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Using NAR Research

Marketing Homes for Sale: Using Data from 
the 2009 NAR Profile of Home Buyers and Sellers 
by Jessica Lautz,  NAR Research

The National Association of REALTORS® 
surveys home buyers and sellers annually to 
gather detailed information about the home 
buying and selling process. NAR’s Profiles of 
Home Buyers and Sellers – based on results 
of those surveys – provide real estate profes-
sionals with insights into the needs and 
expectations of their clients.

At first glance, the NAR Profile of 
Home Buyers and Sellers can be over-

whelming. The Profile contains 
180 charts and tables and 
is over 100 pages long. For 
busy real estate profession-
als, their first thoughts are 

likely to be along the lines of: 
“This is great, but what is in here for me? 
What am I supposed to use this for? How 
can I use this in my marketing presenta-
tions?” These are good questions – let’s 
look at the latest Home Buyer and Seller 
Profile and answer some of those ques-
tions. 

The Profile contains several charts 
on the use of information sources during 
the home search process, how frequently 
those sources were used, and how useful 
those sources actually were to home 
buyers. The report also presents informa-
tion on the home selling side on the mar-
keting methods of homes. When com-
bined, these charts are very telling and 
can provide a valuable tool for real estate 
agents helping clients sell their home. 

Let’s look at “sources used by buyers 
when looking for a home.” Ninety per-
cent of buyers used the Internet during 
the home search process and nearly 
half of them looked online as the very 
first step in their search for a property. 
Eighty-seven percent used a real estate 
agent. Both of these sources of informa-
tion are used more frequently than any 
other. In fact, the use of other sources 
of information – yard signs, open houses, 
etc. -- has declined in recent years. In 
2005, yard signs were used by 71 percent 
of buyers; today yard signs are only used 
by 59 percent of buyers. Digging deeper 
into the data, the changes since 2005 be-
come even more drastic when comparing 

Source:  The 2009 NAR Profile of Home Buyers and Sellers
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the use of billboards, newspapers, home 
books and magazines, and television. Tele-
vision, once used by one-quarter of buy-
ers, in 2009 was used by just 7 percent 
of buyers; billboard use dropped to just 6 
percent from one in five buyers. 

While examining the use of differ-
ent information sources is one way to 
measure how sellers should be market-
ing their homes, looking at the useful-
ness of those information sources may 
be more telling. The Internet has grown 
astronomically as a resource to buyers, 
but real estate agents are actually cited 
as the most useful source. Print newspaper 
advertisements are used by 40 percent 
of buyers and 37 percent of sellers – but 
only 3 percent of buyers found those 
ads useful in their home search. We see 
a similar disconnect between the use of 
open houses and their usefulness —open 
houses are used by 46 percent of buyers 
but only 10 percent found them useful. 
This is an important factor to keep in 
mind whether a real estate professional 
acting as a buyer’s agent, a seller’s agent, 
or both. 

The data in the Profile of Home 
Buyers and Sellers can help real estate 
agents find the most effective and ef-
ficient ways in which to market homes. 
The information can also help in dealing 
with clients who may have a preference 
for certain types of marketing avenues. 
The next time a client says “let’s list my 
home in the local homes book or maga-
zine,” clip the chart showing that only 3 
percent of buyers find such books useful 
in their home search and suggest other 
methods to market the home instead. 
Let the data tell the story. Such tools will 
enhance the role of real estate profes-
sionals as the important resource for 
their clients. 

 

Marketing Homes for Sale: Using Data from the 2009 NAR Profile of Home 
Buyers and Sellers
(continued)

Source:  The 2009 NAR Profile of Home Buyers and Sellers
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Commercial Trends: Office Market
By George Ratiu, Research Economist

With spring around the corner and 
warmer weather in the forecast, there 
are signs of brighter prospects on the 
horizon for a sustained economic recov-
ery. Let’s look at some good news first.  
Economic activity rebounded towards 

the end of 2009 at a faster than 
expected pace. Growth in real 
gross domestic product (GDP) 
posted a 5.9 percent rate in 
the fourth quarter of 2009.  

(This is the second estimate of 
GDP growth.)  All components that 

make up the GDP – except for govern-
ment spending – posted positive figures 
for the quarter.  And while consumers 
maintained a cautious approach, they 
still increased their spending, as personal 
consumption expenditures rose 1.7 
percent.

We also saw optimism in the broader 
economic recovery, illustrated by a 
higher level of business investments. In 
the fourth quarter of last year, invest-
ments jumped a significant 48.9 percent. 
The advance was underpinned by large 
expenditures on business equipment, 
software and transportation and related 
equipment. In particular, spending on 
computers and peripheral equipment 
shot up a remarkable 91.2 percent! 
Investment in transportation equipment 
also posted significant gains—up 65.9 
percent from the third quarter. 

