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The Three Big Questions in Real Estate

| always like to say, there are only three big questions for the
real estate consumer: “What's for sale?”, “How much is my
house worth?” and "How's the market?”

Every real estate agent is armed with the tools to talk about
what's for sale and what a client's house might be worth.

All agents have access to the MLS, and every client listing
presentation includes a CMA. And of course, home buyers
all have their favorite home search apps!

But there are very few solutions to help Realtors communi-
cate what's actually happening in the market - whether it's
a good time to buy, where the opportunities are, or how to
beat the competition in a tight market.

At Altos Research, we've developed a system for gathering
local data about what's happening right now in the market.
We track over 100 million properties every week and use
advanced software that interprets thousands of market
variables and turns them into insights. We deliver these

altos research

real-time market insights every week in beautifully designed,
interactive, mobile-optimized market reports.

Thousands of real estate agents, teams, and brokerages
use our real-time market reports to attract and engage
prospective buyers and sellers, to establish themselves as
the market experts, and to move clients through the sales
funnel automatically. They also rely on our data to under-
stand what's really happening in the always-changing, often
surprising real estate market.

Interpreting and discussing market data can be intimidating.
We created this eBook to demystify the data and give you
everything you need to know in order to confidently talk
about the stats, forecast what's coming, and provide expert
counsel to your buyers and sellers.

Thanks, and be well.

Mike Simonsen
Founder and CEO
Altos Research



CHAPTER 1

Navigating the Altos Market Report

There are just over 100 million total homes in the U.S., and
at any given time, about 1% of these homes are available for
sale. Each week, Altos tracks every one of these 100 million
properties and surfaces analytics for every zip code, city,
and state in the country. By looking at the active market, we
can see changes in pricing, supply, and demand. We're also
able to observe leading indicators which tell us where trans-
action prices will be in 30, 60 or even 90 days. We track all
of this data in price range segments, because the high-end
of the market may be behaving very differently from the low
end. And, all of our data is real-time - if you walk into the

market right now, this is what you'll experience.
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The Altos Market Report

The Market Action Index
An at-a-glance answer to Real-Time Market Profile

“How’s the market?”, Altos’ All of today’s key market
proprietary index lets you
know if it’s a buyer’s or sell-
er’s market and which way
the market is headed.

indicators in one, easy-to-
read chart, with trend lines
to see how the indicator has
changed over the past three
months.

Market Narrative

What do all these numbers
mean? We break it down in
plain English for buyers and
sellers.

Detailed Trends Charts

Run multi-year trend charts
for 8 different market stats
and compare how the market
is performing in different

price segments.

Market Segments

The high end of the market
often behaves differently
than the low end. See the
trends at all the price points
in your market.




CHAPTER 2

Key Stats to Watch

The Market Action Index (MAI)

Altos’ Market Action Index (MAI) answers the question
“How's the market?” by comparing the current rate of
sales versus inventory plus additional demand metrics.
It's an indicator of supply and demand and overall market
competitiveness; i.e. whether it's a buyer’s or seller’s

market, or if the market is heating up or cooling off.

* A MAI of around 30 indicates a balanced market, with
just enough supply to meet demand.

* AMAIin the low 20s or below is a buyer's market, with
more supply than demand and prices declining in the
future.

* A MAI of 35 or more points to a seller's market, with

demand outpacing supply and prices starting to rise.

* A MAI of 45 or more is a strong seller's market - inven-
tory is very tight, demand is high, and prices are likely

climbing.
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Across most markets in the U.S., we typically see the MAI
rise in the spring, peak around June 30th, and fall in the

second half of the year. Your market dynamics could be

different.

Median List Price

Median List Price is the median price of homes for sale in
the market. It is the most useful, accurate measure of the
current market - this is exactly what your clients will see if

they shop for homes right now.

Median List Price is highly correlated with the eventual sales
price of homes in 1-6 months and is a leading indicator of
home values. A house that is listed today may get an offer
next month, and close sometime after that. If you see that
the market's Median List Price is climbing today, you'll see
sales prices and home values in that market climbing in the

future.
You can look at Median List Price as a barometer of sellers’

current confidence levels, as current individual pricing deci-

sions are based on recent pending and closed transactions.
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Median Price of New Listings

Altos subscribers have access to a second, very powerful
and unique way to look at home prices: the Median Price of

New Listings.

