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by Carol S. Griffith

REALTOR® Etiquette

The definition of etiquette; a code of behavior
based on thoughtfulness. For many of us, Em-
ily Post was a recognized name while growing up.

Emily Post was the most trusted name in etiquette.

She was the known source that could assist people
in navigating every conceivable social and business
situation. Emily Post’s books and articles were the
guide to show us how to handle the new, difficult,
unusual and everyday situations we all encounter.
While attending a Michigan Realtors® Profes-
sional Standards Workshop in February, I was
reminded about the importance of etiquette. A
list, Pathways to Professionalism, was distributed
to all of us by the instructor. The following is a
sample of the list “professional courtesies intended
to be used by Realtors® on a voluntary basis”:

1. Respond promptly to inquiries and
requests for information.

2. Schedule appointment and showings
as far in advance as possible.

3. (Callifyou are delayed or must cancel
an appointment or showing.

4, Communicate with all parties in a timely fashion.

5. Never criticize property in the
presence of the occupants.

6. If occupants are home during showing, ask for
their permission before using their bathroom.

7. Beaware of and respect cultural differences.

8. Promise only what you can deliver
and keep your promises.

9. Encourage the clients of other brokers to direct
questions to their agent or representative.

10. Leave your business card if not
prohibited by local rules.

11. Dress appropriately.
12. Do not criticize other agents or brokerages.

13. When showing an occupied home, always
ring the doorbell or knock and announce
yourself before entering. Knock and announce
yourself before entering any closed room.

14. Do not tell people what you think
— tell them what you know.

15. Be on time...if you are late call
the appropriate people.

Livingston County Association Of REALTORS®

Is there a need for an Emily Post of Real Es-
tate? My answer is “yes.” The list above would
not have been distributed if there were not a need
recognized by the nationally traveled instructor.

Courtesy tends to be contagious in our profes-
sion where a seemingly small act of consideration
can have a tremendous impact. Courtesy matters
only when it is translated into every day behav-
ior, not just when it is convenient. The rewards
of an active commitment to everyday Realtor®
etiquette may not be tangible, however the results
of professionalism can be recognized as the fol-
lowing: self-confidence, positive reputation with
others and personal relationships. Those engaged
with strong Realtor® etiquette tend to be more
congenial, even in times of stress because the
people involved treat one another with respect.

Now that the busy selling season is here,

I remind you that professionalism matters.
Grounded as it is in timeless principles, eti-
quette enables us to face wherever the future may
bring with strength of character and integrity.

Civility and courtesy are the proverbial glue
that holds our profession and society together-
qualities that are more important than ever in

Courtesy tends to

be contagious in our
profession where a
seemingly small act of
consideration can have a
tremendous impact.

today’s complex and changing real state world.
There may not be a specific etiquette book

just for Realtors®, but my hope is that we work

together mindful of the Pathways to Profes-

sionalism. After all, we are the profession-

als that lead and build communities. @
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CAPITOL REPORT

by Brad Ward

Spring?

The Merry Month of May — I never thought
we'd make it. By the time this is published,
hopefully we are warm, your heating bills have
eased, and it hasn't snowed in weeks. Over the
last few months, my kids have been walking

around singing the lyrics "the cold never bothered

me anyway." Well, it bothered me. The thought
of being “Frozen” for another month, let alone
on opening day, was unacceptable. Luckily for
us, the pain of winter has given way to some
Realtor®-friendly legislation being freed up

in this spring’s legislative calendar. To wit:

Real Estate Continuing Education

The House put the finishing touches on
Senate Bill 641 at the end of March, paving
the way for some significant changes in the
delivery of continuing education in Michigan.
The bill expands the criteria for the types
of classes that will qualify for continuing
education while expanding the role of
brokers, local associations, and the state
association in tracking hours for licensees.

The new law will make continuing education
offerings more responsive to changes in the
market and our business, while meeting the
demands of Realtors®. The new self-reporting
and audit of continuing education will put
the real estate license on par with other
professions such as nurses, accountants,
and home builders. Additionally, this
association is continuing our work with the
Department of Licensing and Regulatory
Affairs (LARA) to implement new picture
pocket cards with integrated technology that
will allow Realtors® to track their continuing
education hours with the swipe of a card.

The implementation of this new pocket
card created much of the delay in moving
the legislation in February. However, the
transition to the new system has to be
done right to protect the licensees and
the public. Under the new system being
developed by the Michigan Realtors®, for
the first time, our members will have real
time tracking and notification of continuing
education classes. Additionally this tracking
mechanism will provide a Realtor® with
all of the relevant back-up information
needed if they face a Department audit.

SB 641 was signed by Governor Snyder in
early April. With an effective date of January
1, 2015 and a new license cycle beginning
in October of the same year, there should
be plenty of time to make the transition.

Preventing Scrap Metal Theft

It took almost a full year for the legislature to
come to agreement on House Bill 4593, imposing
new regulations for the sale and purchase
of certain types of scrap metal. Not because
anyone denied the effects metal theft has on our
communities, but because with any significant
piece of legislation, reasonable minds differ on
the way to solve a problem. Like any business,
for many reputable scrap yards, significant
regulatory burdens can mean the difference
between staying open or closing up shop.

