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Preface 
Gone are the days when the real estate agent was the main source of information for home 
buyers and sellers.  Today’s consumer has access to an exponentially unlimited amount of 
real estate information; some accurate and some questionable.  This enhanced access 
empowers a much different consumer and market environment for today’s real estate agent.  
The “real-estate-smart” consumer is creating a new role for those seeking to be a real estate 
professional in today’s competitive marketplace.    
 
The information empowered consumer has already affected other industries.  For example, 
previously financial information was distributed via a financial broker or a newspaper after 
the fact or by the television on a delayed feed but today that financial information is 
delivered in real-time to consumers with Internet access.  In addition, the information 
provided has mushroomed from the opening and closing price to an almost encyclopedic 
array of news releases, biographies, past history, profiles, comparisons and related matters. 
 
Thus consumer access has caused a significant change by creating not only new competing 
business models but by reengineering the paradigm.  With the potentially more informed 
consumer the real estate professional’s role is changing to a subject-matter-expert, information 
processor and transaction facilitator rather than a salesperson, order taker or chauffeur.  
 
The change of course creates a double-edge sword.  On one side is the consumer that has 
access to information and researches thoroughly while on the other side is the overloaded 
consumer that doesn’t know how to interpret all this information.  
 
Upon careful examination of the available information for a specific property in a particular 
neighborhood or community one quickly discovers that the amount of information is 
endless and growing exponentially with the creation of each new website and search tool.  
Information is therefore no longer a prize for the select few, but a commodity accessible by 
anyone and a powerful tool in the hands of those who know how to manage it. 
 
 
 
 
Stefan, Stu and Allen 
Stefan, Stu & Allen 
September 2007 

________________________________________________________________________
© 2007 RealSure, Inc.  www.realsure.com 

5 
 



1
 
 

Section  

 

 

 

 

How & Why?
 
 
 
1.0 Why an Explosion? 
 
Conduct an Internet search on the term “real estate” on Google or Yahoo and you will find 
over 300 million web-pages referenced; as of September 2007, only the word “sex” has more.  
By comparison the word “bible” has less than 100 million references.  So the fact that there 
are more web-pages referencing real estate then there are people living in America illustrates 
just how fragmented the pod of information is.   
 
Think about a typical community.  Most agents already have a variety of websites, from their 
own, to participation in their brokerage and franchisee website, to creating a property 
specific website for each listing and even in some cases a neighborhood or community site.  
Not to mention government oriented websites from the city, county or other municipalities, 
each providing some level of information. 

Getting information off the Internet is like taking a drink from a fire hydrant. 
                                                                                                                      Mitchell Kapor 

 Developer of Lotus 1-2-3 

 
1.1 How Big is the Problem? 
 
As published in RISMedia’s REAL ESTATE magazine July 2007; 
 
According to Move’s Allan Dalton, the real estate industry has been playing “Three-card Monte” with 
consumers for years.  Dalton emphasized that today’s real estate professionals need to start giving 
consumers what they want – information.  In order to do so, he proposed that real estate firms develop 
research and development divisions. 
 
“Giving consumers what they want requires research,” he explained. “Other than NAR, most real 
estate organizations don’t have research and development divisions.  We have to work more arduously 
in satisfying the consumer.  We have a history as an industry of being very superficial in our responses.” 
Because of that trend, consumers, said Dalton, have developed “anti-bodies” to real estate professionals, 
leading to an overall devaluation of the role of the Realtor® in the transaction process. 
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1.2 What are the Challenges? 
 
What information is available?  Are sales statistics listed on one agent’s site any different 
than the same statistics listed on another site?  How many different sites does it take to 
display the properties for sale in an area?  Where does a consumer turn to when attempting 
to research a particular community?   
 
These are all valid questions which further confuse the consumer.  Even though the 
overabundance of real estate sites has empowered many consumers it has jaded others.  
Filtering the information has become one of the primary tasks of the “new millennium” 
professional. 
 
According to NAR’s Buyer and Seller Profile, the quality of a neighborhood is the most 
important factor in the buying and selling process.  Meanwhile, the variety of issues that can 
affect a community or a specific neighborhood are staggering, from taxes to building hazards 
to property values and future building projects.  All of these issues may have a direct effect 
on the consumers’ willingness to buy or sell.   
 
