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Recent Fair Housing court cases here in
California and across the country may seem to
be unfair to owners and real estate managers.
The Federal Fair Housing Act requires owners
to provide reasonable housing accommoda-
tions to handicapped tenants. Sometimes what
the tenant feels is reasonable
is not in line with what the
owner feels is. How much of
an accommodation is rea-
sonable? What restrictions
and conditions can an own-
er legally place on a handi-
capped tenant? 

CASE #1
In one case, decided on
November 9, 2001, the
judge set some guidelines in
Abraham vs. Twinbrook
Village Apartments. This case
was between three handi-
capped tenants of the
Twinbrook Village Apartments in New Jersey,
the owner, and his real estate manager. The
tenants requested a ramp be installed to the
second floor of the apartment building to
accommodate their wheelchairs and electric
scooters. The local housing agency requested
permission from the real estate manager to use
volunteers to build two ramps leading to the
tenants desired apartment. The ramps would
cost the owner nothing. The agency drew up
some plans, submitted them for approval, and
received a building permit from the county.
The owner and manager granted permission
but did not want to assume responsibility for
any liability associated with the structures. They
also required the tenants to obtain their own
liability insurance naming the owner and man-
agement company as additional insureds. As a
result of the request for renter’s insurance, a
dispute developed and stalled construction; the
county eventually terminated its plans to con-
struct the ramps.

The owner and management company then
suggested an alternative. They offered to lease
the tenants a comparable apartment on the
ground floor without steps. The unit would still
require a small ramp and curb cuts for access.
The tenants rejected the plan. Eventually, after

20 months, the ramps to the sec-
ond floor were built. By that time
one of the three tenants had
moved out.

The tenants filed a complaint under
the Fair Housing Act alleging discrim-
ination based on handicapped status.
HUD issued a charge of discrimina-
tion against the owner, the property
supervisor, and the management
company. As we all know, the
Federal Fair Housing Act prohibits
discrimination against handicapped
persons in the rental of housing or in
the provision of services. The Act
also requires an owner to make “rea-

sonable accommodations” to allow a handi-
capped person an equal opportunity to use and
enjoy a dwelling unit.

There was no doubt that the residents were
handicapped and required the ramps for an
equal opportunity to use and enjoy their apart-
ment. The judge said the main issue was
whether the owner restricted the approval of
the original installation of the ramps, and if so,
whether the restrictions were reasonable.

The judge determined the owner had restricted
his approval of the installation of the ramps and
found the owner’s argument that he had given
permission to build the ramps not valid. The
judge deemed the owner had indeed placed
the following restrictions on the installation of
the ramps: (1) the requirement that the tenants
provide a disclaimer of liability for the ramps;
(2) the requirement that the tenants obtain lia-
bility insurance; and (3) that the ramp design 
be revised. The judge then ruled that these
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Dear Fellow NARPM Members:

I hope you are enjoying the month of St. Patrick’s Day and not letting any 
nonpaying leprechauns get the best of you. Know that the national leadership
team stands firm in the “wearin’ o’ the green” and even better, in supporting
pocketing more of the green. As we move into the end of 2004’s first quarter
of “Opening New Doors,” the whole NARPM TEAM is working arduously on
behalf of the members to bring about the goals and objectives selected this
year as our Plan.

The Membership Team is committed to eight new chapters and 300 new mem-
bers. The Education Team is working towards bringing on-line education to
your desktop and obtaining continuing education throughout the country for
our designation classes. The Certification Team is dedicated to making your des-
ignations more attainable and more valuable in the workplace. The Marketing
Team is focused on getting NARPM recognized in the public’s eye and in getting more connected to the
REALTOR® community by participating in REALTOR® trade shows in various locations throughout the coun-
try. The Affiliate Team has challenged itself to deliver the best, most diverse Trade Show for the national con-
vention, as well as to increase the affiliate membership. The Convention Team is creating a huge “wow”
effect for the third week in September in Baltimore, MD, showcasing education, networking, and certifica-
tion—our core values. Legislative is keeping us apprised of national trends in proposed statutes relevant to
our industry. Long Range Planning is taking us into our envisioned future by looking down the road to where
we want to be. Professional Standards is keeping our industry ethical by reviewing and acting on complaints
(none pending). Web site is redesigning our Web page to bring about a more modern, user-friendly look.
There are many more committees than those listed here, but can you feel the hub of activity that TEAM
NARPM represents?