When you price a listing, you do so with the knowledge of
all the recent activity nearby. You know if the house down
the street got multiple offers in the first week, and you price
your listing accordingly. The Altos Median Price of New
Listings is the very first place to see this market wisdom in
the data. The new listings’ prices will climb a month before
the median price of the market as a whole, which will climb
30-90 days before the median sales price. What's going to
happen to home values next quarter? Look at the Median

Price of New Listings today.
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Inventory

Inventory tells you how many homes are for sale in each
market. Watch the inventory count for early indicators that
sellers are returning to the market, and how fast. Inventory
typically peaks in late June, with a trough in the second
week of January. Rising inventory typically favors buyers,
while tightening inventory favors sellers. However, during
your market's peak season, you will typically see inventory
increase and prices move up simultaneously. Use the Altos
Market Action Index to measure the relative changes in

supply and demand.

When a prospect asks you “Oh you're a Realtor? How's the
market?”, replying with your current active inventory and
how it's different from last year is a simple way to establish
your expertise. “Inventory’s very low right now - there are
only 25 homes on the market! Are you thinking about buy-

ing or selling?”
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Average Days on Market (DOM)

Days on Market (DOM) is a measure of market velocity -
how long it takes homes to sell. A non-seasonal increase in
DOM could indicate some softness in the market; a drop in

DOM points to a market that's heating up.

DOM typically starts falling at the end of March during the
peak buying season of April through June, then starts to
climb in the second half of the year. However, this seasonal
trend can vary depending on the market and the unique
seasonal attributes of the area - for example, Phoenix has a

different buying season than Detroit.

Look at a couple of years of your market's data to determine

what's “normal” for your area in each month.
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% Price Decreased

The percent of active listings that have received a price
decrease is a measure of demand. In a normal market, we
tend to see about 30-35% of sellers initially over-price their
homes and eventually reduce the price to attract buyers.

In some markets with more inventory, it can be common
to see price reductions at 40%. Below 30% signals solid
demand at prevailing prices, while 40% or more generally
indicates reduced demand. In the coolest markets, when
buyer demand is weakest, you'll see % Price Decreased

climb over 50%.

Price decreases also tend to have some seasonality; for
example, price decreases happen more in the fall when it's
time to move the listings before the holidays. Keep an eye
on the price reductions trend to give your clients the early

market signals before they read it in the news.
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% Price Increased

Price increases, on the other hand, are usually under 5%.
When you see price increases climbing, it's often a sign of
investor activity in a market, iBuyers and flips - or simply
very high demand. This is a bullish signal for future sales

prices and home values.

12
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Percent Relisted

Percent Relisted points to deals falling through or listings
expiring - the percent of homes on the market which we've
seen listed, withdrawn and relisted (often with a new agent).
In a normal market, we typically see Percent Relisted under
10%, and in hot markets it's just a couple percent. Contracts
are much less likely to fall through or listings to be with-

drawn when the buyers are most active.

Advise your clients to keep an eye on this stat as they're

making decisions about buying or selling. As Percent

Relisted increases, it tells us that weakening competition is
creating opportunity for buyers. If Percent Relisted climbs
dramatically, as it did in the summer of 2006, this can be an
early signal of a coming market correction. Also remember
to run this number for different price segments, as the

market for higher-priced homes may behave differently.
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New Listings Count vs. Absorbed Count

New Listings Count vs. Absorbed Count helps you to un-
derstand the velocity of the market: how fast properties are
getting snapped up after they're listed. This is an excellent
measure of demand and can be used to make decisions
about pricing a home, how fast buyers need to move, and

how much to offer for a property.
If properties are getting absorbed faster than new listings

are coming onto the market, this points to strong demand

and inventory tightening up.

altos research
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Stats & Signals

Here’s an at-a-glance view of key
stats and how to interpret them.

STAT
Market Action Index

(MAD

Median List Price

Median Price of New
Listings

Inventory

Average Days on Market
(DOM)

% Price Decreased

% Price Increased

Percent Relisted

New Listings Count vs.
Absorbed Count

DESCRIPTION

A proprietary Altos stat that provides a quick
snapshot of supply and demand and overall
market competitiveness.

The median price of all homes currently for sale
in the market.

The median price of homes that are just hitting
the market. (Available to Altos subscribers only).

Tells you how many homes are for sale.

A measure of transaction velocity - how long it
takes homes to sell.

The percent of active listings that have received
a price decrease is a measure of demand.

The percent of active listings that have received
a price increase is a measure of demand.

Points to deals falling through or listings expiring.

In a normal market, we typically see Percent
Relisted under 10%.

