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It's  A Date
(Association Calendar of Events)

For a complete listing of meetings and events go to
the Members Only page on www.easternctrealtors.com

and click on “Meetings & Events Calendar”

Upcoming Events To Watch For

December
16th New Member Orientation

8:30 am—Association Office

18th  ECAR/ECRIS Board of Directors Meeting
9:00 am  —  Association Office

19th HOME REVIEW DEADLINE ~ EARLY
5:00 pm

ASSOCIATION OFFICE CLOSED
In observance of  New Years

DECEMBER 31 OPEN 1/2 DAY
JANUARY 1 & 2 CLOSED

ASSOCIATION OFFICE CLOSED
In observance of Christmas

DECEMBER 24 OPEN 1/2 DAY
DECEMBER 25 & 26 CLOSED

January
6th HOME REVIEW DEADLINE ~

5:00 pm

8th  Continuing Education Course— Association Office
• Home From Work  — 1:00 pm - 4:00 pm

13th New Member Orientation
8:30 am—Association Office

ASSOCIATION OFFICE CLOSED
In observance of Martin Luther King Day

JANUARY 19th



Realtor® News
(Informational, Recreational or Political)

Rules for Tasteful Holiday Décor
Sellers don’t have to forgo all holiday trimmings just because their home is on the market.  But

they should decorate in a way that won’t turn off buyers.

By Barbara Ballinger | December 2008

There’s no doubt the holidays are near: Malls filled with poinsettias, festive music filling elevators, catalogs flooding mailboxes, and
home design magazines packed with ways to make the season bright.
Many sellers want to pull out the stops and decorate according to family traditions, but houses that are on the market shouldn’t be overly
personalized or cluttered at any time. Your job as a real-estate practitioner is to help sellers strike a balance between enjoying their
traditions yet showing restraint. Explain that too much “stuff” camouflages what’s most important when decorations come down: a
home’s architectural details, its condition, location, and price.
“Your goal is to help sellers show off their houses, but not their holiday decorations,” says Julie Dana, a home staging professional and
co-author of The Complete Idiot’s Guide to Staging Your Home to Sell (Alpha, 2007). If you succeed, you’ll get them to convince buyers,
“I wish this were my home for the holidays,” says Bruce Johnson, president of Lee Kimball, a design/build firm in Winchester, Mass.
Amid all of the challenges of listing a home during the holidays, there is one big plus: Most buyers who are actively looking at this time
of year are serious. The following tips will help sellers achieve the right decorating balance:
Add tasteful, generic decorations. “Tasteful decorations can be an asset to a sale,” says David Iannuccilli, CRS, GRI, and co-broker/
owner of RE/MAX Professionals in East Greenwich, R.I. But since taste is subjective, we asked Iannuccilli and other pros to define what
good holiday taste looks like—and doesn’t. Most define it as “elegant,” “simple,” and “quiet.” Iannuccilli specifies a minimalist ap-
proach—one wreath, one tree, one dining table centerpiece. Dana recommends a tall narrow tree to emphasize a room’s height and
conserve floor space. In the don’t-do list, Dana cites no “cute” wreaths with gingerbread men or oversized inflatable snowmen on front
yards. She also suggests steering clear of personalized objects such as monogrammed stockings. “When decorations get too personal,
people have a hard time picturing themselves in the home,” she says. Pat Heydlauff, a feng shui expert in Palm Beach County, Fla.,
recommends no or few religious symbols, whether crèches or menorahs.
Trade nonseasonal for seasonal decorations. To avoid clutter, remove a nonholiday accessory for each seasonal accessory added, says
Dana.
Don’t imitate Scrooge. Even if decorating seems a Herculean task, tell sellers not to avoid all decorations. “People expect some, and they
add warmth,” says Dana.
Think green…and metallic, and white. Too much red and green can backfire. Practitioners suggest a neutral palette of fresh greens,
elegant silvers and golds, and classic whites. Karen Fornash, a real estate guru in New York, favors vases of white roses, lilies, and freesia,
complemented by evergreens. Christi Page, owner of Top Drawer Hardware in Santa Monica, Ca., suggests replacing a few knobs in a
bathroom or kitchen with ones that add a touch of seasonal color.
Remember the joy of entertaining. Because home entertaining connotes happy homeownership, builder David Cohen of Hampden
Design & Construction in Newton, Mass., suggests staging a kitchen as if the owners were going to throw a cozy holiday party. “People
don’t want things to look stark at the holidays,” he says.
Be mindful of valuable gifts. Keep most holiday presents and family heirlooms out of sight to avoid distracting buyers, says Gregg
Goldsholl, a practitioner with Weichert Realtors in Larchmont, N.Y. Doing so also is a smart precaution for open houses. “Not all people
who tour a home are trustworthy,” Dana says.
Keep up decorations for a limited time. While most homeowners love prolonging the holiday spirit, experts suggest curtailing it when the
house is on the market. Dave Sears, co-founder of OptHome, a homeownership resource Web site in Winchester, Mass., advises a
maximum of two weeks before and two after Christmas.
Minimize smells. Holiday aromas—baked goods and live greens—enhance seasonal decor, but overly strong odors from air freshen-
ers and candles may send buyers running, says Deanne Kory, senior vice president with The Corcoran Group in New York. Heydlauff
tells sellers to leave out a plate of cookies, which buyers will associate with the spirit of giving.