To sum up the end goal, NARPM is committed to making the life of the residential property manager better
by increasing your bottom line, by adding to your professionalism, by giving you venues to “vent” where
“understanding” is the language spoken, by teaching you better ways to conduct your business, and by rep-
resenting your interests where it matters.

To TEAM NARPM, every member matters. Let us hear from you. Become a part of the process by simply
communicating your needs/wants to this association. We all are better served if we are responding to rele-
vant data about you, directly from you!

In closing, remember my message throughout the year is that we are all in this together, and it should be fun
along the way. The most fun I have had in the last few weeks was traveling with Mary Love in Hawaii, meet-
ing the members of the Big Island and Oahu chapters, and spending time with “The Stand By Club” trying
to get home! We were “Opening New Doors” all along the way and laughing together.

Andrea G. Caldwell, MPM®

President

NARPM President 
Andrea Caldwell

P R E S I D E N T ’ S M E S S A G E

                                                    



March 2004 Residential Resource 3

conditions were not reasonable. The Act allows an owner to decline
accommodations if it would impose a substantial burden or undue hard-
ships (which the owner felt the liability would be). The judge further stated
that although the owner imposed no restrictions on the installation of the
ramps, their refusal to make clear their demands for liability protection,
which delayed the construction of the ramps for 20 months, constituted a
refusal to reasonably accommodate the residents’ handicap.

Unbelievably, the judge also found that the owner’s offer to place the ten-
ants in an equivalent apartment on the ground floor was not reasonable.

THE JUDGMENT
The Judge found that the owner violated the Federal Fair Housing Act
by discriminating against the tenants and awarded the three tenants
(even though one had moved out) damages for embarrassment,
humiliation, and emotional distress amounting to $75,000, $40,000,
and $20,000. The judge also imposed a civil penalty of $15,000 and
issued an injunction ordering the owner and management company
to rescind their policy requiring wheelchair-bound tenants to pur-
chase renter’s liability insurance as a condition of approval of a ramp,
requiring a written request for reasonable accommodations before
they will act, and requiring a resident to agree to remove the ramp at
the end of the tenancy before they will approve the construction. 

Furthermore, the judge permanently enjoined the owner and manage-
ment company from reinstating those policies and from discriminating
against the two remaining tenants or any other participant in the case.

CASE #2
In another Unfair Housing Act case (Giebeler vs. M&B Associates) a
disabled tenant afflicted with AIDs and unable to work sued his
prospective landlord under the same Federal Fair Housing
Amendment Act. The tenant’s sole income consisted of $837 per
month from Social Security Disability Insurance and $300 to $400
per month from housing assistance from the Housing Opportunities
for People with AIDs. This amount of monthly income was insuffi-
cient to qualify under the owner’s income-to-rent ratio policy for the
$875 per month apartment. The tenant’s application was rejected.
The tenant then asked his mother to assist him and cosign. She
agreed but the owner had a “no cosigner” policy, and again the
application was rejected. The AIDs Legal Services attorney intervened
and wrote a letter to the owner’s property manager on behalf of the
tenant. The owner’s attorney confirmed the rejection. With the assis-
tance of the Legal Services attorney, the tenant sued the owner under
the FHAA, the California Fair Employment and Housing Act,
California Business and Professions Code, and the Unruh Civil Rights
Act. The tenant claimed unlawful discrimination against disabled per-
sons for refusal to make reasonable accommodations, disparate
impact, and intentional discrimination. The U.S. District Court ruled
in the owner’s favor, stating, “an accommodation which remedies the
economic status of a disabled person is not an accommodation as
contemplated by the FHAA.” The tenant appealed.

The Ninth Circuit U.S. Court of Appeals reversed, ruling the FHAA
requires owners to reasonably accommodate an applicant’s risk of 
nonpayment created by the proposed financial arrangement rather than
by applying an inflexible rental policy barring cosigners. The Court of
Appeals explained that corenting to the tenant’s mother who had ade-
quate income and good credit would not add to the owner’s burden
and would be a reasonable accommodation for the disabled tenant.

