
 

 

JULY 2017 VOLUME 12, ISSUE 7 

© 

NHREIA 
P.O. Box 5962 
Manchester 
NH 03108 

nhreia@gmail.com 
ww.nhreia.com 
603-318-1330 

 

Facebook.com/
New-Hampshire-
Real-Estate-
Investors-
Association 

 

@NHREIA 

 

Linkedin.com/
groups/New-
Hampshire- 

Real-Estate-
Investors 

15 Ways to Increase Revenue in your Multi-Family 
 

By Gino Barbaro 

Don’t miss August’s NHREIA Meeting! 
 

Insurance Tips from Brian Cofer, Adjuster at Amica Insurance 

 

House of the Month – Local Investors Sara and Brian Cofer will discuss one of their recent deals  

 

Networking - build your team! 

 

Pizza provided by Franklin Savings Bank!  
 

NHREIA MEETING 
6:30 PM, Wed. 8/9/17  
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13500 South Willow St. Manchester 

Free for members; $20 for not-yet-members 

The way to increase the value 
of a multifamily property is to 
either increase the income or 
decrease the expenses, which 
will affect the Net Operating 
Income (NOI). The NOI is a 
key metric when analyzing 
the value of a multifamily 
property. For the purposes of 
this article, I will focus upon 
the top line of the invest-
ment, revenue, and how to 
grow the revenue of the asset. 
The asset classes that we focus 
upon are B & C properties.  
 
Add Additional Units 
On our most recent purchase, 
the property had laundry 
rooms spread throughout. 
The rooms were large, and 
we began to consolidate the 
laundry and decrease the size. 

We were able to create three 
additional studio units from 
the extra space, which al-
lowed us to increase our 
monthly revenue by $1,800 
per month. At a 7 cap, the 
value of the asset increased 
$308,500. We are in the 
process of building additional 
units throughout our portfo-
lio from space that was 
deemed “useless” from previ-
ous owners. One of our fa-
vorite strategies is to convert 
units that are being utilized as 
storage units back into apart-
ments. It’s a lot cheaper to go 
out and buy a shed to store 
your supplies. 
 
Laundry Revenue 
When you think of laundry, 
you don’t think of excite-

ment. But you should!! Laun-
dry is a vital service that can 
attract and retain quality ten-
ants while adding revenue to 
the bottom line. existing con-
tract and much more. 
 
Storage 
When we purchased our first 
property, there were four 
garages that were filled with 
crap (that’s an understate-
ment). We decided to empty 
out the garages, place locks 
on the doors and rent them 
out as storage units. We gen-
erated an additional $200 per 
month while providing an 
amenity to the renter. 
 
If the property has space and 
there is a demand for storage, 
many companies offer prefab-



 

 

 but we decided to jettison 
security deposits and replace 
them with non-refundable 
move in fees. Our feeling is 
that security deposits can cre-
ate an uneasy feeling between 
the owner and tenant (when 
am I going to get my money 
back), and we wanted to 
avoid this uneasiness. Plus, 
we wanted to collect the fee 
and retain it. In our market, 
move in fees range anywhere 
from $300 to $500. In some 
markets, this also creates a 
low barrier to entry for ten-
ants. 
 
You may be asking “What 
happens if the tenant damages 
my property?” Our solution is 
to have the tenant pur-
chase Sure Deposit, in addi-
tion to the move-in fee. Sure-
Deposit is a risk management 
tool that enhances traditional 
security deposits by offering 
surety bonds to residents. 
Most tenants do leave their 
apartments in decent shape, 
and we use part of the move 
in fee to turn the apartment 
for the next tenant. 
 
Renter’s Insurance 
Some property owners re-
quire tenants to carry renter’s 
insurance. If a tenant’s prop-
erty gets damaged, the land-
lord’s policy does not cover 
any of the tenant’s contents. 
We do not require tenants to 
own renter’s insurance, but 
our software com-
pany Appfolio offers renter 
insurance for $9 per unit. As 
the operator, you can turn 
around and charge the tenant 
a very competitive $15 per 
month. Kill two birds with 
one stone! Protect your asset 
and make a few bucks. 
 
