategic P&an
by Region anilembership Size

Region Often Sometimes Never
-1 3680 33 31%
V-V 3% 31% 300
VHX 330 27 40%
X 48% 25% 31%
XEXII 3%% 28% 38%
Xl 200 33 4%

By Membership Size

Small 1%% 22% 630
Medium 3% 36% 23%
Large 43% 43% 1%%
Mega 6™ 2% 126
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Budgets: The average income and expense budgets for the 2006 fiscal year are shown
in Exhibits 1.22 and 1.2®ith an additional data available in 1:22and 1.22B. The
average budgets for both income and espeby region and hyembership size are

shown in Exhibit 1.24

Exhibit 1.22
Income Budget for 2006 Fiscal Year
Dues income MLS income Al other Total income
(nondues income)
Range $759$8.8 million| $125%$9.1 million| $206$8.3 million | $2,106518.4 rilion
Average $348,229 $677,294 $352,061 $1,111,619

Notes on Income

A 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 mme than 27,000 members.

A 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 toafdgeer $18 million.
A 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.
A Total income: Of the 211 esponses, the annual total incomes ranged from a low of $2,100

to over $18 million.

Exhibit 1.2:A

Range of Responses for Income Budgets for 2006 Fiscal Year

Less than $2H,000- $500,000 to $1 More than

$250,000 $500,000 million $1 million
Dues inaoe 61% 20% 11% 8%
MLS income 52% 15% 16% 17%
Nondues 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

SZEEE SIEL MLS Overhad Total

excluding staff| expenses an eXDENSEes eXDENSes ExDenses
and overhead benefits b P P

Range | $63386.4 millo] $123$3-2 | $330&8.1 | $1,5084.0 | $2,800$17.0
million million million million

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

Notes onExpenses

A Expenses excluding staff and overheadf 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.

A Staff expenses and benefitOf the 167 regonses, the annual amounts budgeted for staff
expenses and benefits ranged from $600 from an association with fewer than 20 members
and one partime employee to $3.2 million from an association with more than 27,000
members with over 70 employees of whater half work with the MLS.

A MLS expensesOf the 108 responses, the annual amounts budgeted for MLS expenses
ranged from $3,306 from an association with fewer than 20 members and eta@art
employee managing MLS operations to over $8 million fromassociation with more than
8,000 members and an annual MLS income budget in excess of $9 million.

A Overhead expensedOf the 129 responses, the annual amounts budgeted for overhead
expense ranged from a low of $1,500 to over $4 million for an associatioower 27,000
members.

A Total expensesOf the 187 responses, the annual amounts budgeted for total expenses
ranged from $2,800 to over $17 million.

Exhibit 1.2\
Range of Responses for Income Budgets for 2006 Fiscal Year
Less than $2H,000- $500,000 to $1 More than
$250,000 $500,000 million $1 million
Expenses excludi 68% 14% 10% 8%
staff and overhea
Staff expenses ar 68% 19% 9% 4%
benefits
MLS expenses 65% 14% 13% 8%
Overhead expens 84% 11% 3% 2%
Total expenses 35% 21% 19% 25%

Note:For both the income and expense budgets, respondents were encouraged to include their buigets for MLS only i
their MLS was operated by an association committessarcittienavholly owned the MLS. For the expense budget,
overhead is defined asredjaing operating expenses @kuiation necessary for it to function; including salaries,

benefits, rents, utilities, insurance, etc.
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Exhibit 1.24
Average Budgstfor 2006Fiscal Year
by Region anllembership Size
Region Income Expense
-1 $665660 $729,233
-V $1,904,119 $1,458,767
VHX $674,592 $562,540
X $882,738 $837,956
XEXI $674,592 $562,540
Xl $338,281 $720,859
By Membership Size

Small $161,620 $192,906
Medium $371,821 $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 tabulatddhis section expla@s the tpes of services offered
by the &sociations to the brokers.

Associations that Offer Broker Services: Lessthan one fourth of the responding
associations have dedicated staff to providing broker services (see Exhibit 2.1).

Key Finding:

P For tre 234 of thelocal associations that have dedicated staff members to oversee
broker services, the staff

size averages two per Exhibit 2.1Respondents with Staff Dedicated to Providing
responden(not | Bl’oker SeI’ViceS |
tabulated)

P Exhibit 2.2 shows the No

percentage of

respondents with staff
dedicated to providing Yes
broker services bgegion :
and membership size. 0% 50% 100%

P RESDOHSGS ranged Percentage of Respondents
between 0 and 35, with a
median number of one employee
among the 247 respondents with staff dedicated to broker services.

Total Rspondents: 247

Exhibit 2.2
Respondents with Staff Dedicated
to Providing Broker Services

by Region ashMembership Size

Region Yes No
- 3%% 63%
(\YaY, 28% 2%
VHX 1% 83%
X 5% 93%
XEXI 28% 2%
XII 1%% 86%

By Membership Size

Small 18% 820
Medium 16% 84%
Large 43 570
Mega 58% 4%
National Association of REALTORS 17
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Types of Services that Associations Offer Brokers: Exhibits 2.3

through 2.10 provide information dhe serviceghat responding associations provide

their broker members

Key Findings:

Of those who offer services to broker8%,is to providenews 53%, offer
specidized training programs and % offer leal information or resourcesee
Exhibit 2.3) These rgsonses are separated by regioixhibit 2.4.

Fewer than half, 4, of the
responding local
associations have created
communication materials
for member brokers and
managers onlysee Exhibit
2.5). Exhibit 2.6 shows
these results by region ang
membership size.