As a Realtor®, you've either experienced
the damaging effects of metal theft first-
hand or you've heard the stories. Metal theft
costs Michigan homeowners, businesses, and
communities millions of dollars a year. It
creates higher costs for insurance, repair and
security and has put neighborhoods and schools
in the dark without power. The Michigan

Luckily for us,

the pain of winter has

given way to some

Realtor®-friendly

legislation being freed

up in this spring’s
legislative calendar.

Vice President of Public Policy and Legal Affairs




Realtors® Public Policy Committee supported
HB 4593 and the Association worked as
part of a coalition against metal theft that
included The Michigan Association of Chiefs
of Police, the Detroit Regional Chamber of
Commerce and Detroit Mayor Mike Duggan.
The compromise reached in March aims
to give law enforcement the tools to shut
down this destructive crime. HB 4953 also
received the Governor's signature in April.
The new law targets three of the most
commonly stolen items - copper wire, catalytic
converters, and air conditioners. Since theft is
already a crime and many times metal thieves
risk their lives to steal these items, jail time alone
is not an effective deterrent. The legislation
discourages theft by deferring payment on
any transactions over $25 - anything over the
$25 threshold will be required to be mailed
to the seller. Additionally, the new law bans
cash payments on all transactions involving
the three items listed above. Over time, the
new requirements will populate a database
for State Police and local law enforcement
to utilize in tracking these transactions.

Elimination of the Personal
Property Tax

It is like deja-vu all over again. Back in 2012,
the Michigan Realtors® worked with a coalition
of business groups on a package of bills that,
over time, eliminated the personal property
tax (PPT). The 2012 bills made Michigan
competitive with other states in our region in
attracting jobs and business investment. Many
brokers across the state will benefit this year
from the 2012 law that exempted all businesses
with personal property and a true cash value
less than $80,000. Additionally, commercial
practitioners will be able to sell clients on
reduction of the PPT beginning in 2016.

The 2012 law did come with a couple of
catches. First, the full implementation of the
law hinged on voter approval of an August
2014 ballot initiative to create the authority
in charge of reimbursing locals for lost PPT
revenue. If the ballot language fails, the law
goes away. Second, the law only provided
100% reimbursement for local government

on essential services (police, fire, ambulance,
and jails). All other local services received 80%
reimbursement, so it remained rather costly to
local governments dependent on PPT revenue.

This year the Snyder administration went
back to the drawing board to address some
technical fixes to the 2012 law and, in the
process, developed a mechanism to provide 100%
reimbursement for all local services. This new
plan not only reimburses all services at 100%,
it doesn't change the tax benefit to businesses.
The plan is paid for through expiring credits
under the state's old Michigan Business Tax,
reallocation of Use Tax dollars and an Essential
Services Assessment on manufacturers.

The new bills, Senate Bills 821-830, have
both Republican and Democrat sponsorship and
indeed have expanded our coalition to include
groups representing local government, police,
fire= and schools. However, like the 2012 law,
voters will still have to approve the ability of the
new state authority to levy the reallocated Use
Tax. The bills received overwhelming support in
the Michigan Senate, passing by a vote of 36-2.
As of printing, additional work is being done in
the Michigan House to shore up a few remaining
issues in hopes of having unanimous approval.

We are excited to see these bills become
law to allow Michigan continued success in
growing and attracting jobs and investment. Of
course, anytime you put the words "property
tax" on the ballot the general public's reaction
is to vote "no." Accordingly, the coalition
will be working to educate Michigan voters
between now and August 5th, that a vote
for the authority is not a tax increase and is
important to Michigan's continued success.

Moving Forward

There were times this winter when Michigan’s
deep freeze and resultant power outages might
have overwhelmed a lesser industry, but the
kinetic nature of the legislature and the positive
market trends for 2014 blessed us with the saving
warmth of possibility. The selling season is
upon us. Summer will be here soon and election
fever will be in full swing. Michigan Realtors®
will continue to keep you updated on the latest
issues and the political action near you. ®
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List MORE with the

|_|__| | | Method

BY BOB CORCORAN

FOR AGENTS AND BROKERS,
THAT MEANS ONE THING: LISTING SEASON.

Sure, this winter was a tough one for much
of the country and many folks put off listing
their homes, but now that the weather is




LOVE understanding sellers’ problems and motivations. The more
you love this, the better chance you'll have of listing their
homes. People don’t want to be sold -- they want their
problem solved. It's like the old saying, “People don't
want a drill, they want a hole.” Your prospects have
a home that needs to be sold, plain and simple.
That's a problem, and the more you understand
everything you can about that problem, the
better you'll be at solving it. Ask lots of
questions and listen intently. People
love to talk about themselves (and
yes, their problems). Discover
prospects’ motivations. What
are their hot buttons? What's
important to them? Why are they selling?
To where are they moving? What are their
biggest concerns? What's an acceptable
price? Have they ever listed the property
before and if so, why didn't it sell?

on painting a picture of what the future looks like with you

at their side. Once you fully understand their motivations, prove it by
telling them the story of what you'll do to help them solve their problem.
People love to imagine their future, and telling a story breathes life into
your listing presentation. Show them that story of the future and what
specifically will happen. Tell them about your home-selling strategy and
why it makes sense specifically for them based on what you've learned.
Customizing your story to match their problems and motivations is vital
here. The more they feel like you're tackling their problem, the better.

your numbers and statistical proof that you can deliver the services they need. In step two, you

got prospects emotionally involved. Now it’s time to get them intellectually involved by presenting the
proof. Prove the future you've painted is achievable with facts and evidence. Stories stir emotions, statistics
stir confidence. Compare your personal stats to the MLS numbers and make your case. Are you selling faster
with fewer days on market? Are your homes selling for a greater percentage of the asking price? Will your
marketing will bring more people and drive up the price. It's not about what they are going to pay you,

but about the amount with which they will walk away. If your personal stats aren’t up to par (yet), use

your company’s numbers. And don't forget past-client testimonials — they're powerful and they work.