SO WHAT DO WE DO?
Although the Act only requires an owner to make accommodations that
are reasonable, we must be very careful when placing terms, conditions,
and restrictions on the agreements to provide those “reasonable accom-
modations.” If a handicapped tenant makes a request for an accommo-
dation, we should make every effort to address the tenant’s concerns.
Although an owner may decline the accommodation if it would impose a
substantial burden or hardship on the owner, these cases make it clear
that the mere possibility that the liability from the installation of a ramp
or the possibility of nonpayment of rent does not constitute the type of
burden or hardship that would stand up in court.

The substantial amount of the judgment awarded to the tenants
shows how strongly the court felt that the owner’s and real estate
manager’s conduct was not reasonable. We all now have the benefit
to learn from these cases and be conscious of how a similar situation
that we may be involved in would be looked upon by a judge or jury.
An old proverb sums up the recommended procedure: “Help anoth-
er’s boat across, and behold, your own has reached the shore.”

Ronald F. Hammond, CCIM, RPA, RMP®, is the broker/CEO of Hammond &
Hammond Inc., a professional real estate management company in Chatsworth,
CA. Ron has been a member of NARPM since 1998 and a licensed real estate bro-
ker since 1981. Ron is a nationally recognized leader in the real estate management
field and is regularly consulted by attorneys and the media for his input on matters
relating to real estate management. Ron is a certified landlord/tenant mediator and
recognized as an expert witness in the real estate management field by the Superior
Court of California. Ron is currently a MPM® candidate and a past president of the
North Los Angeles Chapter of NARPM.

The Unfair Housing Act
continued from page 1
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Linda Allen
Sacramento Delta Property Mgmt
3880 Auburn Blvd, #A
Sacramento, CA 95821
916/486-7739

Art Balmaceda
AF Properties
2153 N. King St, #320
Honolulu, HI 96819
808/845-4567

Jerry Bangerter
RE/MAX Honolulu
1357 Kapiolani Blvd, #870
Honolulu, HI 96814
808/254-3742

Christine Berger
Berger Properties
281 CR 4964
Kempner, TX 76539
254/681-5220

Dale Bordner
Bordner Realty
1806 S King St, Ste 31
Honolulu, HI 96826
808/949-6773

Barry Brice
Brice Realty & Brice Associates
131 Anahola St
Honolulu, HI 96825
808/395-1414

Jonathan Brock
The Agency Inc. - Realty &
Investment Services
815 S Missouri Ave
Lakeland, FL 33815
863/686-1416

Stephanie M.S. Bullock
Bradley Properties Ltd.
4819 Kilauea Ave, #4
Honolulu, HI 96816
808/734-2000x200

Annie Burton-Byrd
JABEZ Management 
Corporation LLC
320 North Robinson St
Baltimore, MD 21224
410/732-0042

Margaret Callahan
Callahan Realty LTD
98-211 Pali Momi St, Ste 822
Aiea, HI 96701
808/487-0788

Bonnie W.K. Cheung
Bonnie W.K. Cheung, REALTOR®

2032 St Louis Dr
Honolulu, HI 96816
808/734-8390

Vernon K.T. Chock
Vernco Properties Inc.
615 Piikoi St, #1818
Honolulu, HI 96814
808/593-9908

Phoebe Chrisman
Phoebe Lau REALTOR®

PO Box 240863
Honolulu, HI 96824-0863
808/395-0572

Stephanie Clark
Re/Max Alliance
4701 Columbus St, Ste 200
Virginia Beach, VA 23462
757/481-0441

Lisa Coghill
Coldwell Banker Carriage House
Realty Inc.
520 William St, Ste A
Fredericksburg, VA 22401
540/373-8316x153

Bob Cook
Captain Cook & Associates
1024 Kapahulu Ave
Honolulu, HI 96816
808/735-5588

Joseph Cossitor
Rogers & Rogers REALTORS®

956 Saratoga Ave
San Jose, CA 95129
408/247-1333

Pamela Crosslin
O’Toole Realty
PO Box 306
Locust Grove, VA 22508
540/972-2511

Odette Derogene
Century 21 American Homes Inc.
5120 Curryford Rd
Orlando, FL 32812
407/275-7100

Terry Ewart
Star Realty
735 Bishop St
Honolulu, HI 96813
808/533-7522

Diane Ferreira
Ferreira Properties LLC
98-211 Pali Momi St, Ste 822
Aiea, HI 96701
808/484-2999

Aloha K.K. Fontes
Bill Ramsey Inc.
98-211 Pali Momi St, #625
Aiea, HI 96701
808/487-8700x101

