
 
 

 

 
 
 
 
 

 

Education Session B 

Adapting to Shifting Consumer 

Communications Styles  
GREC Course Code #62127 

 

Adorna Carroll 

Wednesday, February 8, 2012 

 

You cannot receive Georgia C.E. credit for this course if you have taken it in the last 366 days. 

 

Due to seating capacities dictated by local fire code ordinances, seating for all education sessions 

will be based on a first come-first serve basis. GAR will not be allowed to have attendees sitting 

on the floor or standing up once the room’s seating is full.  

 

In order to foster a spirit of camaraderie and to avoid the appearance of recruitment, no 

nametags or clothing with a company logo will be allowed in the education courses. Should an 

attendee have one on at the time of entering an education course, the facilitators will kindly ask 

you to remove the name badge or place a blank nametag over the company logo. We appreciate 

your cooperation in regards to this matter! 
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Shift HappensShift Happens

Adorna Carroll
ABR/M, SRS, CRB, GRI, SFR, SRES, PMN, ePRO
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94+% of buyers & sellers go online to 94+% of buyers & sellers go online to 

• View property  that is available
• Understand the process
• Follow property by location as well as price
• Determine their financial possibilities
• Determine who they will interview to represent 

them and their interests

All of this is done All of this is done priorprior to contacting a  to contacting a  
real estate professionalreal estate professional

What Consumers WantWhat Consumers Want
IIn property has not dramatically changed n property has not dramatically changed ……
• Move in condition
• Location, Location, Location
• Value for the $$$ spent
FF f i l h h d l tf i l h h d l tFFrom professionals has changed a lot …rom professionals has changed a lot …
• Elevated representational skills
• Effective communication
• More detailed information
• Due diligence from                       unforeseeable 

risks
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Temperature CheckTemperature Check
Consumers drive the real estate experience Consumers drive the real estate experience 
notnot Brokers and Agents  Brokers and Agents  

• Generational attitudes affect                               
the process of info delivery,                          
marketing venues andmarketing venues and                
communication styles

• Retail shopping experience                             
drives consumer expectations                           
of the real estate experience

Generational MarketingGenerational Marketing

• Seniors
– GI – 1900 to 1925

– Silent – 1925 to 1945

• Baby Boomers – 1945 to 1965

• Generation X – 1965 to 1980

• Gen Y (Echo Boom) – 1980 to 2000

• NextGen – Next Generation – 2000+

Seniors

Drip PrintEWEB

Boomers

Preferred Communication StylesPreferred Communication Styles

GenX
GenY

TEXT & IM
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GI and Silent Generational ProfileGI and Silent Generational Profile

• Loyal to people and brands

• Word is their Bond - handshake ‘Seals the Deal’

• Status Quo; standardization

• Into process and policies 

• Rely on ‘trusted advisors’

• Pay cash rather than plastic

• “Main Street” shopping generation

• Respect specialists and experience

• Require patience; decisions are a process

GI & Silent GI & Silent Generation Generation -- ApproachApproach
• Tactile & Black/White

• Appreciate personal touch

• Address by Mr./Mrs. 

• Position yourself as expert

• Visit first – they willVisit first they will 
when it’s time to talk about business 

• Review the process thoroughly in a personal 
and thorough “Counseling Session”

• Do not pry but identify needs and concerns

• Offer them alternatives and options 

• Under Promise and Over Deliver

Baby Boomers Baby Boomers –– Generational ProfileGenerational Profile
• Limited loyalty
• Self-absorbed
• Unconventional
• Rebel against process                                         

and policies 
• Expect specialists, designations, experience
• Pay with plastic; income rich/cash poor
• Need convenience; time is precious
• ‘Trusted Advisors’ takes on a new meaning
• Generally ‘tactile’ but you must be flexible
• No Mr/Mrs – far too informal
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Baby BoomersBaby Boomers--Generational Generational AApproachpproach
• “Generic warehouse” shopping implies value 

neutral and limited brand loyalty

• Shopping on line begins

• Color is important in marketing

• Stressed & time is a factor

• Demonstrate ‘WIIFM’ - “custom” service 

• Offer solutions to ease their burden by 
providing quality, convenience and relief 

• High maintenance/attention

• Flexible “Counseling” session

• Get it in writing now

Enter the Facebook, Twitter, YouTube, 
Wii, Kinect Generation

(C) DynamicDirections.com All Rights Reserved 2011

shift happens 2
Shift Happens 3

http://www.youtube.com/watch?v=L3w
9z6CJZyU&feature=related

GenXGenX Generational ProfileGenerational Profile

• Loyalty returns if earned
• Self-reliant, skeptical, detached
• Understand process & policies 
• Expect specialists, designations, experiencep p , g , p
• Pay with plastic; income rich/cash poor
• Work hard, play hard – keep them separate
• Natural born researchers on line
• ‘One-stop shopping- drive thru” generation 
• Shopping on line mainstream
• Into techno-toys; face-book; eDating
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Gen Gen X X Generational ApproachGenerational Approach
By the time they get to you they will haveBy the time they get to you they will have