TELL everyone about your successes. Success begets success. When you get a listing
in your farm area, let everyone there (and I mean everyone) know about it. This is
not a profession for the modest. You have the skills and knowledge to solve sellers’
problems, and the more people who know this the better your future will look.

Let me hear from you. What are your strategies for listing more
homes this year? Please send any comments or questions to
Article@CorcoranCoaching.com or http://www.facebook.com/CorcoranCoaching.

Bob Corcoran is CEO of Corcoran Consulting Inc. (800-957-8353), an international consulting and coaching company that specializes in
performance coaching and the implementation of sound business systems for residential REALTOR, mortgage brokers and real estate companies.
We look forward to hearing from you. Sign up TODAY for your complimentary business consultation. http://www.CorcoranCoaching.com/bpw.php

WWW.MIREALTORS.COM
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KEEPING THE
REGULATORY
~£  ACRONYMS
| (MLOLA, SAFE, MARS:
RESPA AND MAP)

.
A e A

This article is intended to help REALTORS® differentiate
between several requlations that have confusing
acronyms. The article does not include a detailed

analysis of the various regulations, but instead

includes only brief descriptions intended to help
REALTORS® identify the correct regulation for a
particular situation. We have included cross-references

to other sources where REALTORS® can find a more
detailed analysis of the appropriate requlation.



MLOLA - MORTGAGE LOAN
ORIGINATOR LICENSING ACT

(SAFE Act - Secure and Fair Enforcement
for Mortgage Licensing Act)

A. Hypothetical

REALTOR® Smith has a client who reqularly buys REOs, fixes them
up and then sells the refurbished homes on land contract. REALTOR®
Smith needs to familiarize himself with the MLOLA requirements.

B. Summary

MLOLA is the Michigan statute enacted pursuant to the federal SAFE Act.
This legislation is aimed at “originators” of residential mortgage loans.
People who are in the business of making residential mortgage loans

must be licensed as “mortgage loan originators.” Sellers who provide
financing (via land contract or purchase money mortgages) must be
licensed “mortgage originators”if they are involved in four or more of these
types of transactions per year. (Certain personal and familial transactions
are exempt.) A seller who provides
seller financing on more than ten
loans per year may also need to be
licensed under the Mortgage Brokers,
Lenders and Servicers Licensing Act
(“MBLSLA"). To make matters more
complicated, a seller who makes
more than one of these loans per
year may be required to comply

Exhibit A

dum

Seller Financing Adden

o Exelusive Listing Contract
(Residential Property)

with the federal Ability-to-Repay
and Qualified Mortgage Standards
Under the Truth in Lending Act
(“Regulation Z"). REALTORS® who
are working with sellers who are
"""" providing notice can put the seller
on notice of these requirements
by using the new form Q“Seller
Financing Addendum to Exclusive
Listing Contract.” (See Exhibit A.)

A real estate broker assisting

such a seller need not be licensed as a mortgage loan originator unless he
or she charges a separate fee for handling the seller financed transaction.
A seller cannot avoid licensure by working with a REALTOR® who is licensed
under the MLOLA unless the REALTOR® is also licensed under MBLSLA.

For more information about MLOLA, see http://goo.gl/d9rdel

MARS - MORTGAGE ASSISTANCE RELIEF SERVICES

A. Hypothetical

REALTOR® Jones specializes in short sales. REALTOR® Jones charges his seller
client a commission on the sale of the home as well as a short sale negotiator
fee. REALTOR® Jones needs to familiarize himself with the MARS Rule.

B. Summary

MARS is a federal regulation adopted by the FTC to protect homeowners
from mortgage relief scams or what the regulators describe as

“bogus operations that falsely claim that, for a fee, they will

negotiate with the consumers’ mortgage lender or servicer to obtain

aloan modification, a short sale or other relief from foreclosure.” A
MARS provider is required to make certain disclosures in each and
every communication it has with the consumer. MARS providers
are prohibited from collecting any fee until they have provided the
consumer with a written offer that is acceptable to that consumer.

For more information about the MARS Rule, see http://goo.gl/qsYI9S

RESPA - REAL ESTATE SETTLEMENT

| PROCEDURES ACT

A. Hypothetical

REALTOR® Green has been approached by a mortgage company
who wants to pay REALTOR® Green for preparing mortgage
applications for REALTOR® Green’s buyer clients. REALTOR® Green
needs to familiarize himself with the RESPA requirements.

B. Summary

RESPA is a 35-year old federal statute enacted to protect consumers
of residential mortgages from deceptive trade practices. The federal
statute and the regulations adopted pursuant to the statute focus
on closing costs and settlement procedures. Section 8(a) of RESPA
prevents unearned “kickbacks” for the referral of business. Section
8(b) of RESPA prevents someone from attempting to circumvent
8(a) by setting up some type of sham fee-splitting arrangement.
Under RESPA, a service provider can share a fee with another service
provider only if such fee is for “services actually performed.”