Of those that have created
communicatiormaterias
for brokersno single

| Exhibit 2.3Types of Services that Associations Offer to Broke| _

New s

Specialized training programs
Legal information or resources
Market data or analysis

Other

I
I
I
]

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

Percentage of Respondents

deliverymethod stands out
asmost commonRather,

it appears that local associations tend to use a combination of ,gulint 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 materialsrtteahbers

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

Total Respondents: 126 —

Exhibit 2.4
Types of Services that Associations Offer to BrakeRegion
Specialized Legal
Region News training information Markeda’;a Other
or analysis
programs or resources
-1 69% 2% 626 4% 1%%
I\ 826 520 48% 5% 1%
VHX 6%% 4% 50% 4% 28%
X 88% 38% 2% 630 13%
XEXII 830 56% 48% 4% 1%
X1l 63% 38% 2% 33% 630
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— 1 Brokers and Manaaers

Exhibit 2.5Respondents with Communications Designed for

No |

Yes |

0% 50%

Percentage of Respondents

100%

~ Total Responden240

Exhibit 2.6

Respondents with Communications Designed

for Brokers and Managers
by Region anillembership Size

Region Yes No
-1 5% 43%
V-V 468% 5%

VHX 3% 66%

X 3% 65%

XEXII 30 630

Xl 550 43%
By Membership Size

Small 2% 71%

Medium 468% 58%

Large 64% 36/

Mega 70% 30%
Exhibit 2.7Methods for Communicating with Brokers
Online |
Print/hardcopy |
Push electronic or targeted email ]
Listservs []
Other [T
0% 50% 100%

Percentage of Respondents

Total Respondents: 227 ~
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Exhibit 2.8
Method for Communicating wiBrokers and Managers by Region

Region Online | Print/hardcopy Pﬁ;%g{ggtreorgglr Listservs Other
-1l 73% 80% 83% 19% 23%
V-V 81% 630 58% % 126
VHX 7% 670 60% 11% 2%%
X 670 4% 73% 13% 13%
XkXII 7™ 626 49% 8% 3
Xl 70% 5% 60% 15% 25%

Exhibit 2.9Respondents that Provide Customizable Marketin

7] Materials to Brokers ]
No
Yes
0% 50% 100%
Percentage of Respondents
Total Respondents: 243 —
Exhibit 2.10
Respondents that Provide Customizable
Marketig Materials to Brokers
by Region anMembership Size
Region Yes No
[-111 28% 768/
(\YaY} ) 91%
VHX 168% 8%%
X 11% 90%
XEXII 18% 8206
Xl 10% 90%
By Membership Size
Small 13% 8™06
Medium 1%% 868%
Large ™% 93
Mega 33 67”06
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Outreach Services: Locd associations offer members various services to help manage their
businessedxhibits 2.11 through 24lshow the most common services availdhteugh
respondingassociations.

Exhibit 2.11: Types of Services Offered by Local Associations

Key Findings: Office visits I
P Exhibit 2.11 lists Forums | l
numerousservices . o]
Dedicated w ebsite |
offered For 1
example’76(%) ViSit Dedicated fax line |
their me mb Surveys |

offices, while 520

Focus groups [ ]
sponsor forums and ]
37% conduct Dedicated phone line
surveys to collect Dedicated concierge services [
information that can Other [T

help membes in
managing their
businessexhibit
2.12 liss these
services by regions

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

Percentage of Respondents

Total Respondents: 188

P sSome local ssociations provide resources to their rhers to help them manage their
businesss For example63% have model office or firm policies that members can adapt for
their needs. Others share business statistics or condudtgtsction surveys of customers
(see Exhibit 2.13)Exhibit 2.14 lists these services by region

Exhibit 2.2
Types of Services Offered by Local Associaktigfi®egion
, Office Dedicateq Dedicated Focus DEeIEETEe Dedlt_:ated
Region . Forums ; . Surveys phone | concierge| Other
Vvisits Website | fax line groups i :
ine services
-1 67% 56% 33% 31% 36% 44% 22% 0% 8%
NV 82% 56% 44% 44% 28% 26% 31% 3% 10%
VHX 79% 43% 55% 36% 43% 32% 30% 2% 18%
X 92% 39% 46% 46% 46% 39% 31% 8% 8%
XEXII 72% 48% 41% 31% 28% 41% 28% 3% 17%
X 60% 80% 67% 53% 47% 20% 53% 7% 7%
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Exhibit 2.13Business Tools that Associations Make Availabl

Model office/firm policies

Customized market statistics
Sample client letters
Post transaction customer surveys

Other

::
|=
i

1

0%

20% 40%

Percentage of Respondents

60%

80% 100%

Total Respondents: 91

Exhibit 2.14
Business Tools that Associations Make AvaitgbRegion
Model Customized . —— ,
. e Sample clien{ transaction
Region office/firm market | Other
L I etters customer
policies statistics
surveys
-1 670 60% % 0% 7%
I\ 63% 5% X0 4% 1%
VHX 70% 43% % 0% 176
X 7% 0% 25% 25% 25%
XEXII 43% 2% 21% % 43%
X1l 40% 60% 20% 0% 0%
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Section 3: Education Services

Over half of the respondirggsociations58%,offer educatiorservices to obtain and maima
licensing,help real estate professionalsderstand the basi@bout business, learn about real
estate issues or twlvarcetheir skills(not tabulated)According to survey results, the
educational programs include a varietysefvicesand ethics triaing, as well as new member
orientation programs.

The averagéocal association generates less than 10% of their revenue from their training
programgsee Exhibit 3.1)However, it represents a service that adds significant valukab
the asociatios bring to their communities by providing consistency in professionalism and
ethics.

Exhibit3.1
Region AverageP e r cer_1t age of R
Revenue fromdticationServicesor Fiscal
Year 2008y Region and Membership Siz
-1 9%
\VAY] 6%
VHX 3%
X 3%
XX 12%
X1 12%
By Membership Size
Small 4%
Medium ™0
Large &%
Mega &%

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

Key Findings:

P Nearly all respondents, 94, offer Exhibit 3.2Respondents that Offer Continuing Education Cre
training programs thatrpvide
members with CE credi(see No
Exhibit 32). Exhibit 3.3 shows the
percentage of respondents that off
couses by region and by Yes
membership size

P Mostlocal ssociations offefewer
than 10 CE courses per yéaee
Exhibit 34), although respondents
with over 2,500 (large and mega) Total Respondents: 239
members tend to offer more CE courses per year (see E3Mpit

0% 50% 100%

Percentage of Respondents
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Exhibit 33
Respondents that Offer Continuing Education Credits
by Region anillembership Size
Region Yes No
I-111 880 126
\aY% 98% 2%
VHX 83 126
X 1000 0%
XEXII 9%% 5%
Xl 81% 1%
By Membership Size

Small 83% 1%
Medium 96% 4%
Large 1006 0%
Mega 96% %

a Typical Year

Exhibit 3.4: Number of Continuing Education Couffeedin

41-50 [
31-40 —1

More than 50

21-30

10-20

Few er than 10

0%

10% 20%

30% 40% 50%

Percentage of Respondents

Total Respondents: 227 ~—

Exhibit 3
Number of Continuing Education Courses Offered in a Typical Year
by Region anMembership Size