Of course, just as snow continued to 
linger in parts of the country, economic 
growth is unevenly distributed.  Busi-
ness spending on commercial structures 
continued on a downward path, declining 
13.9 percent in the fourth quarter, the 
sixth consecutive quarterly drop.  In ad-
dition, the rebound in economic activity 
has not yet translated into an overall 
improvement in employment.  Except 
for a solitary 0.6 percent rise in Novem-
ber 2009, payroll employment has been 
declining for two years.  And the most 
recently released employment figures 
for February show a loss of 36,000 jobs 
during the month. In the two-year period 
between December 2007 and Decem-
ber 2009 8.4 million jobs have been 
cut.  Some job seekers have given up 

looking for employment altogether (and 
these figures are not counted in the jobs 
numbers from the Bureau of Economic 
Analysis), and the ongoing weak job mar-
ket has led many job seekers into longer 
job searches. The number of people re-
ceiving unemployment benefits has been 
hovering around the 4.6 million mark. 
The unemployment rate jumped from 
5.0 percent in December 2007 to 10.0 
percent in December 2009.  While unem-
ployment is now at 9.7 percent, it will 
likely rise as more previously discouraged 
job seekers return to the market. 

Not all sectors experienced the same 
level of cutbacks in employees.  In Febru-
ary, employment in financial activities 
was down 1.8 percent, while employ-
ment in the real estate sector declined 
2.0 percent at an annualized rate. Trade, 
transportation and utilities recorded a 
0.7 percent decline, and employment in 
telecommunication industries dropped 
4.7 percent during the month.  

But there are even some bright spots 
in an otherwise bleak employment land-
scape.  Professional and business services 
added 51,000 jobs in February, while edu-
cation and health services added 
32,000 jobs during the month.

Impact on the Office Market
With most employment figures still 

in negative territory, the office sector is 
slowly thawing from the winter freeze.  
While that demand is still negative, it has 
steadily improved compared to trends 
in 2009. In the fourth quarter 2009, 
absorption declined by 216,000 square 
feet on a national basis. However, despite 
the upturn in the broader economy, 
tenants continue to be reserved in their 
decisions. Net absorption is expected to 
continue declining in the first quarter by 
13.1 million square feet.

On the supply side, projects con-
tinue progressing through the pipeline, 
although the pace has been easing. The 
office sector closed 2009 with 52.8 
million square feet of newly completed 
space. Given weak demand, the new 
space entering the market is placing 
pressure on existing space. With much 

of the new space being finished as class 
A, tenants are finding the combination of 
desirable properties and low prices to be 
good for their bottom line. The result is 
growing availability, particularly for older 
properties.

Vacancy rates increased throughout 
2009—from 14.7 percent in the first 
quarter of the year to a projected 16.3 
percent in the fourth quarter. For the 
first quarter 2010, availability rates are 
expected to rise to 16.9 percent. Since 
landlords continue to offer generous 
concessions to secure tenants, effective 
rents are still declining. Rents dropped 
12.7 percent in 2009 and are expected to 
decline 7.2 percent during 2010.

Not all markets are “equal.”
Not surprisingly, some office markets 

are faring better than others.  Those metro 
areas with resilient economies and stron-
ger office-using workforces posted lower 
vacancy rates and are likely to continue 
doing so.  For the first quarter of 2010, 
New York is expected to top the list of 
metros with the lowest vacancy rate, with 
a first quarter vacancy figure of 8.4 percent. 
Following closely, Honolulu is estimated to 
see a 9.2 percent availability rate. Other 
markets with low vacancy rates include 
Stamford (10.9%), Long Island, NY (11.3%), 
Pittsburgh (11.5%), Boston (13.7%) and 
Washington, DC (14.1%). 

Market Intelligence

Sources:  NAR, CBRE-Econometric Advisors

New York	 8.4	%
Honolulu HI	 9.2
Stamford CT	 10.9
Long Island NY	 11.3
Pittsburgh PA	 11.5
Boston MA	 13.7
Washington DC	 14.1
San Francisco CA	 14.5
Philadelphia PA	 14.9
Fort Worth TX	 14.9

Lowest Office Vacancy Rates
1st quarter 2010 Estimates

http://www.bea.gov
http://bls.gov
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Commercial Trends: Office Market
(continued)

In contrast to those markets with 
resilient economies are those in metros 
with weaker performance, especially 
on the employment front.  A number of 
areas will see vacancy rates well above 
the 20 percent mark, including Phoe-
nix (26.4%), San Jose (25.7%), Detroit 
(24.6%), Tampa (24.0%), and Riverside 
(23.4%).  It is worth noting that, most of 
these metros are in states also struggling 
with high home foreclosure rates.