For more information about Section 8 of RESPA, see:
www.realtor.org/topics/real-estate-settlement-procedures-act;

www.realtor.org/ae/manage-your-association/
association-policy/respa-fag; and

http://goo.gl/YNQhg7

MAP RULE - MORTGAGE ACTS AND PRACTICES

A. Hypothetical

REALTOR® Brown has been contacted by a mortgage company who has asked
him to distribute materials describing a particular loan program to his buyer
clients. REALTOR® Brown needs to familiarize himself with the MAP Rule.

B. Summary

The MAP Rule is a federal rule governing all persons, including real

estate licensees and home builders, who provide information about a
specific lender’s mortgage loan product to a consumer. Under the MAP
Rule, REALTORS® who provide clients and customers with information
about a specific lender’s product are held responsible for accuracy of the
information provided, even if the information was prepared by the lender.
The MAP Rule makes clear that a“misrepresentation” includes the omission
of critical information about a mortgage product — for example, the fact
that there will be an adjustment to the interest rate during the life of the
loan. The MAP Rule also contains recordkeeping requirements whereby all
“covered communications” must be retained for a period of two years.

For more information about the MAP Rule, see http://goo.gl/4WvjzR @
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You don't have to be a super-user of
this social-networking site to get leads
from LinkedIn. Here’s how to use it
lightly and still make it work for you.

Jon Sterling scored a new client
in a peculiar way. He didn’t capture
a lead through paid online advertis-
ing or through social marketing. He
simply made a new connection with
someone on LinkedIn who hap-
pened to have gone to the same school
he did — and before Sterling knew
it, the person became his client.

Sterling, an agent with Chase Inter-
national in Tahoe City, Calif., had been
looking on LinkedIn for San Francisco
residents who work at technology firms.
When he came across his soon-to-be
lient’s profile, he sent a personalized
vitation to connect. And as they began
ing, Sterling came to realize that
is new connection was also shopping
for real estate in Northern California.

market got his attention. He reached
out and told me he’ll be ready to pur-
chase in a few months,” Sterling says.
This should show other real estate
professionals that they would be wise
to scout LinkedIn for business. Even if
you're not a social-networking genius,
LinkedIn can be a powerful tool to make
connections and drum up new clients.
“LinkedIn is a platform for practitio-
ners to establish credibility through their
professional identity and demonstrate
their deep subject-matter expertise,” says
Alan Wang, an agent with Keller Wil-
liams in Cupertino, Calif., who also heads
up LinkedIn’s new market development

and operations for the Asia-Pacific region.

It starts with creating a compel-
ling profile. The key is to set it up as
an online resume with a professional
photograph. “Put awards and alma
maters high up in the profile,” Wang
says. Making your headline a catchy
tagline or call to action, like you often
see on business cards, is also powerful.

Take, for example, Nick Ratliff’s tagline.

Ratliff, the principal broker at Cypress
Residential Group in Lexington, Ky,
states on his LinkedIn page: “Using Tech-
nology to Change My Market.” His sum-
mary begins with the small town where
he was raised (Mount Sterling, Ky.), then
segues into alma maters, professional

“One of my posts about the Lake Tahoe

degrees and his favorite sports teams. He
ends his five-paragraph summary with a
bit about why he decided to get into real
estate and a listing of his specialties.
“Pve found over the years that I've
had a number of potential clients call
and simply say they called because of
my bios,” Ratliff says. “Some have been
engineers or similar trades who feel com-
fortable working with me, while others
are just big University of Kentucky fans
and enjoy talking with me about that.”
Though some professionals downplay
the relevance of endorsements since
they’re easy to do (connections can
check off skills they think you have in a
pop-up window when looking at a col-
league’s profile), Wang thinks otherwise.
“It’s a good sign when I see 200-plus
endorsements; it’s a validation of who
you are, what you are doing,” he says.
Endorsements also encourage prospective
clients to read your profile, look at your
status updates, and more, Wang adds.
Many practitioners use LinkedIn to
check out prospective clients, and they
encourage their clients to do the same.
Ratliff uses it to stay up to date with
connections. “For instance, if someone I
know gets a new job and changes it on
LinkedIn, then I can reach out and con-
gratulate them on their new job,” he says.
“That allows for a soft sale by finding out
what their plans are and reminding them
we are here if they need our services.”
Slideshare, a platform that allows for
sharing content, business documents, and
presentations, is one little-known new fea-
ture on LinkedIn that’s gaining popularity.
Wang uses the platform for a “building
a business on referrals” presentation to
the Silicon Valley Association of REAL-
TORS®. But Washington,
D.C. - area agent Leslie
Woods-Hulse uses
it for listings.
Slideshare
allows
her

net-

work to see the listing information and
photos all at once without having to navi-
gate away from LinkedIn. Other social
media sites, such as Facebook, don’t offer
the same capabilities to show contacts

as much information about listings.

Even a passive presence on LinkedIn
can be lucrative. Relationships matter,
so Wang does what he calls “no-strings-
attached networking,” engaging his con-
nections through status updates, sharing
important articles or simply being in-
volved in conversations or activity around
another member’s profile (such as promo-
tions, job changes, and questions). That
networking has paid off with 15 to 17
LinkedIn connections who bought homes
using his services in the past year. Wang
boosts business with a quarterly blog
post focusing on the economy and local
housing market, which he e-mails to his
network. Email recipients tend to take a
peek at his LinkedIn profile later, he says.