So what information is relevant and distributable by a real estate professional to today’s 
consumer?  Generally the factors that a real estate professional must consider can range from 
property and building concerns to demographics and community activities. 
 
However, trouble sets in as some factors such as property, building and development issues 
are more fact based while others such as community make-up, qualities of neighbors, etc. 
flirt with fair housing laws.  A typical consumer comment might be, “I want to live in an area 
with families and children.” This is an innocent comment on the surface but yet a possible 
violation of fair housing laws since “family-status” is a protected class.   
 
It is not that the information is confidential, but rather that the agent may not directly 
produce it.  It is readily available to those who know how to find it and know how to legally 
pass it onto their consumer.  The issues surrounding fair housing are not trivial and, 
unfortunately, many agents have either lost their license or been sanctioned as a result of 
violating fair housing laws. 
 
There is a fine line between right and wrong when dealing with information concerning 
protected classes, requiring real estate professionals to face a complicated issue: 
 

• What information can be directly told to the consumer? 
• What information must the consumer find out for themselves?   

 
 
 
 



1.3 What are the Options? 
 
How real estate professionals approach this informational overload and what they choose to 
do with this information falls neatly into three categories: 
  

1. Do nothing 
2. Use comparative tools to inform or direct the consumer to resources 
3. Make interpretations and opinions with the data 

 
1.3.1 Do Nothing 
 
The camp that elects to do nothing often waves the banner of liability as reason for their 
non-action.  Their reasoning is that if they make any attempt to share or direct information 
which is wrong and/or outdated that could itself be used as a reason to litigate.  However, it 
is more often than not the method and intent of sharing the information that causes most 
problems.  Because litigation always remains a real possibility, real estate professionals must 
always act within the law and in good faith. 
 
Complaints filed with HUD seem to have a direct correlation to market conditions, the 
number of houses sold and number of agents in the industry. 
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1.3.2 Inform or Direct the Consumer 
 
It has become increasingly popular to direct clients to information currently available on the 
Internet.  Agents can post links to reference material on their website or even direct clients 
specifically to a selection of public websites that provide a variety of information.  Examples 
of these sites are referenced in Section 3. 
 
Available to the real estate professional are comparative tools to aggregate and display the 
data as well as sites to complement the neighborhood the professional serves.  These tools, 
sites and services enable real estate professionals to post neighborhood specific information 
ranging from demographics to community activities and events. 
 
1.3.3 Make Interpretations 
 
Interpreting the information for the consumer is the worst option for real estate 
professionals to choose.  The vast majority of brokers and agents have little expertise in 
economics or data modeling to render a valid scientific interpretation.   
 
Any interpretation of information outside of the readily available facts is merely an opinion 
and represents possible grounds for a violation of Fair Housing Section 100.80.    
 
  



2 
 
 
 
 
 

Section  Types of
Information 

 
 
2.1. Property Specific 
 
The information age has enabled the consumer to find detailed property information that 
was once the vain and power held by the real estate agent.  Today there are more than 800 
MLS systems in the country supplying information that is fed to various sites that once, not 
so long ago, only provided this data to agents.  This abundant access to information exceeds 
all bounds previously known and includes, in many cases, listing information, previous sales 
price, other property sales data, foreclosures, new house valuation, for-sale-by-owner etc. 
 
Today anyone can discover property specifics; square footage, room measurements, lot size 
etc. This statistical information has been aggregated and reformatted by a variety of groups 
and is available in so many different formats that it has all but excluded the core reason for 
being an agent 20 years ago – knowing what’s for sale.  
 
 
2.2 Neighborhood and Area 
 
There is ‘safe’ public information that can and should be disclosed to the consumer 
regarding any neighborhood of interest.   This would include items such as:  
 
2.2.1 History of the Neighborhood 
 
The history of a neighborhood, including when it was built and what was planned by the city 
during various development phases, could have a huge impact on the area.  Neighborhood 
development and planning has gone through a series of changes based on economic, 
population and consumer preferences, including the GI Bill, the automobile and the shift to 
a service and professional economy from a manufacturing one.  What plans the city has 
established for the future are key pieces of information. 
 