. More Fewer

Region than 50 4150 3140 2130 1020 than 10
- 320 8% 5% 1%% 19 22%
I\ 18% 5% ™0 ™0 3%% 2%
VHX 10% 3 8% ™0 21% 51%
X 5% 0% 5% 11% 26% 53%
XEXII 16% 2% 3% 18% 3206 2%
Xl 11% 0% 6% 0% 28% 5%%

By Membership Size

Small 0% 1% 2% 4% 28% 69%
Mediun 1%% 6% o 1%% 3% 23%
Large 5% 0% % 23 2% 0%
Mega 6% 4% o o o 4%
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Educational Programs Offered: Exhibit 3.6 summarizes the educational programs that local
associations make available to their members

Exhibit 3

Types of Educational Pragrs Offered bRespondents
Type oEducational Programs % offering program
Professional standard209) 94%
Board service00) 91%
Antitrust(200) 90%
Technology training205) 90%
Contractq204) 89%
Risk manageme(it96) 8™
New agent trainirn@94) 84%
Cultural diversity171) 76%
Public policy issuefl62) 70%
State licensing regulati¢h55) 67%
Sales trainingl57) 66%
Market orientation (local sales statistics, local 53
market developments, efd.»0)
Property managemeit6) 50%
Appraisal146) 50%
Prelicense trainingl73) 50%
Real estate assistant trainifigi2) 47%
Foreign languagdg4 31) 16%

Note: The number in parenthesis refers to the number who provided a response for the choice
in answering the question.
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Online Training: All respondents indicated they offer some online training in support of
continuing education courses. Howevefparson classroom classess remain prevalent.

Key Findings:
P Al localassociations offer onlingraining for continuing education and abh@0% offer
online training to support prelicensing of salespeople and brokers (see Exhibit 3.7).

P Exhibit 3.8shows the percentage of responding local associations that offer continuing
education training courses for certification and for salespersobrakdr 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 througtoftace
classroomstyle meetingsin addition, some traing 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 lore (see Exhibit 3.9).

Exhibit3.7 Use of Online Education for Continuing
Educdion and Licensing Programs

Continuing
education

Salesperson and
broker prelicense

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

Percentage of Respondents

~ Total Respondergs:

Exhibit 3.8
Use of Online Education for Continuing Education
and Licensing Prograrby Region
Reai Continuing Salesperson and
egion . :
education broker prelicense
HIl 100% 670
IV 100% 18%
VHX 1000 30%
X 100% 0%
XEXII 100% 15%
XIlI 100% 0%
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Exhibit 3
Whether Respondents Offer Educational Programs Primarily in Classroom Settingy
or Online and Whether in Other Languages Besides English
L Offered in other
: Howprimarilyconducted
. % offering languages
Educational Programs program
Classroom Online In English only
Professional standard209) 94% 78% 22% 9
Board servicef00) 91% 87% 13% 10006
Antitrust(200) 90% 87% 13% 1000
Technology trainin@205) 90% 81% 19% 10006
Contractq204) 89% 88% 12% 9%
Risk manageme(it96) 8™ 88% 126 9%
New agent trainirn@94) 84% 89% 11% 9%
Cultural diversity171) 76% 94% 6% 98%
Public policy issuefl62) 70% 76% 24% 9%
State licensing regulati¢h55) 67% 81% 19% 9
Sales trainingl57) 66% 89% 11% 9
Market orientation (local saleg
statistics, local market 53% 77% 23% 10046
developments, etd150)
Property managemei#6) 50% 80% 20% 10006
Appraisal(146) 50% 82% 18% 1000
Prelicense trainingl73) 50% 2% 28% 9%
Real estate assistant training 47% 88% 12% 1006
(142)
Foreign language€4 31) 16% 100% 0% 98

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the questior
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Nationally Recognized Designations: The majority oflocal sssociations fier
educatioal programghatlead to anaionally recognized designatideee Exhibit 3.1D

Key Finding:43% of thelocal
association®ffer educatioal
programson a regular basis
(see Exhibit 3L0). The
associations with 2,500 or

Exhibit3.10Respondents that Offer Educational Programs

Leadina to Nationallv Recoanized Desianations

No

On an as-needed

more members (largend basis
mega) more often offer On a regular
educatioal programs that lead basis
to national recognized . . . .
designationsExhibit 311). 0% 10%  20% 30%  40% 50%
Percentage of Respondents
Total Respondents: 228
Exhibit 311
Respondents that Offer Educational Programs Leading
to Nationally Recognized Designations
by Region anilembership Size
: . Regularlyoffer Offer programs on a
0
RELUT b GFEIITG) g programs asnheeded bsis
-1l 80% 626 3%
V-V 46% 7% 2%%
VHX 71% 73 2%
X 33% 670 33
XEXI 54% 7R 23%
X1 72% 630 30
By Membership Size
Small 86% 66% 3%%
Medium| 70% 72% 28%
Lamge 92% 82% 18%
Mega 86% 86% 14%
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Nationally Recognized Designation Exhibit 312 shows how frequently thassociationghat
offer educational programs leading to accreditation hold training sessions dtyicgayear.
(The number in parenthesis ee$ to the number of respondents who responded.)

Exhibit 312
Number of Times Educational Programs Leading
to a Nationally Recognized Designation Offered in a Typical Year
Most Commonly Offered Programs
% Number oTimes
Educational Program offering Offered During a Typ|c5al hiEs
program 1-2 34 or
more
GRI- Graduate REALTOfstitute (130) 83% 57% 21% 22/
ABR- Accredited Buyer Representative (124) 7% 7% 18% %
e-PRO (107) 7% 66% 21% 13%
CRS- Certified Residential Specialist (116) 720 780 13% %
AHWD At Home with Diversity (93) 5 92% 8% 0%
CIPS Certified International Property Specialist (84) 268/ 92% 1% %
CCIM Certified Commercial Investment Member (85) 26% 7% 13% 8%
CRB- Certified Real Estate Brokerage Manager (86) 2%% 95% 5% 0%
ABRM Accredited Buyer Representative Manager (8] 2%% 670 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% offené programétimes a year; 5% offeBitithes a year; 5% offeflR 8mes a year; 1% more than 12.
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Training Eligibility: Exhibit 313 shows thedcalassociation members and staféembers
who areeligible forspecialized training programs