Add warmth and energy. Nothing says holidays more than twinkling lights and crackling fires, but make smart choices. Lights, which also
help illuminate a home’s exterior in the dark—particularly important in winter when many showings take place—shouldn’t be left on all
the time. Advise sellers to select efficient LED bulbs and use them with motion detectors or timers, says Rozanne Weissman, senior
director of consumer campaigns with the nonprofit Alliance to Save Energy in Washington, D.C. To get a fire going quickly and make
clean-up easier, consider manufactured logs, says Mendy Aul, with Pine Mountain in Daleville, Ind.
Play soothing music. Most people get their fill of jingles and carols, so suggest nonseasonal favorites that appeal year-round, says
Sears.
Use timely marketing materials. Everyone wants to lower expenses, but it’s critical not to cut corners when you’re taking photos for
listing materials. The wrong images—a living room with a tree in summer—signal that a house has been on the market too long, says
Dana.
Remember winter’s threat. If sellers live in a cold climate, remind them to shovel walks rather than have snow and ice become part of the
décor.
And when sellers seem in doubt, remind them that less is always best. Happy Holidays!

3 Mistakes That Will Hurt Your Credibility
Are you just telling customers what they want to hear? That could come back to haunt you.

Here’s how to use everyday scenarios to build trust.

By Mark Stevens | December 2008

When you forgo an immediate commission by discouraging clients from making a poor housing choice—paying more than they can
afford or making an offer on a home that won’t fit their needs, for example—the trust level between you and your clients rises exponen-
tially.
You’re no longer seen simply as a salesperson but as a reliable adviser who cares more about the customer than the transaction. If you
have the foresight to play that kind of role with clients, you’ll make any lost commission back in spades because of the trust you
engendered.
Sounds simple. Yet, it’s amazing how frequently practitioners squander an opportunity to build this valuable trust. Here are a few easy-
to-make mistakes that can seriously undermine your credibility.
1. Flip-flopping. Many consumers who visit a property with a salesperson express their excitement at the curb. And it’s a pretty standard
technique for a salesperson to reinforce this positive feeling by saying something like: “Yes, this is a great home.” But what happens
when the buyers tell the salesperson they’re disappointed in the house after seeing it up close.
If the salesperson says, “Yes, I never liked that floor plan,” the clients then think, “He knew it wasn’t great all along but tried to sell it to
us anyway. We can’t trust him now.”
You can avoid this apparent lack of candor at the outset by tempering the prospective buyer’s exuberance at the curb. Reveal any factors
you’re aware of that may constitute a potential problem. You might say: “Yes, it truly is a stunner. It could be ideal for you, but once we
get inside there are a few things I want to point out that should be factored into your decision.”
2. Ignoring your own better judgment. When you know a house that buyers ask to see doesn’t fit with one of their stated criteria, you
should let them know about that fact before they see the home.
For instance, if a buyer tells you that schools are of primary importance, you should suggest right away that they review local school
statistics themselves and decide which areas they want to tour. That will help you avoid unlawful steering when and if the buyers ask to
see a house in a school district that you know has low test scores. You can then remind them to check the information they’ve already
obtained if they’re thinking of making an offer on such a property.
3. Saying what your client wants to hear. When I hired the father of one of my son’s friends to sell my last home, I asked him if we could
get a very ambitious price for it. He said what I wanted to hear: “No problem.” Well, he got the listing but couldn’t sell the house.
So I brought in the top salesperson in town, and she promptly told me what I didn’t want to hear: “Replace these windows and lower the
price by $125,000.” She sold the house in less than a week. I recommend her to everyone.

Mark Stevens is CEO of the global marketing and management company MSCO (www.msco.com). He is the author of 23 business
books, including God Is a Salesman: Learn From the Master and Rich is a Religion.

Barbara Ballinger
is a freelance writer for
REALTOR® magazine.



Gossip  Sheet
Designated REALTORS®

Robert Silverstein Miner & Silverstein, LLP

REALTORS®
Kathryn DuPont Coldwell Banker Residential Brokerage (Mystic)
Laura Havens Weichert, REALTORS® - Suburban Properties
Andrew Lockwood Weichert, REALTORS® - Suburban Properties
William Marowski Pine Knoll Real Estate
Ayelet Shamash First Choice Realty

PROVISIONAL* NEW MEMBERS

*Applicants for REALTOR® membership are granted provisional membership upon
receipt of their application and payment of dues and fees. Applicants must complete
new member orientation within 60 days of receipt of their application.