2.2.2 Construction Information 
 
Information concerning the various models offered and the type of construction used on 
homes in a specific neighborhood is readily available.  Consumer demand for this type of 
information is the result of the expansion of cable and satellite TV, which has fostered an 
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overabundance of home-building related media and a multitude of home and garden 
programming. 
   
This has, by default, required real estate professionals to have an understanding of home 
models and basic construction so they can better relate to the consumer’s needs.    

Real estate professionals are no longer the gatekeeper of information and must realign 
their service to stay relevant. 

Swanepoel TRENDS Report 2007

 
2.2.3 Hazard Information 
 
Lead-based-paint, asbestos, radon and others are widely referred to as hazards. These hazards 
are usually well documented and disclosed, however the greater concerns are the hidden 
issues in a neighborhood that are potentially hazardous.  These hidden conditions include 
soil contamination from underground tanks or former industrial plants, poor soil drainage 
leading to water damage or foundation issues and zoning incompatibility. 
 
Several companies produce Hazard Reports tailored to include a wealth of information, 
which in some cases includes information on noise pollution, tax information and registered 
sex offenders.  First American Title (www.FirstAm.com), which operates a Hazard division in 
select states and Environmental Data Resources (www.ERDNet.com) that offers reports 
throughout the country, are two examples of firms providing hazard information. 
 
2.2.4 Taxes and Future Building Projects  
 
Taxes and future building projects can also affect a neighborhood.  For example, a yet to be 
constructed office complex relatively close to a neighborhood could impact home values. 
Pending tax issues may also impact the decisions of home buyers and sellers.  These are not 
issues usually researched by consumers and are not generally found on the standard property 
disclosure form. 
 
Information on these future issues can usually be uncovered by researching the specifics of a 
neighborhood and community through the city planning department. 
 
2.2.5 Home Owners Associations 
 
A neighborhood may be subject to one of more than 250,000 Home Owners Associations 
(HOAs) or Community Bylaws that could impact the consumer’s ability to enjoy the 
property.  Many horror stories have resulted from conflicts between HOAs and 
homeowners.  Issues such as pet restrictions, remodeling guidelines, occupancy or visitor 
restrictions, landscaping and maintenance related matters are generally not issues that most 
consumers think about when purchasing a property.  Compounding this issue is the fact that 
________________________________________________________________________
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the period of time given buyers to review HOA documents is typically limited and often not 
encouraged strongly enough by most agents.   
 

Since HOAs can govern property usage these groups have 
tremendous power and an understanding of their rules and 
regulations add relevance to the service that the real estate 
professional provides. 

 
 
2.3. Demographics and Statistics 
 
Demographic information can be obtained for any neighborhood that was occupied during 
the last Census.  Census data is broken into layers ranging from national to state to county 
to school district to census tract and block-group, with a tract equal to 1200 households and 
a block group consisting of 400 households. 
 
Income figures are also readily available through a number of public websites including the 
US Census and Bureau of Labor and Statistics.  Consumers investigating an area may want 
to look into the average income of the neighborhood as part of the decision making process 
and be totally unaware of these governmental resources. 
 

Socio- economic status is a theory that simply states; ‘people 
generally associate with those that earn about the same amount 
of money as they do’.  

 
Additional demographic information includes lifestyle levels and affordability ranges.  In her 
book, Green with Envy, Shira Boss discusses the fact that “Keeping up with the Joneses” is 
more than just income.  It includes factors such as employment, children, education, etc. – 
all information that is readily available online.   
 

Future developments have a direct affect on the future value of the property. 
                         Unknown 

 
For example, purchasing a home in a neighborhood within a certain price range does not 
necessarily equate to a similar level of income or type of employment.  In areas that have 
seen a dramatic increase in home prices, the existing homeowners may not be able to afford 
to sell and move elsewhere based upon their level of income.  On the other hand, newer 
homeowners are purchasing with higher economic limits and what was once a blue-collar 
neighborhood may now be priced as a mid-level white-collar.  The difference may be 
irrelevant to some and extremely important to others.   
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One frequently critical factor for prospective buyers is education and two of the key statistics 
they are most interested in are: 
  

1) The education level of those living in the neighborhood (through the Census 
information). 

  
2) The educational level of parents with children in the school system (through the 

school district).   
 
These numbers may be dramatically different.   
 