Carl Frazier
Cornerstone Properties
99-082 Kauhale St, #B-6
Aiea, HI 96701
808/484-1211

W. Derrick Gainey
Custom Property Mgmt of NY
Florida Inc.
8445 Pensacola Blvd
Pensacola, FL 32534
850/471-6263

Marianne Galbreath
MMCC Management LLP
25588 Richmond Hill Rd
Conifer, CO 80433
303/838-8536

Marilyn Grimsley
Residential Property Management
10 S Cole Rd
Boise, ID 83709
208/322-7979

Carol Hagiwara
Properties Unlimited Inc.
4510 Salt Lake Blvd, #B-4
Honolulu, HI 96818
808/487-3855

Kathleen Hagmann
Drake Properties Inc.
315 Uluniu St, Ste 208
Kailua, HI 96734
808/261-4677

Ken Hagmann
Drake Properties Inc.
315 Uluniu St, Ste 208
Kailua, HI 96734
808/261-4677

Riley Hakoda
Riley K. Hakoda REALTOR®

420 Iolani Ave
Honolulu, HI 96813
808/523-8002

Angela Hall
Sacramento Delta Property Mgmt
910 Florin Rd, #100
Sacramento, CA 95831
916/429-4567

Welcome new NARPM members! The following is a list of new members who joined NARPM from January 1 to January 31, 2004.

N E W M E M B E R S

Membership Development Chair Melissa Prandi, MPM®, took the reins
and led the Membership Team’s focus to Oahu, HI, where a new chap-
ter was established. This meeting was a record-breaking one as it had the
most attendees at a chapter start-up meeting and the most to join
NARPM at the first meeting. One hundred twenty-eight property man-
agers attended the first meeting, and 69 joined as new members on the
spot. 

New Oahu Chapter Sets New Records

       



Berton Hamamoto
Property Profiles Inc.
98-030 Hekaha St, #26
Aiea, HI 96701
808/487-9500x207

Craig Hanashiru
Decision Realty
45-644 Hawahine Loop
Kaneohe, HI 96744
808/292-7244

Elizabeth Harold
Bedard First Inc.
PO Box 44454
Boise, ID 83711
208/378-1616

Sharon Hayashida
Pro-Sites Inc.
1600 Kapiolani Blvd #1328
Honolulu, HI 96814
808/973-7105

Tracy Herring
Herring Realty Inc.
701-1 N Navy Blvd
Pensacola, FL 32507
850/458-5848

David Hirras
Visions Property Management LLC
221 East Garden St, Ste 8W
Pensacola, FL 32501
850/436-6600

Laurene Hisako Young
Lui & Young Realty Inc.
2131 S Beretania St, #204
Honolulu, HI 96826
808/941-4016

Melanie Jakahi
Melanie Jakahi, REALTOR® LLC
PO Box 2224
Aiea, HI 96701
808/845-2672

Paul Jakeman
Park 52 Property Managment
5210 Puget Sound Ave South
Tacoma, WA 98409
253/473-5200

Adelle Johiro
Pacific Resource Realty
1357 Kapiolani Blvd, Ste 900
Honolulu, HI 96814
808/973-0839

Lurline Johnson
Property Profiles Inc.
98-030 Hekaha St, #26
Aiea, HI 96701
808/487-9500x203

Drudi Johnston
Bradley Properties LTD
4819 Kilauea Ave, Ste 4
Honolulu, HI 96816
808/734-2000x202

Debra Joiner
Apollo Associates Realty
PO Box 15194
Atlanta, GA 30310
404/753-7373

Kelvin Kaneoka
Properties Hawaii Inc.
556 Honopu Place
Honolulu, HI 96825-2435
808/395-8050

Elizabeth Karimoto
Blue Sky Realty and Management
2444 Oahu Ave
Honolulu, HI 96822
808/988-1191

Hiromi Kawasaki
Hawaii Homes and Management
1336 Dinningham Blvd, #7
Honolulu, HI 96817
808/845-1477

Vivian Kee
VW Inc.
615 Piikoi St, #2000
Honolulu, HI 96814
808/591-8702

Robin Latimer
Summit Property Management LLC
433 W 10th, Ste 200
Eugene, OR 97401
541/686-3571