“The forums are good places to iden-
tify service providers, potential clients,”
says Bruce Ailion, an agent with RE/
MAX of Georgia in the Atlanta area.
“Pm currently looking for remodel-
ing and new-home contractors. Most
are happily employed, but they may
know someone looking for work, and
this is a good way to find people.”

Ailion has also targeted likely inves-
tors for a property expo in Tel Aviv with
a small paid ad on LinkedIn. He set up
and launched the ad following prompts in
LinkedIn’s Business Services section. Fifty
investors responded to the ad, and one
expo attendee purchased three $200,000
properties. “Advertising and network-
ing on LinkedIn works,” Ailion says. e
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com among the top five of all real estate broker Websites* If you are committed to making this your best year

Every month, our site averages over 2.5 million visits, with yet in real estate, tap into Weichert. Our offices continue

700,000 additional visits to our mobile website* to look for outstanding sales associates who have the
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Leads - The Weichert Lead Network® provides aone of a  today or 800-301-3000. We’d be glad to explain all

kind, instant response experience for online house-hunters ~ Weichert can do to move you forward.
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6 Creen Terms:

Which Ones
Can You 'rust?

BY KARIN BEUERLEIN, HOUSELOGIC.COM

Does “natural” mean
organic? Should you

1 buy anything labeled
“non-toxic?” Here are the
truth and eco-facts about
many of the green terms
you find on product labels.

MICHIGANREALTOR" | MAY 2014

.




What's really green? Soon you’ll have a little more confidence
about green product marketing claims, such as “biodegrad-
able” and “recyclable.” The Federal Trade Commission, which
sets standards for the use of environmental claims in its Green
Guides, is getting tougher on green terms. Proposed revi-
sions to the Green Guides will make it harder for companies

6.“NATURAL" is unregulated by the government. It’s not interchangeable with
organic or healthy, although manufacturers want you to think if it's ‘natural; it has to be
good for you, right? Not so much. Take ammonia. It's a naturally occurring compound,
but it’s also a toxic pollutant. Without context, the word natural doesn’t mean much.

When you're just not sure about a product’s
claims, look for certification by a reputable third
party, like Scientific Certification Systems.

Its green-and-blue SCS label provides some reassur-
ance that a product lives up to its claims. SCS sets tough
standards for the terms biodegradable and recycled con-
tent, according to BuildingGreen, an independent com-
pany that educates building professionals on green certi-
fications. And the label has been around a long time.

1.“ORGANIC:" a green term that really means something.

Organic is the one term in our list that’s federally regulated by the U.S. Department of Agricul-
ture to be specific. Product makers making this claim must prove their items are “produced
without antibiotics, hormones, pesticides, irradiation, or bioengineering.” Period.

2.“RECYCLABLE.” After the new guidelines are adopted, a manufacturer can use this term
without a caveat only if a substantial majority of communities nationwide have facilities that can
actually recycle its product. Before you buy, do your homework to see what you're able to recycle locally.
Also, take a closer look when a product claims to be “recycled” (a term that’s not covered in the Green Guides).
What you really want to look for is “post-consumer recycled” content. These products have been

diverted from the landfill, so you're truly helping reduce the waste stream when you buy them.

4.“COMPOSTABLE.” In the future, products with this claim shouldn’t take any
longer to break down than the rest of your compost pile.

to make unsubstantiated green claims about their products.
So, when is this happening? An FTC official to whom

we spoke says the revisions may be final this summer. Un-

til then, and even after that, since the guides don't have

the force of regulation, put on your skeptic’s hat when you

shop and be prepared to research labels before you buy.

3.“BIODEGRADABLE.” When you see this term, you think, “Great, | don’t need to worry about
throwing this away; it'll break down naturally.” But many products labeled biodegradable need
ideal composting conditions to break down, and some won't degrade even then.

The FTC's new guidelines require that products or packaging labeled
“degradable” break down within a year in normal disposal conditions.

Heads-up: That means the term likely won't apply to anything you'd throw
in the trash, because items simply dont degrade in landfills. It’s far better
to reduce waste in the first place than to expect it to disappear.

5.“NON-TOXIC.” The FTC's new guidelines say that non-toxic claims should mean the
product isn't harmful to humans and is safe for the environment. Research the product online
if the label is vague. And definitely don’t assume kids or pets can ingest it safely.

Some SCS guidelines:

~ SCS only certifies liquid products as biodegrad-
able; cleaners, detergents, and soaps that break down
completely in natural conditions in 28 days.

~ Recyded products indude a wide array of building products; windows,
doors, insulation, carpets, tiles, and more. So, seek them out.