Adding to the complexity of the demographic issue is the fact that even sensitive 
information such as race, age and gender is now available to the public through 
www.Census.gov.   These are protected classes with regard to fair housing laws and are 
widely acknowledged by most real estate lawyers as subject matter that is NOT to be discussed 
by real estate professionals.   
 
But when a client states, Don’t show me any property that is in an area where more than 10% of the 
population is over 50, are you bound by ethics to comply?  The information is publicly 
available and can be merely presented by the agent without comment or interpretation.  Are 
you crossing the line if you do? There are two polarized views on this matter:   
 

1) One side supports the concept that any conversation regarding a protected class is off 
limits and cannot be discussed in any way.  This view suggests erring on the side of 
avoiding any liability and/or potential fair housing action. 

 
2) The other side embraces the fact that the data is public information collected by the 

government and as long as the agents are not providing any interpretation or 
opinion concerning the data, they are only providing a service to their customers.  
Those taking this position also believe that they are ethically bound to provide the 
information upon request of their client because it is not illegal to do so; obedience to 
lawful instructions. 

 
This report neither promotes nor favors one above the other but rather seeks to expose the 
conflict that exists, the confusion it creates and the various options for consideration. 
 
 

 

Information is a negotiator's greatest weapon. 
                                                                                                                          Victor Kiam 
                                                                                    Former Chairman of Remington Razors 
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 Sources &
  Solutions 

Section 

 
 
To best illustrate the different sources of information available and the various solution 
providers, the following neighborhood is used as example: the 700 block of Fillmore St. 
Denver, CO 80206.  It was selected at random and has no specific meaning or relevance. 
 
3.1 National Resources 
 
This information can be found on the US Census Bureau site (www.Census.gov).  Most 
demographic information comes from the Census.  Cities may have growth projections 
based on development and information from other sources but they generally do not 
perform detailed population counts.  The federal government, through the Census Bureau, 
performs a census every decade and a supplemental survey is performed continuously 
between every census.   
 
According to the Census Bureau:   
 

• The American Community Survey (ACS) does not present data for all geographic 
areas.   

• Data from the ACS are available for over 6,000 geographic areas with a population 
of 65,000 or more, including 761 counties, 436 congressional districts, 602 
metropolitan and micropolitan statistical areas, all 50 states and the District of 
Columbia.   

• The ACS is a large, continuous demographic survey conducted by the Census 
Bureau that will eventually provide accurate and up-to-date profiles of America's 
communities every year.  

• Questionnaires are mailed to a sample of addresses to obtain information about 
households; each person and the housing unit itself.  

• The survey produces annual and multi-year estimates of population and housing 
characteristics and produces data for small areas, including tracts and population 
subgroups.   

 
The purpose of the ACS is for trend analysis and continuous data collection.  These surveys 
are also posted on the Census website for the various communities where surveys are 
performed.   
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Any consumer can go to the Census Bureau website and look for information, which is 
typically accomplished by a zip code search.  However, the information from the Census is 
broken down into various levels (from largest to smallest): Nation, Region, State, 
Congressional District, School District, and Zip Code.  The level of data collection that most 
represents entire neighborhoods are Census Tracts and Block Groups, consisting of 1,200 
and 400 households respectively.   
 
Even more precise is the ability to examine a Census Block, which in an urban environment 
may be as small as a city block and in a rural area may be several square miles.  Given an 
address in a neighborhood, assuming that address existed during the last Census, a 
consumer can locate information specific to the households living on that block.  They may 
also elect to expand the search to a Block Group, which would include surrounding blocks 
still in the same Census Tract. 
 
Displayed below are maps of the example’s actual Census Tracts, Block Groups and Blocks 
reflecting the relative size differentials: 
 
Census Tract: Displayed is the area that makes up the 1,200 households included in the 
Census Tract, which could be several different neighborhoods.  This defines the larger 
demographic area in which the detailed specifics are presented. 
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Block Group:  Displayed is a Block Group which is approximately 400 households.  Do not 
confuse a Block Group with a Neighborhood or Subdivision; the boundary lines are not 
related.  This further narrows the area for which the data is filtered. 
 
 

 
 
 
Block:  Displayed is the actual block for the example property.  This third level narrows the 
data range to the lowest level aggregated by the census.  This is the data of primary 
importance to the prospective buyers as it directly relates to the immediate neighborhood:  
income, gender, education, household makeup, etc. 
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The following graphs, provided by eNeighborhoods are an example of the data available at 
the block level.  They display educational levels of parents of children in the local school 
district and that of a Census Block of an area within the school district. 
 