Key Flnding: About 80% of E)ré)hibit 3.13Staff Members Eligible for Specialized Training
brokers/owners are eligible for 1| roorams

specialized training progranin Brokers/ow ners

comparison about 40% of office -

support staff and even fewer Managers or assistant managers ] |
personal assistants are eligible for Office support staff [T

training programgsee Exhibit Personal assistant -:I
3.13. Exhibit 3.14 showsthese PO assian® |

findings by region R e
0% 20% 40% 60% 80% 100%

Total Respondents: 87 Percentage of Respondents

Exhibit 3.4
Staff MembeiEligible for Specialized Training PrograynRegion
_ Mana}gers ol Office Personal
Region Brokers/owners assistant support . Other

managers staff assistants
-1 83% 780 30% 3% 1%
I\ %% 58% 68% 63% 1%
VHX 73% 326 48% 2% 2%
X 80% 60% 60% 60% 0%
XEXII 6% 48/ 3% 1% 23%
XII 80% 1006 60% 60% 20%

New Member Orientation: Mostlocal associations offeorientation programs for new
membersExhibit 3.15 shows how frequently the respondents offer the member orientation.

Key FmdlngS: Exhibit 3.15-requency Local Associations Offer New Membyq

P Most local @sociations, 8%, offer | Orientation
orientation programs to new
members on eegularbasis On a regular
compared to an aseeded basisee basis
Exhibit 3.15). This information is
shown by region anchembership
size in Exhibit 3.16 On an as-

needed basis
P Themost common topgcovered
(i.e., 75% or more of respondents)
areboard resources and services
ethics, RPAC, fair housing, antitrust

0% 50% 100%

Percentage of Respondents

Exhibit 3.17).
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P Al respondentthatoffer new member trainindo soin a traditional clasroom
setting with a few offering an online dijpn (see Exhibit 3.8).

Exhibit 3.6
Frequency Local Associations Offer New Member Orientation
by Region anilembership Size

Region On a regular basis On an asheeded basis
I-111 8% 1%
\aY% 9%% 5%
VHX 8% 168/
X 9 ™
XEXII 8% 16806
Xl 9%% 6%

By Membership Size

Small 66% A%
Medium 9% 1%
Large 1000 0%
Mega 96% %

Exhibit 3.17Topics Covered in New Member Orientation Progt

Board resources and services
Fair housing
Antitrust

Government affairs |
Intellectual property

Ethics |

RPAC |

MLS

Other

—1
——1

0%

Total Respondents: 186

20%

Percentage of Respondents

40% 60% 80% 100% 120%

Exhibit 3.18: How Associations Offew Member Orientation
Programs

Classroom

Online

0% 50%

100%

Percentage of Respondents

~ Total Responderit81
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Ethics Training: Ethics training is
a critical Component of new member — Exhibit 3.19: How Associations Conduct Ethics Training
orientation.

Included in the orientation
program

Key Finding:Themajority of

associations include amddory ethics
trainingin thar orientation prograis Programis offered separately
(see Exhibit 3.9). The alterntative is to| fromthe orientation program
offer it separately, which is less

common Exhibit 3.20 shows this 0% 50% 100%
.. . L Total Respondents: 24
finding by region and membership siz¢ Percentage of Respondents
Exhibit 20
HowAssaciations Conduct Ethics Training
by Region anilembership Size
Region foergdmth iz Offeredseparately
orientation program
-1 66% 3%%
V-V 64% 36%
VHX 65% 3%
X 53 470
XEXI 51% 4%
X1 5% 43%
By Membership Size
Small 418% 526
Medium 68% 326
Large 8% 13%
Mega 7% 21%

Training Management: A review of the findhgs provides insight into howssociations
manage their training programs.

Key Findings:
P The respondingssociations average one ftiline instructor, with the largerssociations
averaging up to three fullme staff dedicated to education progrgisee Exhibit 3.21)

P Survey results ranged up to six ftithe instructors, with some noting pdirne instructors or
rotating the training responsibility among memberaroeducational team. Some also noted
that they combine their educational programs with other local agencies or state agencies.

P Mostassociations compensate their training instructors (see ExHAit Exhibit 3.23
shows this information by region antembership size
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Exhibit3.21
AverageNumber of Futlme Staff
Dedicated to EducatiaPrograms

by Membership Size

Membershipize
125total responden

Average nmber
of fullime daff

Small

Medium

Large

Mega

WIN|F—|O

Exhibit 3.22: Whethestructors Are Compensated for
| Conducting Association Training

No
Some are 1
compensated |
All are
compensated :I
0% 50% 100%
Percentage of Respondents
Total Respondents: 237
Exhibit3.23
Whether Instructors Are Compensated for Conducting Association Training
by Region anillembership Size
. All instructors Some instructors No instructors
Region
compensated compensated compensatg
111 3 56% 5%
\VAY] 2™ 56% 18%
VHX 40% 3% 28%
X 3% 4% 21%
XEXII 40% 4%% 11%
Xl 5% 700 2%
By Membership Size
Small 2% 4% 280
Medium 3% 46% 19%
Large 31% 69% 0%
Mega 51% 4% 0%
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Member Communication: This section identifies communication materials provided to
members.

Key Findings:
P Exnibit 3.24 identifies the types of communication materials that the responding
associations provide members and the format for deliver.
A Some communications are administrativd arternal, such as billings, 98 and
meeting agendas and minutes¥94
A Other communication materials inde informational brochures, 79
newslettes, 94%, and magazines,’86
A Still othersleverage new Webased technologies, includiigeb logs (blogs)
with 8% of the respondents offering blogs to members.

P Some commumiationmaterials are more appropriate &ectronic delivery than
others. Electronic delivery also offers some advantages, saving on printing costs for
exampleThe communication services that make the most use of electronic and
Websitedelivery are calls to &ion, newsletters, billing, invoices anelgistrations, as
well asblogs.

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

Exhibit 3.24
Respondents that Offer Communication Services to Members,
the PrimaryMedidlsedand Whther They Generate Advertising Revenue
. . %offer | Printed | Electronic : Generate
Communication Servige . Website
service| format format 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%
Bbgs (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 questi
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Support for Public Communication Services: Exhibit 3.25shows espondents that
provide communication sengs either directly to the public or through their members.

Key Findings:

P The most common communication servicpublic access through IDX to the MLS
with 52% of the respondents ofifieg this communication servide the general
public.

