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Congratulations to our newly elected 2019 NHREIA 

Board of Directors! 

 

President:  Matthew Lafebvre 

Vice President: Matthew Bacon 

Chairman of the Board: Ray Tetu 

Secretary: Brenda Douglas 

Treasurer: Amy Mu 

Member-at-Large: Bob Eldredge 

Member-at-Large: Brett Rickenbach 

 

A huge THANK YOU to Andre Tremblay and Johnna Brown as they step down 

from the Board.  
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to you) if they don’t know 
you. It’s that simple. So, this 
process involves just stepping 
back, and asking the question, 
“where are motivated sellers 
paying attention?” 
 
There are a few ways to 
determine this.The first is, 
putting yourself in their 
shoes. If you were desperate 
to sell, where would you 
start? Would you pull out 
your phone and search for 
solutions? If so, maybe paying 
for ads on Google, or 
investing in getting your site 
to rank well in search would 
be the place to be in front of 
them. 
 
Are they desperately checking 
the mail, looking for 
foreclosure notices? Then 
maybe a mailer that lets them 
know who you are and what 
you do would be a good 
option. 

people be paying attention in 
5 years? What about 10? 
What will the industry look 
like? What will competitors 
like Zillow or Trulia 
innovate? 
 
So to simplify things, you 
need to understand this 
principal. Let’s start with the 
first. 

 
1: Potential customers 
need to know you exist. 
 
They can’t trust you (or sell 

A really simple, but 
really important concept: 
As a business you only need two 
things: 1) for customers to know 
you exist, and 2) to have 
them trust you. 
 
Now, rolled up in those two 
things are a myriad of other 
details that we tend to spend 
most of our working life 
focused on: our offering, 
pricing, brand image, 
website, lead channels, etc. 
So I’m not saying that 
business owners shouldn’t 
think about those things. But 
what I am saying is that as 
business owners (or in your 
case, as investors); the 
tendency is to overcomplicate 
things and get flustered trying 
to think about how to 
increase sales and growth. 
 
Instead of spending all your 
time searching for marketing 

hacks or watching the latest 
guru show you what’s 
working this year, you’re 
zooming out and focusing on 
a principal that’s timeless. 
 
Think about it, you could be a 
blacksmith in colonial 
America, or a self-driving car 
company in 2025. What you 
need is customers to know 
that you exist 
(meaning, 
know you 
who are, and 
what you 
offer), and 
then you 
need them to 
trust you. 
 
Let’s say you 
read a great article about 
Google Adwords in 2018, 
and dive into that. Well, what 
happens when, in 5 years, it’s 
another channel? Where will 

Got a property with pet odors, 

smoke odors, mold mildew? 
 

Call Nano Coating Technologies, LLC 

nanocoatingtechnologies@yahoo.com 

www.nctnh.com 

631-672-4655 

The Two Things You Need, If You Want to Find Deals Online 

By Brandon Reynolds 
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The second, would be to ask 
past clients. Interview them. 
Ask them things like, “hey, 
when you were looking for 
solutions, where did you 
look? Where did you go to 
try and find solutions?” 
 
The point is, instead of just 
going with whatever the 
current digital marketing 
gurus tell you, you’re 
thinking for yourself, about 
your specific audience, and 
asking, “where are they 
paying attention?” Then 
you’re working to be there, 
so they can see who you are, 
and what you offer. 
 
What are some things 
you need to 
communicate to them 
when they find you? 
  

 What you do, in plain 
english. Don’t use buzzwords 
or industry jargon. Tell them 
straight up, “We buy houses 
from people that can’t wait 

for a realtor” or whatever it is 
you do. 

 How the process works. 

 How to get in touch with 
you. 

 Any details they’re 
wondering. 
   
2: Potential customers 
need to trust you. 
  
It’s not enough to have 
customers calling you, or 
visiting your website, if they 
don’t trust you enough to 
share their information, or 
ask you to come out and take 
a look at their property in 
order to make them an offer. 
Trust is the part that most 
people forget about. Lots of 
business owners are focused 
on getting in front of 
prospective sellers. In my 
estimation, less are focused 
on building trust with that 
audience. 
  
Here are a few ways to do 
that: 

1. Put testimonials and 

reviews on your site. 

2. Anticipate their 

questions, and have quality, 
honest answers ready for 
them. 