Points to the velocity of the market: how fast
properties are getting snapped up after they're
listed. The market tends to move more quickly
in the first half of the year.

SIGNAL

Tells us whether it’s a buyer’s or seller’'s market, or if the
market is heating up or cooling off. Helps us quickly see
where prices are going to go in the future.

Highly correlated with the eventual sales price of homes in
1-6 months and a leading indicator of home values in the
future. Look at Median List Price as a barometer of sellers’
current confidence levels, as current individual pricing deci-
sions are based on recent pending and closed transactions.

An early indicator of home values trending forward,
because it leads the Median List Price by several weeks
(and leads transaction prices by 1-6 months).

Watch the inventory count for early indicators that sellers are
returning to the market, and how fast. Rising inventory typical-
ly favors buyers, while tightening inventory favors sellers.

A non-seasonal increase in DOM could indicate some
softness in the market; a drop in DOM points to a market
that’s heating up.

30-35% is normal for price decreases. Above average points
to slowing demand; below average means demand is rising.

1-5% is normal for price increases. When price increases
are above average or climbing, it’s likely a sign of investor
activity in a market, especially flips.

As Percent Relisted increases, it tells us that weakening
competition is creating opportunity for buyers. Run this
number for different price segments, as the market for

higher-priced homes may behave differently.

If properties are getting absorbed faster than new listings
are coming onto the market, this points to strong demand
and inventory tightening up.



CHAPTER 3

Working With Market
Segments

One of the most powerful features in Altos is the ability to
see stats and trends by “Market Segments” - because the
high end of the market may be behaving very differently
from the low end. On your Altos report, each segment
represents 25% of current active inventory - from the
lowest-priced homes to the highest. By looking at the data
split into Market Segments, you can see how the market is
behaving in different price ranges, so you and your clients

can make decisions based on trends in their price point.
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In addition to being able to see any of our multi-year
trend charts divided into Market Segments, Altos
also shows the property characteristics for active
inventory split into Market Segments at the bottom
of every report, making it easy to see how much
your client can get for their money, and how quickly

homes in that segment are moving.

Have you ever needed to illustrate to your client that
the price point for their home is the most (or least)
competitive in the market? You'll have an effective
answer with Market Segments. In the Market Seg-
ments table, you can quickly see Days on Market
per segment - this often tells precisely the story

you need them to hear. For another angle, view the
Market Action Index by segment. While the MAI may
indicate a “seller's market” overall for the zip code,
some segments may actually be in “buyer’s market”

territory — an insight you wouldn't have otherwise.

altos research
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CHAPTER 4

How to Answer Buyer & Seller Questions
with Market Data

Now that we've gone through the stats, you're ready to start
answering buyer and seller questions like a pro. Here are a

few of the most common questions we hear:

"H OW'S the You can use inventory, DOM, and price to answer
market?” -this question, as well as the Market Action Index
in your Altos report.

“As a matter of fact, inventory is super tight right
now. There are only X homes on the market. What
part of town or price range are you thinking?”

“Demand has been really strong this summer - our
average DOM is only 40 days. That’s a lot faster
than it usually is.”

“Prices are up this year. The median price in that
area is X. What price range are you thinking?”

“It’s a seller’s market right now - inventory is tight,
and demand is high. | use this metric called the
Market Action Index, which actually helps us see
where prices are going to go in the future.”
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“What can
| afford?”

“What's
going to
happen
in the
market?”

altos research

We recommend looking at your Altos charts split into price ranges, using the “Market Segments” functional-
ity, to see what’s happening in each price range.

“You can see we're in the upper middle of the market in your price range. There are 4 new homes on the
market this week. It’s actually the most in-demand segment in town.”

“It looks like, in your price range, you’d be able to afford a 3 bedroom 2 bath with about 2,400 sqft, but the
inventory is very tight right now.”

“You may be able to get more for your money in X neighborhood. Let’s take a look at what’s available there.”

There are several signals in the data we can look at to gauge the future: MAI, price decreases, and price of
new listings. You can also look at the seasonal rhythm of the market to provide guidance.

“We’re seeing a MAI of 40, and it’s climbing - this means it’s a strong seller’s market and it’s getting stronger.”

“A normal market might have 35% of homes taking a price reduction before they sell - we're at 40%, which
indicates that demand is a bit weak and prices should fall in the future.”

“We’re at about 25% price reductions, which is quite a bit lower than usual - this means demand is high, and
homes are moving quickly and are probably getting multiple offers. | would anticipate that transaction prices
will stay high for at least the next several months.”