June Lee
Ridge Properties
PO Box 25985
Honolulu, HI 96825
808/396-4117

Thomas Lee
AA Association Realty Inc.
831 Cape Coral Pkwy, E.
Cape Coral, FL 33904
239/549-9922

Primrose Leong-Nakamoto
Nakamoto Realty LLC
94-615 Kumohi St
Waipahu, HI 96797
808/841-3634

Venita Longley
Longley Property Management Inc.
4850 Calif. Ave SW #200A
Seattle, WA 98116
206/937-3522

Michael Loyd
The Management Company
4967 S Camel Heights Rd
Evergreen, CO 80439
303/674-9809

June Maeda
June Maeda Realty Inc.
PO Box 2788
Aiea, HI 96701
808/596-0007

Catherine Matthews
Callahan Realty LTD
98-211 Pali Momi St, Ste 822
Aiea, HI 96701
808/487-0788

L. Richard Melcher
Alpha Real Estate & Managment Co.
567 S. King St, #178
Honolulu, HI 96813
808/545-3500

Dawn Moore
Moore & Moore Properties
46-063 Emepela Place, #W-100
Kaneohe, HI 96744
808/234-1054

Sharon Moore
West Oahu Realty Inc.
94428 Mokuola St, #105
Waipahu, HI 96797
808/676-8858x5

Rick Mubarak
Mubarak Realty Services
PO Box 21
Upper Marlboro, MD 20773
202/747-5048

Wayne Nakamoto
Nakamoto Realty LLC
94-615 Kupuohi St
Waipahu, HI 96797
808/841-3634

Sheri Nakaya
Mary Worrall Associates Inc.
4211 Waialae Ave, #100
Honolulu, HI 96816
808/735-2411

Renee Nichols
Caras Property Management
125 W Main St, #3
Missoula, MT 59802
406/543-9798

Allison Ogden
Select Property Management
PO Box 15304
Seattle, WA 98115
206/527-0500

Keiko Okazaki Hollowell
Century 21 All Islands
1778 Ala Moana Blvd., #LL11
Honolulu, HI 96815
808/564-5160

Mary Anne Perry
Western Security Properties Inc.
500 La Gonda Way, Ste 102
Danville, CA 94526
925/371-8232

Beverly Pong
Beverly L. Pong, REALTOR® LLC
1710 Mikahala Way
Honolulu, HI 96816
808/221-1678

Tisha Ramsey
Bill Ramsey Inc.
98-211 Pali Momi St, Ste 625
Aiea, HI 96701
808/487-8700

Victoria Reyelt
Gold Crown Management
1805 Oak St
Myrtle Beach, SC 29577
843/445-6007
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www.HomeRentalAds.com
Property Managers have placed over 13,000 ads

Ask about our VIP discount

www.RentList.com
Property Managers Directory – Great source for new 

owners and to showcase your rental ads.

Robert Fowler, Master Property Manager
Home Rental Ads, Inc.  770-663-7878 
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Jon Sabo
Millennium Realty
703 Bascomb Commercial Pkwy
Woodstock, GA 30189
770/928-9600

Steve Saito
B.Y. Realty Management & Sales
1314 S King St, #750
Honolulu, HI 96814
808/591-2941

Stephanie Salazar
Bill Ramsey Inc.
98-211 Pali Momi St, #625
Aiea, HI 96701
808/487-8700

Nicole Sambrato
Gennaro Realty Group Inc.
885 SE 47 Terrace Unit-B
Cape Coral, FL 33904
239/541-0883

Benjamin Sanchez
City Properties Inc.
1520 Liliha St, Ste 711
Honolulu, HI 96817
808/524-1455

Hensley Scott
Clayton Residential Rentals
110 East Second St
Clayton, NC 27520
919/553-8132

Jon Selinger
All Service Real Estate &
Managment
330 Mallory Station Rd, Ste D-9
Franklin, TN 37067
615/778-9698

Helen Skov
Cathy George Associates Inc.
850 W Hind Dr, #210
Honolulu, HI 96821-1845
808/373-9844

Suzanne Smith
PO Box 10509
Honolulu, HI 96816
808/922-3100

Leona Soto
Century 21 Liberty Homes
95-221 Kipapa Drive
Mililani, HI 96789
808/625-1776