REALTORS®

Kimberly Acevedo Century 21 Allyn-Anchor (Norwich)
Jacqueline Comeau Hoisington Realty
Mark Comeau Hoisington Realty
John Digiacomo Taber Realty
Paul Sollenberger Weichert, REALTORS-Suburban Properties
Daniel Tenreiro Homeborn Realty

AFFILIATES
Diane DeLauro Diamond Mortgage Group

MEMBER UPDATES – as of  December 2, 2008

AGENCY TRANSFERS
Member New Firm/Office Former Firm/Office
Joyce Balestracci Realty World Signature Properties William Raveis Real Estate (East Lyme)
Terry Colsen The Partner Network (East Lyme) United Realty Group
Virginia Dunbar The Partner Network (Central Village) The Partner Network (Dayville)
Tod Evers Martin-Mitchell Coldwell Banker Residential Brokerage (Mystic)
Ida Hargaray Coldwell Banker Residential Brokerage (Old Lyme) Coldwell Banker Residential Brokerage (Mystic)
Joyce Paige Realty World Signature Properties William Raveis Real Estate (East Lyme)
Candace Porter Switz Real Estate Associates Prudential Connecticut Realty (Norwich)
Monique Rouillard The Partner Network (Central Village) The Partner Network (Dayville)

ASSOCIATION DELETES
Laurie Bernier Bernier Associates
Roger Bourdeau Atlas Realty Investments
Tammie Blount Prudential Connecticut Realty (East Lyme)
Colette Carter Prudential Connecticut Realty (East Lyme)
Shirley Coderre Village Realty
Michael Cyr ERA Taylor Realty Group
Louis D’Amato Louis J. D’Amato
Joann De Raffaele Admiral Properties
Alicia Fernandes Coldwell Banker Res Brokerage (Stonington)
Erik Gilbert ERA Realty Pros (Niantic)
Caryn Henson JenRan Realty
Michelle Killingsworth ERA Realty Pros (Danielson)
Edward Lane ERA Realty Pros (Danielson)

Gwen McTigue Coldwell Banker Res Brokerage (Niantic)
Marcia Neff The Partner Network (Dayville)
Christopher Oaks ERA Taylor Realty Group
Diana Ortiz ERA Realty Pros (Danielson)
Brooke Pickett Prudential CT Realty (Mystic/Seaport)
Amy Sarcia Russ Real Estate
Robert Silva The Partner Network (Dayville)
Dawn Sullivan Prudential Connecticut Realty (Norwich)
Ronald Taddei Louis J. D’Amato
David Thibeault Village Realty
Lynda Van Auken Loomis Real Estate
James White U. S. Properties

NEW MEMBERS – APPROVED NOVEMBER 20, 2008



Case Interpretations of the Code of Ethics
or

How would you vote?

Article 1

When representing a buyer, seller, landlord, tenant, or other client as an agent, REALTORS® pledge themselves to protect
and promote the interests of their client. This obligation to the client is primary, but it does not relieve REALTORS® of their
obligation to treat all parties honestly. When serving a buyer, seller, landlord, tenant or other party in a non-agency
capacity, REALTORS® remain obligated to treat all parties honestly.

Exclusive Listing During Term of Open Listing
Case Interpretation 1-9 by the NAR Professional Standards Committee

During a Board of REALTORS® luncheon, REALTOR® A described to those at the table an old house in a commercial area
which was open listed with him and invited the others to cooperate with him in selling the property. REALTORS® X and Y said
they also had the property open listed but had found very little interest in it. REALTOR® B made no comment, but feeling he
could find a buyer for it, went to the owner and discussed the advantages of an exclusive listing. The owner was persuaded
and signed an exclusive listing agreement with REALTOR® B, telling him at the time that he had listed the property on an
“open” basis for 30 more days with REALTORS® A, X, and Y. REALTOR® B’s comment was, “Just don’t renew those open
listings when they expire.”
A few days later, REALTOR® A brought the owner a signed offer to purchase the property at the asking price. The owner
told REALTOR® A that he now had the property exclusively listed with REALTOR® B, and asked him to submit the offer
through REALTOR® B. Before REALTOR® A could contact REALTOR® B, REALTOR® B had taken another offer to purchase the
property at the asking price to the owner. Confronted with two identical offers, the owner found both REALTOR® A and
REALTOR® B expected full commissions for performance under their respective existing listing agreements. The owner filed
an ethics complaint with the Board of REALTORS® alleging violations of Article 1 of the Code of Ethics because of the
difficult position he had been placed in by REALTOR® A and REALTOR® B. The owner alleged neither of them had warned
him that he might be liable for payment of more than one commission.
A hearing before a panel of the Board’s Professional Standards Committee established the facts to be as outlined above.
In reviewing the actions of REALTOR® A, the Hearing Panel found that he was not at fault; that he had performed as
requested under his listing agreement. On the other hand, it was the conclusion of the Hearing Panel that REALTOR® B had
violated Article 1 by failing to advise the owner of his potential commission obligation to the other listing brokers when the
client told him other listing agreements were in force.

How would you vote?
The Hearing Panel pointed out that because of REALTOR® B’s omission his client, through no fault of his own, may have incurred
legal liability to pay two commissions; that REALTOR® B should have advised the owner of his potential liability for multiple
commissions; and that by not doing so REALTOR® B had failed to protect his client’s interests as required by Article 1.