“You can see that the price of new listings is climbing - this means listing agents see strong buyer demand. |
would expect this trend to continue for at least the next few months.”

“We’re almost at the peak of the buying season - things will start to slow down later in the summer and into
the fall.”
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“Is now a
good time
to buy?”

“Is now a
good time
to sell?”

“How much
can | get for
my home?”

altos research

Look at the rhythm of the market using three years of data. Have a sense of where you are in the annual
seasonal cycle. Then look in their price range segment and understand if their segment is where the demand
is, by looking at DOM by their price range. If their segment is the high demand part of the market, they need
to act quickly and clearly when they find the right property.

“It’s definitely a good time to buy! You just need the right information to have your best odds for success. Your
price segment is actually moving more slowly than the rest of the market, so we might be able to get a good
deal for you right now.”

In addition to looking at seasonal trends, look at the MAL. If it’s greater than 30 and moving up, that means
there’s solid buyer demand. Inventory is probably decreasing, and DOM is probably low or falling too. If the
MAI is below 30 and falling, it’s moving into buyer’s market territory - still a good time to sell, as long as the
house is priced appropriately so that you don’t get stuck on the market too long.

“It’s a great time to sell. There’s a ton of demand and very low inventory. Homes are moving super fast.”

“The MAI is falling, and the market is starting to slow down. We should move quickly to get your home on the
market soon, and make sure we price the house appropriately to move.”

When you give a seller an idea of what their home might be worth at the moment, Altos data can help you
put that number in context: how likely it is they’ll get that price (inventory, % price decreased), how quickly
they’ll be able to sell (DOM), and how much competition they’ll have (inventory, MAI).

“Comparable properties are selling right now for around $700,000, but the market is heating up, so we might
actually be able to do better than that.”

“Properties in your neighborhood and price range are moving quite fast at the moment, and there are fewer
price decreases than usual. At that price we should be able to sell pretty quickly.”

“Inventory is starting to come back on the market, but it’s still pretty tight. Now would be a great time to sell.”

20



“Do we
need to
take a price
reduction?”

“Do | have
a lot of
competition?”

g QUICK REFERENCE: IS IT A BUYER’S OR SELLER’S MARKET?

The number to watch here is % price decreased - 30-35% is normal in most markets. You can also use Altos
Advanced Analytics to see the magnitude of the price drops and plan your strategy accordingly; prices may
only be dropping by a small amount but many properties are taking price reductions, for example.

“Price reductions are actually lower than usual, so we can probably ride it out at the current price for a bit.”

“We’'re seeing almost half of properties take a price reduction right now - we should definitely consider drop-
ping the price.”

“We’re seeing many more price reductions than usual, but the prices are only dropping by a small amount, so
let’s consider a small price reduction.”

Look at the MAI to gauge whether it’s a buyer’s or seller’s market. You can also look at DOM in the price
range compared to other parts of town.

“The MAI is showing that it’'s a buyer’s market right now, so you may not have as much competition from other buyers.”

“It’s a strong seller’s market right now, which means that inventory is very low and demand is high. We won’t
have that much competition for selling your home.”

“You can see that properties in your price range in this neighborhood are moving more slowly than in other
parts of town. You may have an easier time buying, with less competition.”

FAVORS... MAI DOM % PRICE INVENTORY NEW LISTINGS % RELISTED
DECREASED VS. ABSORBED

Buyers <30 Mt N Mt New listings faster Mt

Neutral 30 Market average 30-35% Market average Market average Market average

Sellers >30 J J J Absorbed faster J




CHAPTER 5

How to Use Market Data to
Attract and Retain Clients

Buyers and sellers all want to know, “How's the market?”
That's what makes market data a must-have for real estate
professionals. It's high-value content you can use to engage
and bring in new clients, and it's essential for working with
your existing buyers and sellers. In fact, market data can be

used in every stage of your sales and marketing process.

LEAD GENERATION LEAD NURTURE CLOSING DEALS

altos research
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TRANSACTIONS & LOYALTY &
LEAD GENERATION LEAD NURTURE CLOSING DEALS NEGOTIATIONS ADVOCACY

Lead Generation

Whether you use it to engage and expand your sphere on social, as part of your farming efforts, or on your website, market

data is the perfect content for generating leads.