Short-Term Rentals 

We had a few requests by 
tenants at our properties that 
inquired about short-term 
leases, anywhere from three 
to six months in duration. At 
first, we decided against it. 
But, we noticed that these 
requests were becoming 
more frequent and we could 
charge a sizable premium in 
rent for a short-term lease. 
The end result has been terri-
fic for the company. We were 
able to fill a need for the ten-
ant base, along with generat-
ing additional income. When 
the market is asking for some-
thing, it is the job of an entre-
preneur to listen and to try 
and provide the solution. 
 
Rent Amenities 
If your property has a club-
house that is underutilized, 
consider renting it out to ten-
ants for functions. Does your 
fitness center sit empty most 
of the day? Rent it out to yoga 
teachers and personal train-
ers. Tenants will love the 
service, instructors will earn 
money and you will maximize 
the amenities on the prop-
erty. The use of these ameni-
ties will also begin to create a 
more pleasant atmosphere 
within your property. 
 
Parking 
Parking is becoming more of 
a luxury in many of the ex-
panding cities throughout the 
U.S. If there is a demand for 
parking in your market, rent 
out spaces to individuals. 
 
Cable 
When we assumed control of 
our most recent acquisition, 
the owners had just signed an 
exclusive cable contract with 
a provider for $50,000. 
Guess who got the money? 

Although the contract lasts 
seven years, the company 
paid the bonus up front. If 
you purchase a property with 
an existing contract, ask the 
seller to pro-rata the fee and 
credit it to you at closing. 
You are obligated to abide by 
the terms in the contract. 
Why shouldn’t you be enti-
tled to the remaining value on 
that contract? If your prop-
erty does not have any type of 
contract, try to negotiate 
with a cable provider in your 
market. 
 
Vending 
You may not see a surge in 
revenue from installing vend-
ing machines, but they do 
provide a service for the ten-
ants. Locate vending ma-
chines in common areas, such 
as the pool, clubhouse, laun-
dry rooms and the office. 
 
Pet Fee 
If we decided against renting 
to pet owners, we would be 
eliminating around 50% of 
our potential prospects. We 
even constructed a dog park 
on one of our properties to 
accommodate the pet own-
ers. In our market, we collect 
a $125 non-refundable pet fee 
PER animal, along with a $25 
per month charge. We turned 
a potential problem into a 
win-win for us and for the pet 
owners. 
 
Built-In Increases 
In our leases, we have a built-
in rent increase upon re-
newal. The increase is only 
3%, which calculates to ap-
proximately $15 per month. 
But that is huge for us. It en-
sures that our rents are always 
priced to the market, and it is 
a hedge against inflation.  

ricated and portable storage 
units. They range in cost and 
size to fit any budget. 
 
Late Fees 
Every operator should be 
charging late fees to tenants 
who pay after a specified date 
in the lease. The reason is two
-fold. The tenant will not 
want to incur a fee and extra 
income will be generated. 
Once a tenant pays the fee 
once, he will most likely not 
repeat that mistake. We 
charge a ten percent late fee 
to all rent that is received 
after the fifth of the month. 
 
Utility Bill Back 
Ration Utility Billing (RUBS) 
is a program that allows the 
operator to bill back the ten-
ants for the usage of water, 
sewer, electric, gas, cable and 
garbage. It has been such a 
vital component to our value-
add strategy that we have 
created the three-step frame-
work. It has literally created 
millions of dollars of value on 
our properties. 
 
Application 
Every landlord needs to proc-
ess background checks and 
evaluate all potential tenants. 
You are giving control of 
your asset to a potential prob-
lem. Every tenant needs to be 
screened, and you should 
charge the market rate. In our 
market, we are currently 
charging $45 per applicant. 
You may be able to purchase 
these reports at a discount 
and earn revenue while pro-
tecting your asset. The com-
pany we use charges us $16 
per report. 
 
Move In Fees 
We have acquired properties 
that utilize security deposits, 
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Great Photos Help Sell Real Estate 
by James F. Brown 

 

The old saying “a picture is 
worth a thousand words” is 
absolutely true. Great photos 
can help sell properties. But 
bad ones can drive potential 
buyers away before they even 
tour a property. Too many 
sellers and their agents give 
short shrift to photos. With 
just a little care and thought, 
anyone can take attractive 
real estate photos that entice 
buyers.  Here are some tips 
for taking those photos 
 
Plan your photo shoot. 
Think about what you want 
the photos to accomplish, 
what impression they’ll make 
on a potential buyer. Take 
notes about what specific 
photos you’ll take, and how 
you might compose, frame, 
and light them. Be aware of 
special features that can help 
sell a property. These might 
include a pool, spa, high-end 
bathroom and kitchen fix-

tures, home offices, enter-
tainment rooms, state-of-the-
art electronic systems, com-
puter and Internet connec-
tions, built-in speakers and 
intercoms, and so on. You’ll 
want to have photos of all 
these. Create a checklist to 
ensure you take all the photos 
you need. 
 