P Fewer respotents, 8% create issues campaigns, sponsor a homes/property
magazine, 31% or launch image and advertising campaign, 29%

P Rrss (Real Simple Syndication) Feeds are an emerging electronic method for pushing
communication and advertising to the public. Howetles 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 ProvidethoGeneral Public,
the Primary Media Uard Whether By Generatd&kevenue
o . % offer| Printed | Electronic , Generate
Communication Services . Website
service| format format revenue
(P1u7b3!|)c Acces$DX- Assoc/MLS Provid 5204 6% 48% 46% 3%
Issues Campaign (164) 48% 49% 29% 22% 0%
Public Access IBBroker/gent (162) 48% 7% 54% 39% 1%
Public Acces$DX- Broker Only (155)| 35% 4% 49% 47% 2%
Homes/Property Magazine (163) 31% 83% 7% 10% 6%
Public AccessDX- Partnered/Vendor 0 o 0 0 0
Contracted (156) 31% 4% S71% 39% 1%
Image/Advertising Campaign (182) 29% 52% 20% 28% 2%
Speakers Bureau (154) 6% 67% 11% 22% 0%
(Rlig)(Real Simple Syndication) Feeg 1% 0% 100% 0% 0%

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the
guestion.
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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 serviae shown in Exhibit 3.26

Key Findings:

P Two thirdsor moreof the respondensupport fundraisingdivities, 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 LegislaBwliticahnd Grassroot Causes
and How They Are Structured

Public, Political and Grassroot Causes Z(oer?/firc?er Incé%iid n s:r?/?gg
Fundraising Activities (189) 82% 81% 19%
Get Active/GadtAction (202) 81% 76% 24%
Grassroots Matiliion (189) 75% 74% 26%
Political Advocacy (188) 72% 74% 26%
PAC Administration (193) 71% 78% 22%
Candidate Screening (189) 68% 80% 20%
Lobbyist/GA® internal, outsourced (183) 57% 66% 33%
Issues Mobilization Fund (174) 46% 56% 44%
Voter Guides @)7 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 ofezed
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 structMi@® than half have
outsourced this support.

P Nearly all, 984, respondents also offer arbitration, waé?6 includingthis servican
their membership feeand 58%havingoutsourcd this service.

Exhibit 3.27
Respondents that @ffLegal Service¥yhether They Are Included in Membership Fees a|
Whether They Are Part of Shared Services or Outsourced
. % offer | Includel | Fee for| Shared
Lega Services . . . . Outsourceg
service | in dues | service| service
Professional Standards (213) 95% 86% 14% 42% 58%
Arbitration/Enforcement (212) 96% 69% 31% 42% 58%
(Sltgg;jard Forms (electronic and print 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 oefeesitumber who provided a response for the choice in answering the
guestion.
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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 Govendri®yv the
MLS interacts with the membeiSection 5 reviews MLS Technology. Both sections use the
following terms:

ParticipantThe principal or principals of your or amgsbicatiqror a firm comprised of

principals who hold a current, valid real estatéidenoser@nd 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.

PrincipalA licensed orrtified individual who is @golprietor, 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.

SubscriberA norprincipl broker, sales licensee, and licensed and certified real estate appraiser with

an MLS participant and may (as a matter of | oc
administrative and clerical staff, personal assistants atglsedkiitpicensure or certification as

real estate appraisers provided that any such individual is under the direct supervision of an MLS
participant or that participantds | icensed des

Types of MLS Structures: Exhibits 4.1 and 4.2 show the struiet of the MLS which
serves | ocal associationso® member s.

Key Findings:
P over 40% of the responding associations-selhage their MLS through a committee.

P About onethird responded that their MLS is managed jointly through a regional group of
associations.

P Fewer, about 22%, have created wholly owned subsidiaries and evendspandenthave
outsourced MLS management to a third party vendor or have created a joint venture with
reciprocal agreements. Very few do not have a MLS.
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Exhibt 4.1 MLS Management

Operates as a committee of your Association

Other joint venture/regional/reciprocal

Regional/ow ned by or available to multiple associations
Wholly ow ned subsidiary corporation of your Association

Privately ow ned/not affiliated w ith the Association

No MLS serves our jurisdiction :I

Total Respondents: 247

0%

10%

20% 30% 40% 50%

Percentage of Respondents

Exhibit 4.2
MLSManagement
by Region anilembership Size
Owned by or Privatel Otherjoint
: SIEElES availableyto Whol!quned owned/N):)t vent?;re, No MIS in
REG/ER asa multiple submdyar_y o affiliated with| regional or | jurisdiction
committee associations association association reciprocal
-1l 28% 30% 23% 1%% 5% 0%
V-V 4% 1% 3&% 0% 2% 0%
VHX 3™ 320 20% 4% 2% 3%
X 58% 26% 11% 0% 5% 0%
XEXII 3% 48/ 5% 10% 0% 0%
XIll 4% 5% 2%% 1%% 0% 5%
By Membership Size
Small 526 25% 13% 6% 2% 2%
Medium 31% 3%% 23% ™0 3% 1%
Large 20% 53% 20% ™0 0% 0%
Mega 21% 2% 3% 4% 8% 0%
National Association of REALTORS 41

2007-2008 Membership Survey Findings Summary
FOR MEMBERS ONLY




MLS Governing Body: A look at
Exhibit 4.3 showshe size of the MLS

governing bodies.

Key Findings:

P Among the bcalassociations that
have MLS governing bodies, 42
have an MLSjoverning bodyf

between 6 ath10 employees (see
Exhibit 4.3) Exhibit 4.4 shows the

size of MLS governing bodies by
region and membership size.

P Nearly twothirds of thocal

associations64%,have assigned representatigpegcified in their policies fomaVILS

govening body (see Exhibit 4.5)

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

| Exhibit 4.3: Size of MLS Governing Body

More than 20

16-20

11-15

6-10

5or fewer

=
| E—

—

0% 10% 20%

30% 40%

Percentage of Respondents

50%

Total Respondents: 142

assigned representatives specified in policiesiidaS governing body.

Brokers and sales people are most often assigmeepresntatives to aMLS
governing body (see Exhibit 4. Bxhibit 4.8 shows the representatives assigned to
an MLS governing bdy by region Other assigned representatives included

commercial or geographical representatives, committee chairpersons, MLS
participants or presiderdlects.