Zip Code Searches

With Altos, you'll generate new leads every time someone
searches a new zip code in your report, or shares your
reports via email or social media. Many of your other tactics
will point prospects back to your custom-branded reports

to run a search for their area.
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LEAD GENERATION LEAD NURTURE

Website Content

Remember the three big questions in real estate: “What's
for sale?”, "How much is my house worth?” and “How's

the market?” Consumers can easily answer the first two
questions with listing apps like Redfin and Zillow, so the real
differentiator is being able to answer the market questions:
“Is now a good time to buy? Can | afford to live here? How

does the future look?”

By adding live Altos market data charts to your website,
you'll become a trusted destination for local market insights.

If you have a “Communities” section, you can embed live
Altos charts and statistical graphics for each area into your
community pages. These are all active images which auto-
matically populate with fresh data each week, and direct
back to your market report when clicked. Popular charts
and stats to show include Median Price, the Real-Time
Market Profile, and the MAI.

Another way to display the data is by adding a “How's the
Market?” button or navigation element to your site, which

altos research

CLOSING DEALS

TRANSACTIONS &
NEGOTIATIONS

LOYALTY &
ADVOCACY

takes you to a page with a series of charts or images that
can be clicked to load the full version of the report.

You can even just add a button or header that says, “Get
your free market report today”, with a series of links to your

reports for different areas.

One additional suggestion: many of our clients prefer to
promote a city-wide report instead of a zip code report, so
that people will need to search for their zip code and thus
provide their lead info... if you give them their zip code-spe-
cific report right away, they won't have to put in their lead

info to see it!
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TRANSACTIONS &

LEAD GENERATION LEAD NURTURE CLOSING DEALS NEGOTIATIONS

Social Media Marketing

Coming up with great social media content can take a lot of
time and effort. With Altos data, you'll have fresh content to
share every day. We recommend posting any of the stats
and charts from your report (which you can do with one
click), and adding a little market commentary to demon-

strate your expertise.

Don't forget to include a call to action so people know what
to do with the data. For example, if you share the MAI, you
might say, “We're seeing some great buying opportunities
right now in Leesburg. Click the image below to view the full

version of the report, and don't forget to subscribe.”

You might also include some prompts around certain life
stages, such as “Have you outgrown your existing home?
Kids left the nest? Thinking about investing in real estate?

Ready for a vacation home outside the city?”

Again, promoting a city-wide report can often make sense,
so that people who click will need to search for their own zip

code in your report (and provide their lead info).

altos research

LOYALTY &
ADVOCACY
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TRANSACTIONS & LOYALTY &

LEAD GENERATION LEAD NURTURE CLOSING DEALS NEGOTIATIONS ADVOCACY

Facebook Ads

You can also pay to promote your data-related social posts
on Facebook. Market data is compelling and generates
cost-effective clicks, making it a great way to put new leads

in the top of your funnel.

If you're short on time, you can also promote your posts
directly from the Altos system using our “Facebook Pro-
mote” feature. Just click “Promote” on your report, choose

your budget, then place your order.

Altos does all the heavy lifting of Facebook Ads for you. We

Create, size, and test the images. We automatically generate
relevant ad copy based on the local market conditions. We

even automate the ad placement and optimization.

Based on your budget, we'll give you an estimate of how
many leads you can expect to receive. When you place your
order, we'll bill your credit card on file, and your ad will run

for a week. Sit back, relax, and watch the leads come in.
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TRANSACTIONS &

LEAD GENERATION LEAD NURTURE CLOSING DEALS NEGOTIATIONS

Market Videos

Another powerful way to use the data - and showcase
your expertise - is to record regular video walk-throughs of
what's happening in the market. You can record these on
Zoom, Loom, or other video platforms. You can also go live
on Facebook. Simply open one of your reports, hit “Record”,

and start talking!

Start with a general overview of the report, and then pick
2-3 stats to highlight - show how inventory is dropping, or
prices are climbing, or homes in the upper price ranges are
moving more slowly. This is also a good way to get comfort-

able interpreting and talking through the data.

Make sure to include a call to action to run a report for their

area on your website, so they/ll join your lead funnel.

Once you're done, upload the video to YouTube, share it on
social, and post it on your blog if you have one. If you can,
try to do one of these every week or two, so your followers

begin to expect and look forward to your market insights.

altos research

LOYALTY &
ADVOCACY
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LEAD GENERATION

Direct Mail

With neighborhood walks and in-person farming tougher to
do these days, direct mail has re-emerged as a high-impact
marketing channel. Eye-catching Altos charts and stats are

ideal for direct mail campaigns.