Congratulations 2013-2014 GRI Graduates

Ann Arbor Area Board of REALTORS®
Young Choi GRI
Patricia Edwards GRI
Jodie Franklin GRI
Christine George GRI
Mary Gilbert Anglin GRI
Kristyn Huige GRI
Kirk Keebler GRI
Snow Liao GRI
Sara Maddock GRI
Valarie Moore GRI
Martha Smith GRI
Greg Uihlein GRI
Roger White GRI
Scott Wynne GRI

Battle Creek Area Association of REALTORS®
Jason Pierce GRI

Down River Association of REALTORS®
James Irey GRI
Carolena Reed GRI

Flint Area Association of REALTORS®
Kathleen Talt-Simmons GRI

Grand Rapids Association of REALTORS®
Alix Criswell GRI
Brandon Faber GRI
Tanner Whitcomb GRI

Greater Kalamazoo Association of REALTORS®
Sandra Newman GRI
Suzanne Sloan GRI
Debbie Stuck GRI

Greater Metropolitan Association of REALTORS®
Julie Hall GRI
Mariette Herrick GRI

Grosse Pointe Board of REALTORS®
Roseanna Biondo GRI
Donna Caumartin GRI

Cosmin Hosu GRI

Lenawee County Association of REALTORS®
Patricia Glotfelty GRI

Livingston County Association of REALTORS®
Cathy Blight GRI
Gary Kackstetter GRI
Ron Zupko GRI

North Oakland County Board of REALTORS®
Linda Hammond GRI
Kathleen Persha GRI

Traverse Area Association of REALTORS®
Nicole Hulet GRI

Upper Peninsula Association of REALTORS®
Richard O’Neill GRI
Ellen Wyssling GRI

Graduates list as of April 14, 2014
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Appraisers
provide services to an
ever-changing and demanding
clientele (i.e., customers). Customers

include prospects using appraisal ser-
vices for the first time, clients currently
being served and clients served in the
past and from whom may be provided
repeat and/or referral opportunities.

Generally, appraisers focus on their
specialized valuation knowledge and
experience in attracting and retain-
ing clients while trying to remain
remaining competitively priced. Cus-
tomer service is an often overlooked
component in operating an appraisal
organization. If an appraiser wants to
succeed short- and long-term, then
it also needs to develop customer re-
lationship skills as an equal priority.

Think about customer service in
terms of the concept of paying ser-
vices forward. Paying services for-
ward means that by providing good
customer service today, you are
investing in repeat business and fu-
ture new business opportunities.

As an analogy, consider how
business-oriented hotels treat their cus-
tomers (i.e., guests.) The hotel opera-
tors market their properties in terms of

location,
facility ameni-
ties and price. As hotel
teatures and pricing become
more similar, prospective customers
turn to the hotel’s reputation with its
guests as a major factor in comparison.
Reputations are not bought, but
earned. For example, imagine a guest is
staying at a hotel because of a meeting
he/she must attend the next day. Dur-
ing the night the guest is interrupted by
a lot of loud noises in the hall and from
the adjacent rooms. This results in the
guest being tired and irritated the next
day. What if the hotel just apologizes?
Most likely the guest will become even
more irritated and associate the hotel
with bad service. Even if the hotel offers
to pay for the room, the guest might
feel “bought oft” and still resent the
experience. If, on the other hand, the
hotel apologizes and offers to pick up
the cost of the room for that night and
shuttles the guest to and from his/her
meetings, they might recognize that
the hotel cares about guest experiences.
This, in turn, could turn the bad experi-
ence into an overall pleasant one and
help keep the guest as a future customer.
Quality and pricing alone won't earn
a good reputation. It takes personal
customer service to help create a good
reputation. Customer service can either
help or bust an organization’s success.
An appraisal organization’s culture
must incorporate customer service
if that company expects to succeed.
Strong customer service skills foster
a good reputation and aid in differ-
entiating one appraisal organization
from another, particularly after skills
and price have narrowed a customer’s

choices.
Apprais-
ers need to develop
their customer service
skills, particularly with the
following five attributes: (1) ac-
cessibility, (2) patience, (3) listening
and observation, (4) professional
tact, and (5) dispute resolution.

Being accessible to customers is important,
regardless how busy you are. Best
practices include responding to all calls
and emails within at least 24 hours, and
priority messages within 2 hours. If an
appraiser is unavailable, as in being ata
conference, in court or on vacation, then
the organization’s policies should provide
for another member of the firm to respond.
The more time a customer has to wait fora
return call/email, the longer that customer
has to develop anxiety and frustration.
Regularly scheduled office times and
regularly scheduled client meetings can
help alleviate some of this problem.

A lot of appraisers need to learn patience.
Appraisers work under tremendous

time pressures and work with a variety

of customers. Many customers have

some knowledge of appraisal, while
other customers have no knowledge
whatsoever. Appraisers need to practice
great patience in explaining the work
they do and why they do it a certain way.
Although there are times an appraiser’s
work becomes routine, it's important

to remain cognizant that even routine
actions are not easily understood by non-
appraisers. Much of what appraisers do
incdludes educating their customers. Posting
updated information on an organization’s
website about the appraisal process and
printing informational brochures can help
alleviate some of this “education” process.

Appraisers need attentive listening and
observation skills. Listening and observing
go hand-and-hand because they are

both skills needed to help the appraiser
learn from and about their customers.



Appraisers need to hear what their
customers are telling them so that

the proper response and service may

be provided. Be sure to ask questions

if you don’t understand the point

your customer is trying to convey.
Demonstrate empathy with what they
are telling you, it is important to them,
so it is important to you. When talking
with a customer, don’t constantly watch
the time or your cell phone. Give them
your undivided attention so they know
they are being heard and that you care.
Don’t interrupt your customers; let them
finish their thoughts before responding.

Equally important to listening to your
customers is skill in observing how your
customer behaves. Being observant is
recognizing body language, gestures and
vocal tones as of the true nature of their
questions and/or concerns. Ascertain

if the customer is receptive to you
correcting any mistakes. An appraiser’s
gestures are also important and will be
evaluated by the customer, even if it is
only subconsciously. Demonstrate you
are interested in what the customer has
to say. If it’s the end of the day, such as
4:55pm and your office closes at 5:00 and
a customer is in your office, then don’t act
like their presence is infringing on your
time. Always keep in mind that without
customers you have no one to provide
services to. Customer service doesn’t start
at 8am and end at 5pm.