Researched mortgage, property values, 
ancillary services, reviewed you and your 
website; contacted you by email or text

• Will commit in writing and partner with you 

Expect interactivity• Expect interactivity

• Flexible Counseling Session                                
– face-talk or ‘e’

• Low  Maintenance

• 1-stop Shopping 

• eTransaction takes shape  

(C) DynamicDirections.com All Rights Reserved 2011

Social Networking Did you Know
http://www.youtube.com/watch?v=6ILQrUrEWe8&feature=related

GenYGenY –– Generational Generational PProfilerofile

• Similar to GenX but even more techno

• Status loyal to brands and people

• Self-reliant, optimistic yet detached

• Follow process and policies 

• Expect techno-tools; shop online

• Want convenience; into playtime

• Natural born researchers on line

• Expect specialists, designations, experience

• Pay with debit cards; credit may be messy

• You-Tube, Online community generation  
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GenYGenY Marketing Marketing AApproachpproach
• Need interactivity with tools and in process
• Seek out professionals that are techo savvy
• One-stop shopping; packaged e-transaction
• Not vested in crossing threshold
• Expect full interactive eTransactionp
• eCounseling
• Will commit in writing 

(C) DynamicDirections.com All Rights Reserved 2011

Social Media Revolution
http://www.youtube.com/watch?v=lFZ0z
5Fm‐Ng&feature=related

NextGenNextGen Consumers of the Future Consumers of the Future 

• No land-lines  

• Cell phone is complete mini PC  

• Interactive TV with on-demand                            
viewing of any programming

• Global interactive e-community

• Universal e-banking/shopping 

• Telecommuting reduces need to move  

• Money thru inheritance provides global freedom

• Drive-thru service expectations of everything 
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Buying and Selling ProcessBuying and Selling Process

• Global MLS of all property 

• VReality tours 

• License portability 

• Contractual rep, buyer registry                  
d f MLSremoves need for MLS                               

compensation/procuring cause

• eBay-like transactions with on-line bidding

• Full e-transaction with digital signatures, 
editable PDFs; video-conferencing closing

(C) DynamicDirections.com All Rights Reserved 2011

All Property.com

• Anywhere USA

• Everywhere Else Earth

Select Language and Proceed 
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All Property.com
• Anywhere USA

– 1 Main Street – one family
– 2 Main Street – two family
– 3 Main Street

4 M i St t l t– 4 Main Street - lot
– 5 Main Street – commercial property
– …….
– 1001 Main Street – one family click here for details

– RED = Realtor® Listed
– Green = For Sale by Owner
– Black = Not currently for sale

NEXT

22

(C) DynamicDirections.com All Rights Reserved 2011

What other changes will the NextGen
bring into the mainstream for 
technology and productivity tools?
• Microsoft Vision 2019 - http://www.youtube.com/watch?NR=1&v=P2PMbvVGS-o

• Apple iGlasses; iRing - http://www.youtube.com/watch?v=ajPxcHVQpNI&NR=1

So the Question Really Is …So the Question Really Is …

How will we need to adjust?How will we need to adjust?

How will we help others to adapt?How will we help others to adapt?
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eMarketing Tools

Social Networking
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Great Tool for:
Counseling Sessions
Client conversations
Catching up with 
friends, family & more

Great Tool for 
Client Counseling Sessions
Client Communications

(C) DynamicDirections.com All Rights Reserved 2011
Great options for free and monthly programs

Client Communications
Group Conversations 

Chat with friends & family
ooVoo.com 

Buyer & Seller Counseling Sessions
Custom ePresentations – DynamicDirections.com

(C) DynamicDirections.com All Rights Reserved 2011
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Immobel.com

AgencyLogic.com
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Circlepix.com
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SparrowAndJacobs.com – Drip Marketing Systems
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YouTube Shifts …

• Social Media Revolution
– http://www.youtube.com/watch?v=lFZ0z5Fm-

Ng&feature=related
• Interesting Web Statistics 2010 –

– http://www.youtube.com/watch?v=7XyWTGepCHo&feat
l t dure=related

• Social Media for Business
– http://www.youtube.com/watch?v=X9sTq3pzNQQ&feat

ure=related
• Social Media Marketing in 3 Minutes

– http://www.youtube.com/watch?v=gza8dvN8Hkc&featur
e=related

(C) DynamicDirections.com All Rights Reserved 2011

• Strategic & Business Planning
• Leadership Training

• Designation Course Training
– ABR, ABRM, WCR Courses, Resort Courses

Adorna O. Carroll
Adorna@Adorna.com

, , ,

– SRS – Seller Representative Specialist

• GRI, CE, Ed Fairs & Conventions

• Course Development

• Facebook.com/AdornaSpeaks

• Twitter.com/AdornaCaroll