If you're planning a postcard campaign, consider including
the Real-Time Market Profile graphic on your postcard, since
it provides 11 different stats... or keep it simple with the

MAI image, particularly if you've seen great growth over the

month.

An example sellers postcard message could be:

“Let’s be honest: making the decision to sell can be tough! With relevant Make sure to include a link to your website or your market

data for your zip code, you can get strategic about your next move. . . . y Y .
Y P v J N Y report, with messaging like, “If you'd like a more detailed
Check out your free online market report, and when you’'re ready to

move forward, give me a call - I'll make sure you get the best price.” market report, visit [your website] and run a report for your
zip.”

If you prefer to send letters on your letterhead, simply

include your intro message on the front, and our single Some direct mail vendors can also help you set up a QR

page report printed on the back. Looks amazing. code that takes people directly to your website.
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LEAD GENERATION LEAD NURTURE

Open Houses

As real estate agents, we want to talk to as many people
as possible at our open houses, but sometimes people
come in and put up a wall. And let's face it: not all of us are

extroverts.

Altos data makes it super easy to strike up a conversation at

open houses.

Start by printing out 3-4 individual reports. We recommend
printing the 1-page summary with the 3-year price chart; the

Median List Price; Inventory; and Days on Market.

Put the reports into a plastic sleeve - perhaps taped down
- in a high-traffic area. As people walk by, theyll come over
and look at the data. This is your opportunity to approach
them and ask if they have any questions about the market.
They'll typically ask one of the questions we outlined earlier,

and you'll be ready to answer.

altos research

CLOSING DEALS

TRANSACTIONS &
NEGOTIATIONS

LOYALTY &
ADVOCACY

You can also show them the
rhythm of the market and explain
what's going on right now. For ex-
ample, you might point out where
prices are now vs. where they're
likely to move later in the season;
e.g. "Right now is the great time

to buy - if you wait until February,
you'll see inventory increasing, but

prices will be going up.”

We also recommend having your Altos report pulled up on
your cell phone, and then saying, “I can email you the report,
or | can text it to you. Which would you prefer?” After you've
entered their lead information, they will be added immediate-

ly to your Altos database and email drip campaigns.
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TRANSACTIONS & LOYALTY &

LEAD GENERATION LEAD NURTURE CLOSING DEALS A PR
Lead Nurture

Email Drip Campaigns

Depending on where you get your leads, many of your Altos Report emails have a 37%
contacts won't be ready to buy or sell right away. Even those open rate - double the real estate
who are in the market typically need 7 or more touches industry average. But the REAL
before they convert. To get the most value out of your magic comes as people discover
leads, you have to engage with them on a regular basis until and interact with your reports.
they're ready to make a move. Your Altos dashboard will show

who's opening, clicking, and view-

Altos Reports are ideally suited for lead nurture programs, ing your reports the most - these

with automated email drip campaigns that are easy to set are your warm leads!

up and a breeze to manage. Simply use our pre-written

emails and email schedule to get your campaigns going, or Altos can also email or text you the minute someone opens
create your own campaigns from scratch. The Altos system your report email, clicks on your report link, or shares your
will then send your branded market reports to your con- report. This way, you know to call them right away and get
tacts every week (or on your own schedule) so you'll always the conversation going. The best time to connect with a

be top of mind. potential client is when they're already thinking about you.
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LEAD NURTURE

Lead Qualification Campaigns

Altos email campaigns not only help you understand which
contacts are ready to engage, but can also give you insights
into which lead sources are delivering the most value. To
do this, we recommend creating different campaigns for
each of your lead sources so you can track how each one

performs using Altos campaign engagement metrics.

altos research

For example, if you have Zillow leads coming in, create an
Altos email campaign for these leads and add them to the
campaign. Over the next few weeks or months, keep an

eye on the open and click rate for the Zillow campaign, and
compare how it performs to your other campaigns. You may
see that your Zillow leads have a higher (or lower) open rate
and click rate than others. These insights can help you make
decisions about where to invest your leads budget in the

future.

(Altos email campaigns are actually ideal for leads that come
in from search sites such as Zillow, where consumers are
asking, “How much is my house worth?”, because the next
logical questions are ones that Altos data can help them
answer, such as “How much am I likely to get for my house?”

and “How fast can | sell?")



CLOSING DEALS

Closing Deals

CRM Integration

Altos CRM Integration allows you to take advantage of Altos
lead generation and lead nurture capabilities directly from
your existing CRM system, with one-click access to local

market insights for any contact.
Here's how to take advantage of Altos with your CRM:

1. Get more leads.

When prospects search new zip codes on your Altos Re-

ports page, theyll be prompted to provide their contact info.