Use a good camera. That 
means a digital single-lens 
reflex (DSLR) 
with a zoom 
lens and a mini-
mum of six 
megapixels 
resolution. No 
cell phones, 
no snapshot 
point-and-shoot 
digital cameras. 
 
Use a tripod. This will let 
you shoot from a single point 
of view, rotate the camera for 
overlapping panoramic pho-

tos, keep the camera horizon-
tal, and permit long, blur-free 
exposures without needing to 
use a flash. 
 
If you use a flash, point it 
up to bounce the flash off 
the ceiling and provide 
even, diffused light. 
Straight ahead flash can look 
harsh and leave unwanted 
shadows. 
 

Avoid taking wide-angle 
and “fisheye” photos. It’s 
done to show the entire 
room, but it makes the room 

look bigger than it really is. 
That’s OK for hotel rooms 
for short stays, but it can 
shock, dismay, and disappoint 
a buyer seeing the rooms in 
person. No fisheye photos, 
where straight lines come out 
curved. It’s disquieting, dis-
orienting, and looks weird. 
 
Frame the exterior (and 
interior!) shots so they 
look well composed. 
Don’t just take quickie snap-
shots. Also, take some night-
time exterior shots, too, es-
pecially if there are colored 
outside lights. Have the 
drapes closed and interior 
lights on. Such photos make a 
property look magical and 
welcoming. 
 
Light changes during the 
day. Think about doing two 
separate shoots at different 
times to take advantage of the 
best possible light for differ-
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ent areas. 
 
If the property is empty, 
make sure it’s clean be-
fore shooting. If you’ll be 
staging, take photos after 
staging is in place. (If it’s oc-
cupied, try to get the owner 
or tenant to tidy up before 
shooting. Pigpens don’t sell 
properties. Tell them their 
place will be shown world-
wide on the Internet to moti-
vate them to houseclean.) 
 
Photos of bedrooms, bath-
rooms, and kitchens appeal to 
women, but don’t neglect the 
guys. Take shots of the ga-
rage, basement, man cave, 
workshop areas, and any out-
buildings. 
 
Take at least two photos 
of the back yard – one 
from the building looking 
back and another from the 
rear of the yard looking to-

wards the house. Take addi-
tional shots if there are fea-
tures such as a pool, spa, wa-
ter feature, BBQ, fire pit, 
patio, RV hookups, extra 
parking spots, or children’s 
swing set. And take photos of 
the side yards if they look nice 
and have attractive features 
(such as an herb garden or 
fenced dog run). 
 
For multifamily rentals, take 
shots of separate gas and 
electric meters to show 
that tenants – not the land-
lord – will be paying for those 
utilities. 
 
Shoot lots of photos, more 
than you’ll be using in your 
marketing materials, and pick 
the best ones. 
 
Arrange the photos in 
sequence to duplicate how a 
buyer would actually tour the 
property. 

Caption the photos (using 
photo-editing software) so 
buyers will know what 
they’re seeing. 
 
Learn – and use – inex-
pensive or free photo-
editing software such as 
PhotoShop Elements, GIMP, 
ACDSee, or PhotoScape to 
crop, correct color balance, 
and lighten or darken photos 
to improve them. Adding 
attractive borders to photos 
will make them look stylish 
and professional. 
 
If architectural layout 
drawings are available, 
add them to your mar-
keting materials. 
For photos that will be on the 
Internet, resize them to 72 or 
96 dpi so they’ll load faster 
and take up less room. For 
photos that will be used in 
printed hard-copies, keep 
them at 300 dpi. 

As an alternative to tak-
ing photos yourself, con-
sider hiring a profes-
sional photographer who 
specializes in architec-
tural and real estate pho-
tography. The cost would 
be more than offset by the 
advantages of having more 
eager buyers, higher offers, 
and shorter DOMs. 
 
Following these tips will 
make your photos pop, lure 
buyers, and help sell your 
property. 

James F. Brown is a writer, edi-
tor, photographer, and real estate 
investor.  
 