Office Market Forecast
So, what can we expect for the office 

market in general for the first quarter of 
this year?  Generally speaking, vacancy 
will continue to rise and offer a boon 
to tenants looking to possibly relocate 
to different space.  New space (comple-
tions) is declining; and the decline in 
absorption is forecast to improve (i.e., be 
“less negative”) through most of 2010.  
Inventory should remain fairly unchanged.  

Commercial real estate lags both resi-
dential real estate – and the economy in 
general.  And office markets are particu-
larly dependent on employment trends.  
Employment remains the major factor 
in the economic equation.  Without 
sustained job creation, any economic re-
covery will be muted, prolonging the dif-
ficulties faced by commercial real estate.  
A continued improvement in employ-
ment is likely to find the office market 
well positioned to meet the demands of 
companies and their employees.

Sources:  NAR Research, CBRE-Econometric Advisors

 

	 2009:IV	 2010:I

Vacancy rate	 16.3%	 16.9%
Net absorption (‘000 sq ft)	 -216	 -13136
Completions (‘000 sq ft)	 10854	 9688
Inventory (‘000 sq ft)	 3572	 3582

Rent growth	 -1.2%	 -2.2%	

Office Market Forecast
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Residential Housing Market Data: Monthly Series
n	 Pending Home Sales
n	 Existing Home Sales 
n	 Median Sales Prices
n	 Housing Affordability Index

Residential Housing Market Data: Quarterly Series
n	 Existing Home Sales by State
n	 Metropolitan Area Median Sales Prices
n	 Housing Affordability Index (quarterly and first-time homebuyer)

Commercial Market Data and Reports
n	 Commercial Real Estate Forecast (quarterly)
n	 Commercial Real Estate Outlook (quarterly)
n	 Commercial Real Estate Leading Indicator (quarterly)
n	 2009 NAR Commercial Member Profile
n	 Commercial Real Estate Market Survey

Web Exclusives
n	 Daily commentary
n	 Multimedia
n	 Webinars and Podcasts
n	 Facebook 

Links to Statistical Data and NAR Research Resources

http://www.realtor.org/research/research/phsdata
http://www.realtor.org/research/research/ehsdata
http://www.realtor.org/research/research/ehsdata
http://www.realtor.org/research/research/housinginx
http://www.realtor.org/research/research/metroprice
http://www.realtor.org/research/research/metroprice
http://www.realtor.org/research/research/housinginx
http://www.realtor.org/research/research/reportscommercial
http://www.realtor.org/research/research/reportscommercial
http://www.realtor.org/research/research/reportscommercial
http://www.realtor.org/research/research/reportscommercial
http://www.realtor.org/research/research/reportscommercial
http://www.realtor.org/research/economists_outlook
http://www.realtor.org/research/economists_outlook/multimedia
http://www.realtor.org/research/economists_outlook/multimedia
http://www.facebook.com/pages/NAR-Research/73888294183
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The 2009 NAR Profile of Home Buyers 
and Sellers
NAR members tell us that this annual report is one of the most 
valuable tools we provide them. 

Results from NAR’s 2009 Profile of Home Buyers and Sellers 
reveal what previous surveys of housing consumers have found: 
that home buyers and sellers value the the guidance and advice 
offered by real estate professionals. The latest edition of this 
popular report shows that:

n 	 The majority of home buyers purchased their properties 
with the help of a real estate professional

n 	 Real estate professionals and the Internet are the most popular 
resources of information for buyers searching for a home

n 	 The share of first-time home buyers increased by 6 percent 
from 2008

n 	 More than one in eight home sellers used the services of a 
real estate professional to sell their property

n 	 The number one factor in selecting a real estate agent to 
sell a home was the reputation of the agent. 

The high level of knowledge and expertise provided by real 
estate professionals not only helps housing consumers, but can 
mean repeat business for real estate agents: a majority of both 
buyers and sellers report that they would use the same real 
estate agent again or recommend that agent to others.

Get even more information about consumers’ use of real estate 
professionals by obtaining a copy of the 2009 NAR Profile of 
Home Buyers and Sellers. NAR members can download an 
electronic (PDF) version of the full report by visiting www.
realtor.org/research. Bound copies can be purchased by calling 
1-800-874-6400, or linking to www.realtor.org/research.

resources from NAR Research

http://www.realtor.org/research
http://www.realtor.org/research