Mike Stott
Stott Real Estate
970 North Kalaheo Dr
Kailua, HI 96734
808/922-6811

Aswin Suri
Vacation Rentals of Daytona 
Beach LLC
4893 S Atlantic Ave
Ponce Inlet, FL 32127
386/760-5515

Nancy Thomas
Thomas Properties
931 Hausten St, Ste 202
Honolulu, HI 96826-3000
808/873-3300

Loreli Thompson
Mary Worrall Associates Inc.
4211 Waialae Avenue
Honolulu, HI 96816
808/739-4489

Gail Toyooka
Quantum Realty Inc.
PO Box 10889
Honolulu, HI 96816
808/593-8998

Patrick Ulrich
Ulrich Rentals
251 S Bridge St
Elkton, MD 21921
410/392-6340

Rosanne Uyehara
Sunny Isles Properties Inc.
1436 Young St, #311
Honolulu, HI 96814

Arath Vazquez
Atlantis Properties
10 Jackson St, Ste 107
Los Gatos, CA 95030
408/354-8910

Samantha Villanueva
Realty Group Properties
4211 Waialae Ave, #UB2A
Honolulu, HI 96816
808/738-5555

Alice Vinton
Vinton Realty
49 S. Hotel St, #306
Honolulu, HI 96813
808/533-4540

Janice Watanabe
Eric M. Watanabe Realty Inc.
98-029 Hekaha St, #43
Aiea, HI 96701

Scherry Webb
Woodstock Properties Inc.
95-172 Hoku’ula Place
Mililani, HI 96789
808/623-9966

Demetria Wingfield
Hawaii Kai Realty
377 Keahole St, #211D
Honolulu, HI 96825
808/395-8698x2

Chrystal Wong
Palace Realty Inc.
1314 S. King St, #1463
Honolulu, HI 96814
808/591-2155

Nancy Yamachi
Pacific Resource Realty
1357 Kapiolani Blvd, Ste 900
Honolulu, HI 96814
808/973-0837

Vernon Yang
Pro-Sites Inc.
1600 Kapiolaui Blvd, #1328
Honolulu, HI 96814
808/973-7106

Clara Yokoyama
Clara Yokoyama REALTOR®

1150 S King St, #1105
Honolulu, HI 96814
808/591-8878

Kathy Yonemuro
Property Profiles Inc.
98-030 Hekaha St, #26
Aiea, HI 96701
808/487-9500x204

Patrick G.W. Young
Lui & Young Realty Inc.
2131 S Beretania St, #204
Honolulu, HI 96826
808/941-4016

Steve Brien
EnviroCare Inc.
PO Box 2374
Covington, LA 70434
985/871-9222

Krystal Castillo
123RENTAHOME.COM
2245 N Green Valley Pkwy, #645
Henderson, NV 89014
702/360-7368

Eric Maxwell
Universal Cleaning Specialist
5305 Boim Rd, #2
Austin, TX 78721
512/385-6600

Tricia Horton
Homes For Rent
33020 SR 20, Ste 101
Oak Harbor, WA 98277
360/675-6681

Kay Scott
Clayton Residential Rentals
110 East Second St
Clayton, NC 27520
919/553-8132

Barbara Scruggs-Warren
Rogers-Rische-Doll P.M. Inc.
PO Box 115
Oak Harbor, WA 98277
360/675-6681

Karen Texeira
Stott Real Estate
970 North Kalaheo Dr, C-114
Kailua, HI 96734
808/254-5558

N E W M E M B E R S ( C O N T I N U E D )

by Suzanne Reeder, MPM®, NARPM Certification Chair 2004

The Certification Committee is pleased to announce the 
following new candidates. Good luck!

RMP® CANDIDATES
Jude Guyer, T.J. Guyer Inc., Chehalis, WA
Tulie Tulodieski, Crown Management, Roswell GA

C E RT I F I C AT I O N C O R N E R
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New Member Ambassador Member
W. Derrick Gainey Rick “Jordan” McDowell 
Tracy Herring Michael S. Porter, MPM®

Arath Vazquez Louis Melo 
Jon Sabo Daryl Neisess 
Paul Jakeman John Parker, RMP®

Elizabeth Harold Jim Reimer, RMP®

Lonnie Bush Chuck Warren 
Stephanie Clark Chuck Warren 
Lisa Coghill Alanna “Kay” Burleson 
Odette Derogene Deidre Graybill 
Thomas Lee Ralph T. Lee, CRB, GRI
Venita Longley Tamara Simon, RMP®