Altos automatically adds them as a lead in your CRM system.

2. Nurture leads with weekly content.
Email Altos Reports to your CRM leads every week — new
leads are automatically added to the campaign as they

come into your system.
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3. See who opens and clicks.
Track who's engaging with your
Altos Reports emails, so you know

who's active and ready to talk.

4. Work market data into your customer scripts.

When you have a prospect on the phone, access their local
Altos report with one click, then make a quick comment on
the latest inventory or price trends in their neighborhood.

This creates a personal touch that people find magnetic.

Altos CRM Integration works with almost any CRM system.
We have out-of-the-box integrations for Boomtown, Follow
Up Boss, Contactually, Wise Agent, and Real Geeks. Altos
can also integrate with other CRMs via Zapier and our

extensible API.
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Listing Presentations

Altos data is an absolute must-have for listing presentations
- especially in a world where sellers have done their own
research on Zillow, and your competitors all come armed
with good CMAs.

Altos data differentiates your market analysis by putting

your comps into the broader market context, allowing you
to set realistic expectations about price and timing based
on what's happening in the local market. As you walk your

seller through the data, you'll also demonstrate how the

unigue insights you get from Altos will inform your strategy,
and ultimately enable you to get them the highest possible

price in the least amount of time.

And of course, being able to talk about the market in a
sophisticated and insightful way, while also educating your
seller, helps you build rapport, establish credibility, and

develop trust - three key pillars of every successful sale.
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Here's how to integrate Altos data into your next listing

presentation - either before or after you review the comps:

1. Walk your seller through the local market conditions.
Bring up your Altos market report for their zip code, and be-
gin with the Market Action Index (MAI). You might say, “l use
this metric called the Market Action Index, which actually
helps us predict where prices are going to go in the future.
You can see that it's becoming a seller's market - inventory

is starting to drop, and demand is growing.”

Then scroll down to look at available inventory in their
market segment, noting the specifics: “Not only is inventory
tight in your price range, but there are only X homes on the

market in your market segment.”

Next, bring up the chart for Days on Market for their
segment, and point out how fast homes are moving at the
moment. “Demand has been pretty strong this summer

- our average DOM is only 54 days. That's faster than it

usually is.”
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2. Look at price activity in their market segment.

Now that you've given them some market context, move on
to price. Bring up the chart for the Median List Price and
note where homes with similar characteristics are currently
priced, and what's been happening over the past few
months — are prices increasing or decreasing, and by how

much (and how fast)?

In the scenario above, it's likely that prices are starting to
creep up, and the seller might be able to price their home in

the higher range of their market segment.

That being said, it's also important to show sellers the
percent of active listings taking a price reduction - remem-
ber that 30-35% is average. Make sure to point out that
nearly a third of active listings are overpriced out of the
gate, and that their pricing decision should take this into

consideration.
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And finally, look at what's normal for this time of year. Pull towards building rapport, credibility, and trust. Having real
up the three-year chart for prices and show them the data will also help prevent emotions from creeping into
rhythm of the market - when prices are going up and when decision-making!

they're going down. This will help them make a better pric-
ing decision based on where the market is likely headed in

the coming month or two.

You should include print-outs of these charts with your
other materials for the seller to take home - don't forget to
ask them to watch the MAI, price trends, inventory move-
ment, and DOM in the reports you send them every week in

your Altos campaign.

3. Involve them in the analysis.

There's a right way and a wrong way to share data. Coming

in and rattling off a bunch of statistics doesn't necessarily
help the seller understand how these stats drive the market
and fit into their decision-making. That's why as you present
the data, you should also be educating your sellers on

how to interpret it, and bringing them in on the analysis

so they feel empowered. This approach goes a long way
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Transactions & Negotiations

Seller Decisions

While we've covered how to think about initial pricing in the
Listing Presentations section, let's look at how to use data
to inform three of the most common seller decisions while

their home is on the market:

1. Considering a price reduction.

The primary number to watch here is % price decreased -
30-35% is normal in most markets, so if it's nearing 40% or
more, that could be a sign that demand is weakening. Also
keep an eye on inventory and DOM - if these are climbing
along with % price decreased, then it's a strong case for

reducing the list price.
2. Accepting an offer below asking.