 
 
 

County School District 
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Specific Block Group 

 
       
Notice the variations between the specific block group (consisting of 400 households) and 
the school district servicing the same neighborhood.  Within the Block Group, close to 70% 
of the neighbors have a college degree and/or post graduate degree and less than 15% have 
no college education, compared to the School District that has only 40% with a college 
degree and 41% without.   
 
Combine this information with the publicly available data on number of children of school 
age and a consumer may conclude that children in this neighborhood come from well-
educated homes.  Children or lack thereof is another criterion that draws people to certain 
neighborhoods.  The singles are less likely to want to live in an area full of families with 
children and vice versa.  It is this type of ground level information tat strongly affects the 
buying decision.     
 
 
3.2. Regional Sources 
 
There are many state and local resources available to assist in researching information 
concerning a state, community or neighborhood such as: State Demography Office, City 
Planning Department, Official State and City websites, Convention Bureau sites and 
Chamber of Commerce sites.   
 
Nationally, each state has a .us website (www.state.(statecode).us), which brings the user to 
the official state site.  For example, www.state.co.us goes to the Official Colorado State 
website.  The .us site is the official extension of many state websites used to compile 
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information.  One key advantage to using state sites is that the information is generally 
complied for the consumer to read and is not as laborious as some of the federal government 
websites.    
 
 
3.3. Data Aggregators 
 
There are many tools available for the consumer and real estate professional to utilize in 
researching a neighborhood.  Many of these tools are in the form of websites known as Data 
Aggregators. Data aggregation websites generally format the raw data and then display it in 
easier to understand formats including percentages and summations. Data for most of these 
sites are usually compiled from government sources such as: 
 

• US Census Bureau 
• American Community Survey 
• Current Population Survey 
• Educational Testing Service and ACT, Inc.  
• National Center for Education Statistics 
• Federal Bureau of Investigation  
• Uniform Crime Reports 
• National Climatic Data Center 
• National Oceanic and Atmospheric Administration 
• National Hurricane Center 
• US Geologic Service 
• Bureau of Labor Statistics 
• Consumer Price Index 
• Consumer Expenditure Survey Medicare 
• US Department of Health 
• Human Services Department of Energy 
• Federal Travel Directory 
• Freddie Mac 
• Conventional Home Price Mortgage Index 
• Office of Housing Economic Oversight 
• National Association of Realtors 
• National Association of Home Builders 
• State Association of Realtors 
• Environmental Protection Agency 
• American Medical Association 
• Centers for Disease Control and Prevention 
• Compressed Mortality Database 
• Behavioral Risk Factor Centers  
• Wonder Natality Database 



• Federal Aviation Administration 
• Federal Transit Administration 
• Federal Highway Administration 
• Amtrak 
• National Park Service 
• National Basketball Association 
• National Football League 
• National Hockey League 
• Major League Baseball  

  
3.3.1 Sperling’s BestPlaces 
 
Sperling’s BestPlaces (www.BestPlaces.net) is a data aggregator that pulls data from sources 
and does apply some form of trend analysis to account for an increase or decrease in 
population.  With a few clicks of a mouse, a breakdown by age of the sample property in 
80206 zip code can generated.  Notice that the data is listed as a percentage and not a 
number. 
 

 
 
 
BestPlaces also lists demographic information such as Race and Family Status.  Unlike the 
Census, this site limits users to researching data down to the zip code level.  Additional 
comparisons provided by the site include the economy, housing, health, crime, education, 
transportation, cost-of-living, religion and voting.  This information is found directly on the 
home page with no sign-in or requirement to divulge contact information.  Anyone can 
obtain a free membership to BestPlaces that allows users to post information about the 
community in which they live. 
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3.3.2 Moving.com 
 
Moving.com (www.Moving.com) is also a free site that supports itself through advertising 
and sponsorships.  An account can be created at no cost although it does require divulging 
contact information including email.  However, the information can be obtained without 
revealing personal data. 
 
This site focuses on the moving process and has many related ads and resources such as 
storage, truck rental, apartments, mortgages, school reports, coupons and discounts.  Signing 
up for a “free” account will allow the system to email specific offers given your criteria.   
 