David Hirras Robert Waddell 
Pamela Crosslin Sandra L. Cope, GRI, RMP®

Bob Cook Helen Baptiste, RMP®

Terry Ewart Helen Baptiste, RMP®

Laurene Hisako Young Helen Baptiste, RMP®

Vivian Kee Helen Baptiste, RMP®

Alice Vinton Helen Baptiste, RMP®

Vernon Yang Helen Baptiste, RMP®

Jerry Bangerter Aloha K.K. Fontes 
Hiromi Kawasaki Aloha K.K. Fontes 
Dawn Moore Aloha K.K. Fontes 
Benjamin Sanchez Aloha K.K. Fontes 
Demetria Wingfield Aloha K.K. Fontes 
Suzanne Smith Mary M. Love, RMP®

Patrick G.W. Young Mary M. Love, RMP®

Art Balmaceda Melissa Prandi, MPM®

Berton Hamamoto Melissa Prandi, MPM®

Lurline Johnson Melissa Prandi, MPM®

June Lee Melissa Prandi, MPM®

L. Richard Melcher Melissa Prandi, MPM®

Sheri Nakaya Melissa Prandi, MPM®

Helen Skov Melissa Prandi, MPM®

Bonnie W.K. Cheung Tisha A. Ramsey 
Leona Soto Tisha A. Ramsey 
Gail Toyooka Tisha A. Ramsey 

New Member Ambassador Member
Chrystal Wong Tisha A. Ramsey 
Nancy Yamachi Tisha A. Ramsey 
Dale Bordner William B. Ramsey 
Margaret Callahan William B. Ramsey 
Vernon K.T. Chock William B. Ramsey 
Diane Ferreira William B. Ramsey 
Riley Hakoda William B. Ramsey 
Drudi Johnston William B. Ramsey 
Primrose Leong-Nakamoto William B. Ramsey 
Wayne Nakamoto William B. Ramsey 
Beverly Pong William B. Ramsey 
Loreli Thompson William B. Ramsey 
Samantha Villanueva William B. Ramsey 
Carol Hagiwara Stephanie Salazar 
Catherine Matthews Stephanie Salazar 
Steve Saito Stephanie Salazar 
Nancy Thomas Stephanie Salazar 
Barry Brice Richard Vierra 
Kathleen Hagmann Richard Vierra 
Ken Hagmann Richard Vierra 
Melanie Jakahi Richard Vierra 
June Maeda Richard Vierra 
Adelle Johiro Joyce Wong 
Mike Stott Joyce Wong 
Karen Texeira Joyce Wong 
Rosanne Uyehara Joyce Wong 
Clara Yokoyama Joyce Wong 
Jon Selinger Beverly Browning, MPM®, CPM®

Phoebe Chrisman William B. Ramsey 
Sharon Hayashida William B. Ramsey 
Kelvin Kaneoka William B. Ramsey 
Tricia Horton Tommie J. Rogers, RMP®

Marilyn Grimsley Lyle Sall 
Christine Berger Amanda Welch 
Linda Allen Ted White, MPM®

Angela Hall Ted White, MPM®

Ambassador Program—January 2004
The Ambassador Program was designed a few years ago to reward our current members for referring new members to our organization.
Who better to spread the word of the benefits of NARPM than its members? If you refer five new members in one year, you will receive
an award certificate that may be used toward your next year’s dues or for events for the coming year. When you achieve ambassador
status and receive your $195 NARPM credit, it can be used toward your annual dues or registration at a NARPM National Convention.

It is flexible! Just follow the simple steps outlined here: 

H Call NARPM Headquarters at 800/782-3452, and request membership application forms. Headquarters, upon request, will mail the application
directly to the prospective member but will not fill in the “referred by” line.

H The 12-month period to obtain the five new members starts the day the first new membership application is processed by headquarters.

H When Headquarters receives the fifth new membership application, an Award Certificate will be issued and dated. A recognition certificate will
also be issued, and you, as the “Ambassador,” will be recognized in the Residential Resource.

H The Award Certificate can be used to pay NARPM annual dues, or like amount can be applied toward National Convention. 

H It must be used in full at the time of use and attached to your dues or registration for Convention. The value of the Award Certificate is equal to
what the national dues were at the time the Award Certificate was issued. It also must be used within 12 months of the issue date.