Providing customer service is practicing
the golden rule, which is to treat
others in a manner you would expect
and want to be treated. If it helps,
think about how you would want your

parents, spouse and kids treated if
they were in your customer’s shoes
and give your customer that care.

Be aware of how you might come
across and avoid being taken as
aggressive. Never blame a customer.
Maintain a positive attitude and
always present yourself with a positive,
professional demeanor. The common
don’tsinclude: don’t swear and don’t
talk about religion, sex and politics.

Having a plan for resolving problems
before there is a problem is critical.

How you conduct yourself when

there is a problem speaks to the

very core of your professionalism.
Cultivating what you have heard,
observed and learned goes into

helping negotiate how to best to resolve
the customer’s complaint or implement
suggestive and constructive criticism.

One of the approaches | take when
I'm approached with a problem is
to tell myself “this is good.” Then
it's my responsibility to discover
why the problem is good and

how to best move forward.

Strong customer service skills are
essential, but you can’t read your
customer’s minds. Most apprais-
ers don’t give their customers the
opportunity for feedback. Ask for
feedback, formally or informally,
from your customers. You can do this
by asking them to fill out surveys
or online questionnaires volunteer-

ing their feedback, whether posi-

This story is brought
to you by MiCREA

The Michigan Council of Real Estate
Appraisers was created in 2004 with one
purpose: to serve Michigan's REALTOR®-
appraisers through advocacy, benefits,
data resources, and educational offerings.
The Council, steered by a committee of
fifteen appraisers representing more than
2800 members, is Michigan's strongest
voice for the rights and needs of appraisers
in the state. The services and value MiCREA
provides to its members complement in
numerous ways the services provided

to members by their local associations

and appraisal organizations.

tive or negative. Make it simple for
them to rank your performance as
well as provide their criticisms.
Providing strong customer ser-
vices helps develop trust between
appraisers and their customers. The
reputation you earn may be the key
to differentiating yourself from your
competition. Make it a point of regu-
larly meeting in your office to de-
velop and continuously explore pro-
viding the best customer services.

Paying services forward means that by providing

good customer service today, you are investing in repeat

business and future new business opportunities.

A COUNCIL of REAL ESTATE APPRAISERS

REALTOR
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by Gregory L. McClelland, Esq.

Land Contracts: Dead or Alive?

On January 10, 2014, new federal regulations
went into effect which impact sales on land con-
tracts in Michigan. Since that time, based on the
number of calls to the Legal Hotline, it would
appear that many REALTORS® have been
struggling to sort out the many rumors which
spring up weekly about the continued viability of
sales on land contract and how the new regula-
tions impact the way REALTORS® do busi-
ness. Unfortunately, there are no easy answers. In
order to gain a complete understanding of the
impact on seller financing, it would be necessary
to penetrate several layers of regulation. These
include the requirements of the Secure and Fair
Enforcement for Mortgage Licensing Act of
2008 (“SAFE Act”), the Michigan Mortgage
Loan Originator Licensing Act (‘MLOLA),
the Michigan Mortgage Brokers, Lenders, and
Servicers Licensing Act, the Ability to Repay
and Qualified Mortgage Standards Under the
Truth in Lending Act (“TILA”) and more.

That being said, there are some basic points
upon which REALTORS® can rely and which
should hopefully simplify the situation a bit.

How Do the New Regulations
Directly Impact REALTORS® in
Dealing with Seller Refinancing?

The answer to this question is simple. The new
regulations do not directly impact REALTORS®
in conducting regulated real estate license activi-
ties. In other words, if a REALTOR® takes a
listing from a seller who is intent on selling his
property on land contract, the REALTOR® can
take the listing, market the property and procure a
buyer/vendee the same as he would if he was list-
ing property that did not involve seller financing.

Many REALTORS® have expressed concerns
about their liability to sellers who sold properties
on land contract after January 10,2014, and who
were unaware and thus, presumably did not com-
ply with the new regulations. Fortunately, there is
nothing in the new regulations that require real
estate licensees to make certain that their sellers
comply with the new seller financing regulations.
Assuming the REALTOR® did not attempt to
act as a lawyer in these transactions and simply
performed his or her duties as a real estate li-

censee, the REALTOR® should have no liability.

Going forward, however, REALTORS® dealing

Legal Counsel, McClelland & Anderson, LLP

with sellers who intend to sell on land contract are
well advised to consider using the new Form Q,
“Seller Financing Addendum to Exclusive List-
ing Contract (Residential Property).” This form

is designed to put sellers on notice that if they

do engage in seller financing, there are a number
of new regulations that may apply and that they
should seek legal advice and/or financial advice
from persons fully versed in the new regulations.

Do the New Regulations Apply
to All Land Contracts?

The new regulations only apply to seller financ-
ing involving a “residential mortgage loan.” A
“residential mortgage loan”is defined as a loan
primarily for personal, family or household use
that is secured by a lien on a dwelling. A “dwell-
ing”is defined as a residential structure or mobile
home that contains 1-4 family housing units or
individual units of a condominium or cooperative.