The data from Moving.com is also aggregated from sources similar to BestPlaces, but 
Moving.com lists, in detail, the sources for each category.   
 
The data is drawn from an array of sources, and is updated at least once a year:  
 

• US Census Bureau estimates and projections, including latest monthly estimates for 
population at the city level. 

• Bureau of Labor for employment data by industry and occupation. 
• Internal Revenue Service statistics on tax filers and year-to-year migration. 
• Federal Bureau of Investigation and local police departments and municipalities for 

crime information. 
• National Oceanic and Atmospheric Administration for weather information. 
• Recent sales information comes from local municipalities. 

 
Data from Moving.com is listed numerically, unlike the percentages listed by BestPlaces.  
Listed below is the displayed result from the search on age break-down.  Note that 
Moving.com aggregates by Zip Code, which is their lowest level of aggregation. 
 

http://www.moving.com/


 
 
3.3.3  eNeighborhoods 
 
A most powerful comparison tool used by a very large number of real estate professionals is 
eNeighborhoods (www.eNeighborhoods.com).   This tool is a paid subscription that enables 
real estate professionals to analyze and compare neighborhoods.  eNeighborhoods draws 
data from many of the same sources but applies various algorithms to the data to adjust for 
time and trends.   
 
A key feature of eNeighborhoods is the comparison tool that compares two or more 
addresses.  This comparison can be performed on a Census Tract or Block Group level, 
which is far more specific than aggregating by zip code.  Although seemingly 
inconsequential, the disparity between data compared can be dramatic.  Additionally, the 
eNeighborhoods tool allows for the creation of graphs and charts not found in the results of 
other data aggregators. Due to the target audience and associated Fair Housing Laws, 
eNeighborhoods does not include information on Race or Gender, but does list family 
status and age. 
 
Below is the output of the same search on the Denver address using the eNeighborhoods’ 
tool. 
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By Census Tract 

                   
 
 
 

By Block Group 

 
 

________________________________________________________________________
© 2007 RealSure, Inc.  www.realsure.com 

23 
 



 
By comparing the two graphs the Census Tract is slightly younger (39.2 years) than the Block 
Group (42.4 years), additionally the 10-17 year olds sector in the Block Group is more than 
double that of the Census Tract; 16.2% to 7.4%.  This display would suggest that those 
living in the Block Group had children that were older and most likely in middle school or 
high school compared to the children living in the Census Tract.   
 
eNeighborhoods is a tool that enables the real estate professional to simply and easily gather 
data about the neighborhood(s) in which a consumer is interested, allowing multiple 
properties to be compared at the same time.  This tool is steps above the services that are 
available to a consumer primarily do to the level of the detail, the depth of the information, 
the graphical comparisons and data collection performed.  Prices for the basic service start at 
$19.95 per month and range up to $49.95 for a suite of products not including Websites 
and Lead Generation services.   
 
However, a word of caution. No two facts are alike and different reports can vary slightly or 
significantly, therefore no real estate professional should accept any statistic they receive as 
fact.   It is always wise to double check important facts from different sources.  For example, 
the following table reflects the disparity of information for something as simple as 
population; in this case the difference is only 2-3%.  
                                  

 
 
 
3.4 Educational Resources 
 
Consumers demand a more educated real estate professional and NAR has reported that 
neighborhood information is the most important factor in buying and selling a home.  Gone 
are the days when a real estate professional could say they were a “neighborhood expert” – 
today they must prove it and have the education to back it up. 
 
Until recently there were no courses that focused exclusively on preparing a real estate 
professional to navigate through the information maze.  Many existing quality courses did 
touch on the importance of learning more about a neighborhood but none delved in this 
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extensive subject matter. To fill this void RealtyU® (www.RealtyU.com), the largest educator 
in the real estate industry, launched in July 2007 a comprehensive one-day course titled 
Certified Neighborhood Specialist (CNS).   
 
The CNS course offers agents a step-by-step, easy to follow process for generating 
significantly more neighborhood awareness and comprises class material and a research 
practicum to ensure that the student truly understands the information germane to their 
specific neighborhood.  The program covers a wide array of topics affecting a neighborhood 
such as; History, Soil, Land Development, Hazards, Construction, Marketing, Census and 
HOAs. 
 