Exhibit4.4
Size of MLS Governing Body
by Region and iembership Size

Region tr?g?]rgo 1620 | 1115 | 610 fgv‘;ér
-1 11% 0% 1% 48% 28%
V-V 3% 1% 28% 38% 13%
VHX 2% % 3%% 42% 1%
X % % 33 40% 1%
XEXII 1% 23% 23 43% 5%
Xl 0% 20% 20% 500 10%

By Membership Size

Small 5% 4%% 18% 6% 22%
Medium 2% 10% 380 48% 6%
Large 0% 38 380 124 1246
Mega 13% 40% 270 200 0%
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Exhibit 4.5Associations that Have Representatives Specifieq
Their Policies for an MLS Governing Body

No

Yes

0% 50% 100%

Percentage of Respondents

Total Respondents: 147 —

Exhibit4.6
AssociationghatHave Representatives Specified
in TheirPolicies for aMLS Governing Body
by Region and bMembership Size
Region Yes No
111 4% 53%
V-V 690 31%
VHX 61% 3%%
X 7% 2%
XEXII 76% 280
Xl 50% 50%
By Membership Size
Small 66% 3%
Medium 526 48%
Large 861 1%%6
Mega 80% 20%

Exhibit 4.7: Representatives that Are Assigned to an MLS Governing
as Specifieéh Policy

Brokers and salespeople

Board/shareholders representatives

Brokers only

Large firms
Franchises

Other

Total Respondents: 91

1
]

0% 10% 20% 30% 40%
Percentage of Respondents

50%
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Exhibit4.8
RepresentativethatAre Assigned toreMLS Governing Body as Specified in Pblidgegion
: Brokers and RIS @ Brokers Large .
Region shareholders : Franchises| Other
salespeople - only firms
representative:

-l 60 226 3 11% 0% 11%
V-V 48% 32% 32% 18% 0% 1%%
VHX 3% 32% 1%% % 0% 18%

X 80% 30% 0% 0% 0% 10%
XEXII 3% 35% 2% 18% 6% 18%
Xl 60% 40% 0% 0% 0% 20%

MLS Business/Strategic Plans:
Someassociations havéusiress or
strategic plaafor their MLSs.

Exhibit4.9: Associations with Business or Strategic Plans for
— MLS Governance —

Key Findngs:

P Exhibit 4.9 shows that only about
one third of associations have a
business or strategic plan for MLS

No

Yes

governance.
P Those serving the large and mega -
populations more frequently have a 0% 50% 100%
plan (EXhibit 4.10). Percentage of Respondents
P Mostlocal associatiomwith MLS Total Respondents: 138 —
business/strategic plans v
have updated them in thé - : At
P Associations with Business ora&#gic Plans for MLS Governanc
last 12 monthgsee . e
. by Region and iyembership Size
Exhibit 4.11).
o Region - Havea Do not have a
P Exhibit 4.12 shows the business/strategic pla| business/strategic plan
frequency that MLS -1 A7% 5%
business/strategic plans VY, 4% 566
ared Updatgd b%/_gnon VHX 3 6%
and membership size. X 1006 60%
P About one_third of the XEXII 39 65%
MLS_ provm!grs ofteruse Xl 2% 80%
outside facilitators or —
consultants to help them By Membership Size
g} dgvelo/p)ltr\gtthglr I\fLS Small 220 7%
usiness/strategic plan Medi VY Y
(see Exhibits 4.13 and edim > >
4.14). Large 3% 2%%
Mega 3% 2P
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Exhibit 4.11: Frequency that Associations Update MIsS Plan|

More than 24 months ago ||

In the last 24 months

In the last 12 months

Have not updated the plan yet
Never

Other

B
=
|

1

0%

Total Respondents: 62

20% 40%

60% 80%

Percentage of Respondents

100%

Exhibit4.12
Frequency that Assiadions Update MLS Plans
by Region and iyembership Size
: M Ui In the last | In the last oSk
Region 24 months 24 months!| 12 months updated the | Never Other

ago plan yet
-l 20% 20% 40% 10% 10% 0%
V-V 0% 23% 690 8% 0% 0%
VHX 1% 0% 4% 4% 26% 1
X 0% 0% 1006 0% 0% 0%
XXII 0% 1%% 86% 0% 0% 0%
Xl 0% 0% 60 0% 3% 0%

By Membership Size

Small 1%% 5% 41% P 2™ 2%
Medium 0% 2% 780 2% P Po
Large 176 176 670 0% 0% 0%
Mega Po 91% 0% 0% 0% 0%
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Exhibit 4.13Associations that Use Outside Facilitators or
Consultants to Help Update Plans

No

Sometimes
Often

0% 50% 100%

Percentage of Respondents

Total Respondents: 67 ——

Exhibit 4.14
Associationghat Use Outside Facilitators or Consultants to Help Update Pla
by Region and by Membership Size
Region Often Sometimes No
Il 30% 30% 40%
-V 39% 11% 50%
VHX 20% 25% 55%
X 50% 0% 50%
XEXI 30% 10% 60%
X1l 34% 33% 33%
By Membership Size
Small 8% 4% 88%
Medium 42% 21% 37%
Large 29% 43% 28%
Mega 64% 27% 9%
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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 entityas $iown 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 respondentbatoperate their MLS as a separate business
entity, 98%, have staff dedicated to thie.S business (not tabulate@dverage two futtime and
one partime employee (61 respondents).
Responses ranged between one and eight for f Exhibit4.15

time employees and one and two for garte Average Staffing Sizer MLS that

P Operate as Separate BusinEstities
employees (see Exhibit 4.1Respondents were Sl S

directed to indict their MLS staff size only if roranc nurhor OnE
they operate their MLS as a separate entity and Membershipize g :
they did not include their MLS staff size in their Fultime’ | Partime
answer tdhe question that ask them to specify Small 1 1
their total staff excluding MLS employees. Medium 2 1
Large 4 1
Mega 5 0

MLS Budget (of associatiols that manage their
MLS as a separate business entity)

Key Findings:Exhibit 4.16 Exhibit 4.16

shows the 2006 fiscal year Average?006 Fiscal YeBudget for MLS Management Expen
income and expensesidges for

assocabns hat manage their Income $609,696
MLS as a separate business Excluding staff salaries and
) Total . i
entity. overhead* but including vendor fe
P _ Expenses
Income: Re§p0ndentmat $256,768 $195,308
operate theiMLSs as a

separate business entityere | *Note: @erhead includes algoming operating expenses afsheciation
asked to specify their total necessary for it to function; including salaries, benefits, rents, utilitig

. .| insurance, etc.
income generated from their
MLS. Findings were averaged for Exhibit 4.16.