3. Tell them you might not 

be for them. You can’t be a 
service for every homeowner 
(no one is), so tell them how 
to know if they’re a good fit 
for you. 
4.   Include videos on your 
website, introducing yourself, 
your team, and talking about 
the service. Something like 
this will build trust in your 
brand infinitely more than 
just seeing stock content. 
5. Be willing to go above 
and beyond. If they call you, 
bear with them and answer 
their questions. If you go to 
meet them: listen, ask 
questions, show concern.Be 
compassionate in your 
communications and get to 
know them on a more 
personal level. 
 

This is bigger than this 
year’s marketing trends. 
 
This is a very simple concept. 
I don’t expect it to be super 
revelatory for most of you. 
What I do hope, is that it 
simplifies the way you think 
about marketing, increasing 
leads, or growing your 
investment business. 
  
Sometimes we tend to get so 
bogged down in the here and 
now, that we forget that 
business, although incredibly 
difficult, is also simple: 
provide a service that solves a 
real human pain; find where 
those specific humans with 
that pain are paying attention; 
then get in front of them, 
communicating how you 
solve that pain, and what they 
need to know to trust you 
enough to work with you. 



NH Housing Market Update 
compiled from the New Hampshire Housing Authority 

Granite State Housing Market Reflects National Trends 
 

Median home values have recovered to pre-recession peaks. Homes in NH bottomed in early 2012 after losing one-third of 
their value from their pre-recession peak, but by April of this year, they have climbed back to their pre-recession heights. 
 
Inventory, which has been at historically low levels since 2016, are slowing starting to climb back up.  In the Manchester 
metro area, investory in August and September reached its highest level since March, 2017 (seasonally adjusted). But starter 
home investorymakes up only a quarter of all available inventory, posing a particular challenge for first time homebuyers. 
 
Building permits for 2018 through July for single-family and multifamily homes in New Hampshire are up slightly, showing a 
modest increase of 10% and 57% over the same time last year, respectively. But nationally, single-family home permits are 
still down one-third below their 1985 to 2000 historical average. 

 

This is not the first time that 
we’ve experienced a tight 
housing market along with a 
strong economy and low 
unemployment. In fact, these 
charactiersistcs tend to go 
hand-in-hand—a strong 
economy often begets low 
unemployment, rising home 
prices, a shrinking housing 
inventory and stressed-out 
housing affordability. 
 
But things are playing out 
differently this time.  First, 
unlike in past recoveries, 
wages are nearly stagnant. In 
this regard it’s as if we are 
still in a recession. Low wage 
growth is constraing the 
ability to pay for housing in 
the face of rising home prices 
and rents. So, part of our 
housing affordabilty pressure 
is because of slack wage 
growth in this recovery. 
 
The other thing that’s 
different is that rising prices 
and thin inventories usually 

stimulate new housing 
construction, which can 
soften the impact of low 
investories. Yet, this time 
around home building 
remains in the doldrums and 
the few homes that are being 
built are affordable only for a 
few. 
 
So, both wages and home 
construction are acting like 
we are still in a recession, the 
highly touted recovery 
notwithstanding. Even in 
these good economic times, 
many of the millennials we 
need to build the state’s 
future are priced out of the 
for-sale and rental market, or 
simply can’t find the housing 
they want. 

2.4% in 2017 to nearly 5% in 
the fall of 2018, adding $300 
a month to the payment on a 
$225,000 mortgage and 
adding to the impact of rising 
prices. In the past, rising rates 
have transformed the housing 
market, shifting it from a 
seller’s market to a buyer’s 
market. Some would be 
relieved to wake up to softer 
prices, rising inventories and 
a return to normal rental 
vacancy rates. 
 
So, while things are different 
this time around, we may 
nonetheless be on the brink of 
a realignment that will 
moderate the housing market 
and the economy. Hopefully 
this time around the market 
will cool, not crash. And 
hopefully, Yogi Berra was 
spot on when he said, “The 
future ain’t what is used to 
be.” 
 
 - Russ Thibeault, President 
of Applied Economic 
Research 

Typically, something happens 
to realign the economic and 
housing chess pieces. In the 
early ’90s it was overbuilding 
that got ahead of demand, 
resulting in a housing crash. 
In 2008 it was overly lax 
mortgage underwriting 
standards that lead to high 
foreclosures and a subsequent 
crash. Neither of those 
triggers is present today. 
 
But there are some rumblings 
that may presage a shift in the 
fundamentals of both the 
economy and housing market.  
Mortgage rates have moved in 
lock-step with the Federal 
Reserve’s rising rate policies.  
The 30-year fixed-rate 
mortgage has jumped from 

The Future Ain’t What it Used to Be in the New Hampshire Housing 