The new regulations do not apply to seller
financing in the following situations:

1. The sale of vacant land not intended
for construction of a residence

2. The sale of multi-family property (i.e., in excess
of 4 residential units), commercial, industrial and
any other property which a buyer does not intend
to use for “personal, family or household use”)

3. Thessale by a seller on land contract of a residential
property that is the only sale on land contract
by that seller during a 12-month period

There is another situation involving the sale
of a residential property on land contract which
may also be exempt from the new regulations.
As noted above, the SAFE Act, MLOLA and
the applicable portions of TILA apply only to
loans “primarily for personal, family or house-
hold use.” Questions have arisen as to whether
the new regulations would apply to the sale of
a residence (1-4 units) when the buyer does not
intend to live in the residence, but is purchasing
the residence for use as a rental property. There
is no case law interpreting the new regulations
as of yet because they only became effective as of
January 10, 2014. However, there has been sig-
nificant case law interpreting what is meant by
“primarily for personal, family or household use”
in other contexts. For example, under the federal
Consumer Credit Protection Act, it has been




determined that the “profit motive seems to be
the decisive factor” in determining whether credit
is offered to a consumer “primarily for personal,
family or household use.” If the consumer is seek-
ing the loan to generate a profit, the loan would
not be for “personal, family or household use.”
Further, in construing this same language as used
in RESPA, courts have determined that a loan to
acquire a non-owner occupied rental property is a
business purpose loan not covered by RESPA. In
sum, a strong, good faith case can be made that
sellers need not comply with the new regulations
when they are selling to a buyer on land con-
tract whose intent is not to occupy the property,
but instead to rent it to a third party. Any seller
involved in such a transaction would be well ad-
vised to consult with a lawyer or financial expert
regarding the appropriate methods of document-
ing the buyer’s intent at the time of closing.

What About the Three Land
Contract Sales Exclusions?

There is considerable confusion among
REALTORS® as to the three “exemptions”
available to sellers on land contract under
the SAFE Act Final Rule/MLOLA and the
same “exemptions” under the federal TILA.

With respect to the exemptions under
MLOLA and the SAFE Act’s Final Rule,
REALTORS® should consult the Michigan
Department of Insurance and Financial Ser-
vices’ “Mortgage Loan Originator and Seller

Financing FAQs.” It is provided in the FAQs:

... Unless other evidence to the contrary indicates that an
individual is “engaged in the business” of loan origination,
during a 12-month period from January 1 to December
31, an individual will not be considered to be engaged
in the business of mortgage loan origination if the
individual is not engaged in any activity under the MLOLA
except seller financing transactions AND the individual
originates three or fewer . . . mortgage loan transactions.

In other words, unless a seller is otherwise
engaged in the business of loan origination, a
seller can sell three or fewer properties dur-
ing a 12-month period without compliance
with MLOLA or the SAFE Act Final Rule.

Like MLOLA and the SAFE Act Final Rule,
there is also a 3-property “exclusion” or “exemp-
tion” under the federal TILA. This exclusion is

not only available to natural persons, but can also

be used by other organizations, such as corpora-
tions and limited liability companies. However, it
is important to note that unlike under MLOLA
and the SAFE Act, under the TILA 3-property
exclusion, there are a number of limitations on
the terms of the land contract. First, the seller
cannot be a builder who has constructed a resi-
dence on the property in the ordinary course of
business. Second, the financing terms of the
land contract must be fully amortizing. There
can be no negative amortization or balloon pay-
ments in the land contract. Third, the seller has
to determine in good faith that the buyer “has a
reasonable ability to prepay.” Finally, the inter-
est rate on the land contract must either be fixed
or adjustable only after five or more years.
Under TILA, if a seller sells only one property
on land contract in a 12-month period and does
not construct the residence on the property in the
ordinary course of business (i.e., is not a builder),
then the land contract can have a balloon pay-
ment and a variable rate of interest (as long as
it is in compliance with Michigan usury laws).
This broader 1-property exemption under TILA

is only available to natural persons, trusts and

estates. It cannot be used by organizations such MI(hIgaI;
as corporations or limited liability companies. Realtors® can
The purpose of this article is twofold. First, to stay informed of
let REALTORS® know when the new regula- I egal issues with
i ®
tions do 7oz apply. Second, to let REALTORS up dates through

know that when the new regulations do apply or
there is a question as to whether a sale is exempt
or excluded from the application of the new

regulations, sellers should be directed to a lawyer
or financial advisor knowledgeable in these mat-

ters. REALTORS® should consider using “Form

Q” or other similar form for this purpose. ®

our Legal Lines.
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Your clients are looking for homes. Are you able to show them fast enough?

Our new RCO3® system utilizes innovative software to create and populate a branded client
portal. That means any new listing matching their specific search criteria is automatically added
and your client is contacted immediately.

Connected directly to Realcomp’s MLS and powered exclusively by Matrix™ from CoreLogic,
RCO3® will tell you what homes your client has viewed, when their search criteria has changed,
assist in scheduling appointments, and more. Your clients can quickly browse listings, eliminate
them, or “favorite” those of interest and find the home of their dreams faster—thanks to you.

RCO3®, powered by Matrix™, only from Realcomp.

Phone: 866.553.3003

www.Realcomp.MovelnMichigan.com
R EAL‘ O M P www.MovelnMichigan.com
. www.facebook.com/realcompiimis
Data-driven, Results-focused MLS .
twitter.com/realcompmis