P ExpensesRespmdents were asked to specify thieital expenses without staff salaries and
with overhead and their total expendeisdings were averaged for Exhibit 4.16.
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VOW Policy Compliance: About 56% of the
associationsd parti ci pten | Respondentswith VOW Sil

VOW sites (Exhibit 4.17).

Key Findings:

P Just oveonethird of theMLS providers, 36%have

P

adopted NAROS

Only a handful of
respondents (&s 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 (se
Exhibit 4.21).

On average, respondents
noted 75 VOW sites that sell
leads. Asked if they heard
complains about the sale of
leads from these sites, all

Exhibit 4.17
Yes 56%
No 44%

V O(8ee pxhibits £18 anal A.10) r ul e s

Exhibit4.18: VOW Complan -

Yes

No

0%

50% 100%

Percentage of Resnandents

Total Respondents: 134

responde

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

complaints (not tabulated).

Exhibit4.19
Whet her Associations Have
by Region and hMembershiize
Region Yes No
-1 32% 68%
V-V 40% 60%
VHX 40% 60%
X 39% 61%
XEXI 20% 80%
Xl 44% 56%
By Membership Size

Small 39% 61%
Medium 32% 68%
Large 29% 71%
Mega 40% 60%
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Exhibit 4.20: Associations that Are Aware of VOW Sites that

| Leads |
No
Yes i|
0% 50% 100%
Percentage of Respondents

Total Respondents: 124 ~

Exhibit4.21
Associations That Are Aware/@W Sites that Sell Leads
by Region and byembership Size

Region Yes No
-1 6% 94%
V-V 0% 100%

VHX 2% 98%
X 0% 100%
XEXII 0% 100%
X 0% 100%

By Membership Size

Small 0% 100%
Medium 4% 96%

Large 0% 100%

Mega 0% 100%
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MLS Agreements: Many

associations take steps to protect their
MLS data. Exhibits 4.2through4.31 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%,
participa

require
agreementhat addresses issues of

copyright ownership other than in the
compilation of data (Exhibit 4.22).This

agreement must be signtexenable
participant to access tHdLS data.
Exhibit 4.23shows how the use of

Exhibit 4.22Associations that Require Participants to Sign a
Copyright Agreement to Access3vData

No

Yes

0%

50% 100%

Percentage of Respondents
Total Respondents: 142 |

these agreemenmriesby region
and membership size.

Just over half, 56%, of the

responding associations have
registered their copyright in the
MLS compilation and/oits
contents (see Exhib#.24). Exhibit
4.25shows the associations who

have registered their copyrights in
the MLS compilation by region and

membership size.

P As shown in Exhibit 4.2652% of
respondentlavewritten
agreemergwith every third party
(such as photographers antet

contractors) that supplies content t

their database Exhibit 4.27shows
the variationdy region and
membership size.

Exhibit 4.23
Associations thatéjuire Participants to Sign a Copyrig
Agreement to Access MLS Data
by Region and byembership Size
Region Yes No
I 4% 53%
\YaY, 56% 4%
VHX 7% 2%%
X 50% 50%
XEXII 65% 3%
Xl 64% 3640
By Membership Size
Small 60% 40%
Medium 626 38%
" Lage 7% 2%
Mega 64% 36%

P Exhibits 4.28and 4.2%howsthat mos@ssociatios havea system for fine enforcement.

National Association of REALTORS
2007-2008 Membership Survey Findings Summary
FOR MEMBERS ONLY

5C



Exhibit 4.24: Associates that Registered Their Copyright
Ownership in the MLS Compilation and/or Its Contents

No

Yes

0%

50%

Percentage of Respondents

Total Respondents: 128 —

100%

Associationshat Registered Their Copyright Ownership

Exhibit 4.3

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

Region Yes No
-1 44% 56%
V-V 68% 32%
VHX 60% 40%

X 73% 27%
XEXI 35% 65%
Xl 60% 40%

By Membership Size

Small 37% 63%

Medium 58% 42%
Large 100% 0%
Mega 100% 0%

Exhibit4.26: Associations that Have Written Agreements

Third Parties

No

Yes

0%

50%

Percentage of Respondents

100%

Total Respondents: 128
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Associations that Have Written Agreements with Third P

Exhibit 4.2

by Region and by Membership Size

Region Yes No
111 60% 40%
\a¥ 54% 46%

VHX 53% 47%
X 55% 45%
XEXII 38% 62%
XIl 50% 50%
By Membership Size
Small 28% 72%
Medium 60% 40%
Large 100% 0%
Mega 85% 15%

_ | Exhibit4.28: Associations that Have Fine Enforcement Syst

w [

Yes

0%

50%

Percentage of Respondents

100%

Total Respondents: 149

Exhibit 4.29

Associations that Have Fine Enforcement Syst|

by Region and bylembership Size
Region Yes No
-l 9%% 6%
I\ 90% 10%
VHX 880 126
X 830 1%
XEXII 8206 18%
Xl 820 18%
By Membership Size
Small 768/ 2%
Medium 968% 4%
Large 1006 0%
Mega 1006 0%
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MLS Use: Exhibit 4.30shows the total number of participants/subscribiet use the local
associationbés MLS.

Key Findirg: Justover half of the respondirigcalassociations haviewer than 1,000
participants/subscribers that use tiéLS (see Exhibit 4.3

| Exhibt4.30Partici pants/ Subscribers

50,000 or more

40,000-49,999 []

30,000-39,999
20,000-29,999

10,000-19,999
6,000-9,999

3,000-5,999

1,000-2,999

500-999

100-499

Few er than 100 ]

0% 5% 10% 15% 20% 25%

Percentage of Respondents

| Total Respondents: 154

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

of local associatonser ved by respondentsd MLSs.

Key Finding: Over half of the respondents indicated thairtNe.S serves one lmal association
(see Exhibit 4.3)L

__ | Exhibit4.31: Number of Local Associations Served by an M

21 or more [
16-20 [i
10-15 [0

6-9 [

5 [

_]
_:l

4
3
2
1

None [T]

0% 50% 100%

Percentage of Respondents Total Respondents: 15
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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 commomebsiteis REALTOR.com, followed by the associati®ownWebsite
(see Exhibit 4.32).