For information on the CNS course visit www.CertifiedNeighborhoodSpecialist.com.  
 

                                                                                                                      American writer 

Information is pretty thin stuff unless mixed with experience. 
                                                                                                                          Clarence Day 
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Information Explosion
Conclusion 

  
With the advent of the Internet and the overabundance of real estate related information 
consumers have a staggering task to read, organize filter and quantify the data.  As a result 
real estate professionals are no longer in the position of just being the informational 
gatekeeper but rather they are being reassigned the responsibility of collecting, sorting and 
deciphering the information for the consumer.   
 
There is no escaping the fact that the home buying and selling process has changed and is 
still evolving.  In survey after survey consumers have stated that “neighborhood knowledge” 
is the deciding factor in evaluating comparable agents, which in turn is requiring agents to 
change their historic role.   
 
How and where the consumer finds the much needed information will therefore be 
influenced by the role of the emerging real estate professional. That role may be limited to 
an order-taker, administrator or it could be expanded to that of a true professional, 
specializing in an area with the skill set to provide and interpret the relevant information 
pertaining to that area.  Additionally, real estate professionals should ensure that they have 
the necessary skills and knowledge to effectively serve the new home buyer and seller.  To 
achieve this they should conduct proper and comprehensive research by utilizing the best 
data aggregators and service providers in the field.  
 
 
Finally, it is up to the real estate industry as a whole to continuously educate the consumer 
on the value of home ownership, the importance of obtaining all relevant information 
pertaining to the property in question and last but not least, the importance of working with 
a real estate professional when conducting a real estate transaction. 
 

Unknown 
Information is freely available, it is knowledge that you must pay for. 
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Websites 
 

 
 
 
 
Neighborhood Specialist Council - Primary site for Certified Neighborhood Specialist (CNS) 
www.CertifiedNeighborhoodSpecialist.com
 
eNeighborhoods – Leading data aggregator of information for real estate professionals 
www.eNeighborhoods.com
 
Connecting Neighbors – Provider of neighborhood specific websites 
www.ConnectingNeighbors.com
 
HUD – Primary government site for Housing and Urban Development 
www.HUD.gov
 
Moving.com – Data aggregator and part of Move, Inc. 
www.Moving.com
 
Single Property Sites – Purveyor of property specific websites 
www.SinglePropertySites.com
 
Agency Logic – Division of Network Earth and distributor of property websites 
www.AgencyLogic.com  
 
Sperling’s BestPlaces - Data aggregator 
www.BestPlaces.net
 
US Census – Primary statistical site for population related information 
www.Census.gov
 
First American Title - Source of Hazard and Title information 
www.FirstAm.com
 
Environmental Data Resources – National source for Environmental reporting 
www.ERDNet.com  
 
Fidelity National Title - Source of Title information  
www.FNF.com
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Certified Neighborhood Specialist (              ) Course Gives You Unequaled Expertise
And The Designation Helps Your Marketing Dramatically! 

Carve Your Niche and Separate 
Yourself From Other Agents!

Gone are the days when only had to sell the benefits of the house…now buyers have tons of choices and sellers want results fast.  The 1-day 
Certified Neighborhood Specialist (CNS) course is the only one available that guides real estate agents step-by-step on how to become the 
most knowledgeable, trusted, and most referred real estate agent in any neighborhood.

You’ll easily know how to get in-depth neighborhood information to… 
 •     Develop selling points far beyond just the house.
 •     Advertise your neighborhood expertise to the community.
 •     Develop a comprehensive resource webpage for your neighborhood.
 •     Know about the area and issues associated with such as
  o     Issues with the building process or developer.
  o     HOA processes, restrictions, and by-laws.
  o     Current problems or issues in the area.
 •     And much, much more!

Very few agents know about all the tools and resources available for researching and gathering data about a particular neighborhood.  And 
even less use demographic information because they are afraid of the fair housing laws. The CNS course gives you access to the right tools 
and resources.  

FREE Niche Marketing Tips – 7 Strategies To Position Yourself As A Neighborhood Expert 
Download your FREE special report today from www.certifiedneighborhoodspecialist.com

Recognized, Endorsed or Supported by:

To learn more, call 800.690.6140 or visit
www.cnsdesignation.com today!
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