The same analysis applies here - if your seller's home has

been on the market much longer than the average DOM

altos research
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in their price segment, inventory

is climbing, and more people than
usual are decreasing the price of
their homes, the seller may want to

consider accepting the lower offer.

3. Taking their home off the market and relisting later.
If no acceptable offer comes in within the expected DOM in
their price segment, you may want to recommend that your
seller take their home off the market and relist it later. To
guide this decision, go back to the three-year market trends
charts and show when seasonal trends point to a more

favorable reception.
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Buyer Decisions

While Altos data is great for helping your buyers understand
what they can afford, it really shines when it comes to buyer
strategy: when to buy, how fast to move, and how much to

offer.

1. When to buy.

The first step is to evaluate where you are in the annual
cycle with your client. Pull up the three-year median price
chart and look at the rhythm of the market - is it high
season? They may have more selection now, but prices
and competition will be higher, and they'll end up paying a

premium or having to make multiple offers.

Also look at median list price, price reductions and DOM in
their target market segment - if prices are dropping and
DOM is moving up, for example, now might be a good time

to buy.

2. How fast to move.

Have your client keep an eye on DOM to understand how fast
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TRANSACTIONS &
NEGOTIATIONS

theyll need to move once they're ready to make an offer. If it's
the peak buying season and properties are moving quickly,
theyll need to move fast. If DOM is flat or increasing, they
may have some breathing room. You can also look at the new
listing vs. absorbed count to understand the velocity of the

market and gauge demand.

3. How much to offer.
The new listing vs. absorbed count is also a helpful stat for

when you're pricing the offer. If the absorbed number is
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more than the new listings, there's a lot of demand, and your

buyer will have to offer a little bit more.

You can also use Altos charts to negotiate on your client's
behalf, particularly if you're coming in with a lower offer.
With Altos data in hand, you'll be able to show the seller
and listing agent exactly how you came to the price you
did, based on real market data. Helps you avoid hurting the

seller’s feelings too!

By educating your buyer on the rhythm of the market and
what to expect given the current market dynamics, you'll
be setting them up to make the right offer at the right time,

and move quickly and decisively when needed.
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Loyalty & Advocacy

Client Email Campaigns and Referrals

You've won their business, you've helped them get a great
deal on their home - the final step in the journey is turning

them into repeat customers who refer all their friends.

But according to research by NAR, while 90 percent of

buyers would use their agent again or recommend their

agent to others, the typical Realtor earned just 13 percent of

their business from repeat clients and 17 percent through

referrals from past clients.

Why such a large disparity? The truth is, it's very difficult to
stay top of mind with your past clients once they've bought
or sold their home, especially when you're busy chasing new
business and working on deals. By the time your past client

is ready to make a move, they may have forgotten how
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great their experience was with you (or even forgotten your

name!) and gotten snapped up by another Realtor.
Altos client email campaigns make it easy to keep in touch

with your past clients, so theyll think of you when they're

ready to make a move. Our pre-written client campaigns
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include helpful advice for keeping an eye on the market, recommendations, but they can also forward your client
and a link to your market report for their zip code. These emails to these contacts with one click... and when they do,
campaigns can be activated in minutes and typically see a that lead will land in your Altos database.

37% open rate.

Because most of these contacts won't actively be looking to
buy or sell for a while, we typically recommend that you send

your client email campaigns on a monthly or quarterly basis.

And here’s the magic part: Altos lets know when they ARE

starting to look. Keep an eye on opens and clicks on these
email campaigns - past clients who are suddenly active, or
who are opening and clicking multiple times, may be think-

ing about their next move. Drop them a line and find out!
Of course, keeping top of mind with your past clients

also helps to drive referrals. Not only will they remember

to mention your name when friends and family ask for
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Conclusion

Congratulations - you made it to the end of the
book! We hope this deep dive has given you a better
understanding of how to use market data to grow

your business.

Market Data Checklist

Lead Generation

Zip code searches
Website content

Social media marketing
Facebook ads

Market videos

Direct mail

Using Altos in your marketing mix can have both Open houses

immediate and long-term benefits. You'll have a Lead Nurture

powerful new way to generate, qualify, and nurture Automated email drip campaigns

leads. You'll build greater trust and credibility with Lead qualification campaigns

prospects, and close more business. And, you'll up )
Closing Deals
your client service game, be better positioned to CRM Integration

negotiate deals, and ultimately win more repeat and Listing presentations

referral business. ]
Transactions

Seller decisions

Buyer decisions

Loyalty & Advocacy
Client email campaigns

Referrals
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