P some also list their MLS with local real estate magazines, newspapers ant statbe
associWebsiteonos

P Respondents were also asked if they use Mrebsites to advertise their MLS (they could
list up to three @ditional sites)These include

ampi.org misusa.net
century2fnanchester.com navicamls.net
coldwellbanker.com raci.org
eurekaspringschamber.com remax.com

homes.com rgr.ru

homeseekers.com secovi.com.br
indianamls.com uchometownrealtors.com
iowacity@amls.com usamls.net/bronx

viewshomes.com

Exhibit 4.32
Websits Where Respondents List or Used to List Their MLS
154 total respondents Currently Used to Never provided
REALTOR.coi52) 97% 1% 2%
Association/ML®/ebsitg133) 72% 1% 27
Local real estate magaz{i@0) 36% 4% 60%
Local newspapét/ebsitg95) 34% 5% 61%
StateassociationWebsitg89) 20% 1% 79%

Note: The number in parenthesis refers to the number who provided a response for the choice in answering the questi
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Consolidation and Sharing of
Services: A fewrespondenthave
consolidated or are currently
consolidating their MLS with other
associationsor separatévILSs.

Key Findings:
P Exhibit 4.33shows thad% of the

respondenthave consolidated their

MLS with one or moreVLSs
within the last 24 months, while

Exhibit 4.34 shows that another 8¢

arecurrently undergoing MLS
mergers with other associations.

Exhibit 4.35shows that the

Exhibit 4.33Respondentthat Consolidated Their MLS with
Others during the Last 24 Months

No

Yes

0%

50% 100%

Percentage of Respondents

Total Respondents: 159 —

Exhibit 4.34Respondents that Are Currently Consolidating T

consolidations have occurred or arg|

MLS with Others

generally occurring in the smaller

markets.
P About one-quarter oflocal

association are considering sharing

services with other MLS&ee
Exhibits 4.36 and 4.370f these
associations, 42 answered a

guestion asking them to describe

how they are considering

consolidating services with anothet

No

Yes

0%

50% 100%
Percentage of Respondents

Total Respondents: 154

MLS. Themost typical answers were data
sharing programs, regionalization or statewMleS platforms (not tabulated

Exhibit 4.35
Respondentdiat Consolidated Their MlW&th Others
during the Last 24 MontbsAre Currently Consolidating
by Region and iemiership Size
Region Ct:r?gfggfl g;[leg]:;vr']tt?g Currently consolidatinf  Not Consolidating
- 0% 0% 100%
I\ 3% 0% 97%
VHX P 9% 82%
X 1®6 25% 68%
XEXII 20% 11% 69%
Xl 0% 0% 100%
By Membership Size
Small 11% 10% 79%
Medium 1% 5% 84%
Large 0% 0% 100%
Mega 0% 8% 92%
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Exhibit 4.36Respondentshiat Are Consideringharing Services
with Other MLSs

No

Yes

0% 50% 100%
Percentage of Respondents
Total Respondents: 152

Exhibit 4.37
Respondentdiiat Are Considerirfgharing Services with Othel
MLSs by Region and by Membership Size

Region Yes No
[-111 35% 65%
IV 19% 81%
VHX 23% 77%
X 42% 58%
XEXII 31% 69%
Xl 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 h

ave

Exhibit4.38: Respondents that Have Reciprocal Agreementg

made reciprocadgreements with | other MLSs L
other MLSs (se Exhibits 4.38 and
4.39.
No
Yes
0% 50% 100%
Percentage of Respondents
Total Respondents: 148 =
Exhibit4.39
Respondentthat HavéReciprocal Agreements with Other MLSS
by Region and dyembership Size
Region Yes No
-1 53% 4%
-V 48% 526
VHX 5%% 43%
X 2% 7%
XEXI 30% 70%
X1l 42% 580
By Membership Size
Small 3% 61%
Medium 53% 4%%
Large 3% 620
Mega 570 4%

Participant Eligibility:
Exhibit 4.40shows that more
than half of the respondents |

Exhibit 4.40Respondents that Require MLS Participants to B
Local Association Members

require MLS participants to be
local association members.
Exhibit 4.41shows that this
data varies by region.

No

Yes

0%

50% 100%

Percentage of Respondents

Total Respondents: 152 —|

National Association of REALTORS

2007-2008 Membership Survey Findings Summary

FOR MEMBERS ONLY

57



Exhibit4.41
Respondentthat Require MLS Participants

to Be Local Association Members

by Region and dyembership Size
Region Yes No
-1 61% 3P
\a¥ 4% 570
VHX 640 380
X 42 580
XEXII 630 3™
Xl 0% 1006

By Membership Size

Small 568% 4%%
Medium 520 48%
Large 44% 56%
Mega 4% 5%

Buyer Registry: Overall, fewer than

10% of the espondentsequire buyers

to register onheir MLS sites (see

Exhibit 4.42. Exhibit 4.43shows that

] Exhibit4.42 Respondents that Require Buyer Registry

50% 100%

Percentage of Respondents

No
this varies by region and by membersh
size.
Yes
0%
Exhibit 4.43
Respondents thatdguire Buyer Registry
by Region and by Membership Size
Region Yes No
-l 18% 82%
\aY 10% 90%
VHX 4% 96%
X 20% 80%
XEXII 4% 96%
Xl 8% 92%
By Membership Size
Small 6% 94%
Medium 4% 96%
Large 38% 62%
Mega 23% 7%

Total Respondents: 144 —
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MLS Publications: Local associations can produce several types of publications
through their MLS. Exhibit 4.4lsts some of these.

Key Findings:

P ofthe publications available from the ML$Id and closed books are the miygtical at
60%, while 286 use active listing boakand12% use property magazines.

P Exhibit 4.45shows significant

variance in this finding by region | Exhibit 4.44MLS Publications u
and by membership size. Sold and closed
book
Active listing
book :I
Property :l
magazine
0% 50% 100%
Percentage of Respondents
Total Respondents: 68 —
Exhibit 4.45
MLS Publications
by Region and by Membership Size
Redion Sold and Active Property
9 closed book listing book magazine

- 67% 33% 0%

\YaY 67% 20% 13%

VHX 61% 31% 8%

X 33% 67% 0%

XEXII 46% 23% 31%

Xl 0% 100% 0%

By Membership Size

Small 56% 34% 10%

Medium 70% 21% 9%

Large 0% 0% 0%

Mega 40% 20% 40%
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