H A member can earn more than one Award Certificate per 12-month period. 

Seventy-four new members were added to the NARPM ranks in January through the Ambassador Program. That was 72% of the total of 103 new members who joined.
Congratulations to William Ramsey, Risha Ramsey, Stephanie Salazar, Richard Vierra, Melissa Prandi, MPM®, Joyce Wong, Helen Baptiste, RMP®, Chuck Warren, Beverly

Browning, MPM®, and Aloha Fontes who have earned their Ambassador Certificates this month.
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AFFILIATE MEMBERS
LISTED BY SERVICES

Business Products:
Landlordsource.com

National Bank of Arizona
Paychex, Inc.

Peachtree Business Products
Professional Office Services of ID, Inc.

Starker Services, Inc.

Claim Services:
Claim Source One

Internet Tools:
123Rentahome.com

Homepaiges
HomeRentalAds.com

HomeRentals.net
Lease Place, Inc.

Rental Home Investor, LLC
Rentclicks.com 

Legal Services:
Law Offices of DeMartini & Walker
Law Offices of Heist & Weisse, P.A.

Maintenance:
Allen’s All-Stars

Building Specs, Inc.
EnviroCare, Inc.

Mr. Handyman International, KLC
Northern Electric, Inc.

Omega Termite & Pest Control
Onsite Pro, Inc.

Pro Source Wholesale Floorcoverings
Tankless Hot Water

Marketing:
Home Management Network

Software:
EFC Systems

Logicbuilt, Inc.
London Computer Systems, Inc.

PROMAS Landlord Software Center
Property Automation Software Corp. 

Small Computer Services, Inc.
Winning Edge Software Solutions

Yardi Systems, Inc.

Tenant Screening:
First American Registry, Inc.

For more affiliate information, please visit
the NARPM Web site www.narpm.org.

For those of you already using electronic
transfer for tenant rents or owner pay-
ments—skip this article. For the rest of you,
like me, who have attended several work-
shops at convention on the subject but
have not gotten around to it yet—PAY
ATTENTION!

HERE ARE THE ADVANTAGES OF
ELECTRONIC TRANSFERS OF TENANT
RENTS:
• If there are insufficient funds, you know

within two days.

• You save time not processing checks.

• There are less errors not processing
checks.

• You get your management fee more
quickly.

• You can collect other fees the tenant
owes you, like plumbing bills, without
repeated letters.

HOW DO YOU CONVINCE TENANTS
TO ALLOW ELECTRONIC TRANSFER?
• When renting a property, offer the stat-

ed rent with electronic transfer or mon-
ey order, rent plus $25 or $50 if paid by
personal check. They never choose
option B!

• Have rent be late on the third of the
month, but do your electronic transfers
on the fifth. 

• When doing rent increases for existing
tenants, offer a lesser increase for ten-
ants who switch to electronic transfer. 

HERE ARE ADVANTAGES TO
ELECTRONIC DEPOSIT OF OWNER
FUNDS:
• They get their money faster so are hap-

pier with you.

• You do not have to wait for their checks
to clear the bank.

• Checks do not get lost in the mail.

• If you want to e-mail statements, you
can save on postage. (I do not.)

HOW DO YOU CONVINCE OWNERS

TO ALLOW ELECTRONIC TRANSFER?
• This is easier. They are usually excited.

Send out the form for their signature.

• Offer it as a FREE service if they sign up
by a certain date.

• Have it as your default method with new
clients. You will only do paper checks if
they specifically request it.

HOW DO YOU SET IT UP WITH YOUR
BANK?
• Your bank will call this ACH (automated

clearing house) transfers. Ask your cur-
rent bank if they are set up to handle
this.

• It should not cost you anything. Most of
us have Client Trust Accounts at zero
interest that are large enough to prompt
them to cover the costs.  

• If you have to go shopping for a bank
that will accommodate this service, bring
copies of your last few months’ state-
ments so that they can see your average
balance.

• Most banks will then send someone to
your office to install the software on
your computer and do the training. 

HOW DO YOU DO THE TRANSFERS?
Your regular rents and payments are set up
as a “batch.” Once a month, you confirm
the amounts and hit “send.” Could not be
much easier! My bank requires that I have
a dial-up computer line for safety purposes. 

Now stop reading about this, and go do it!

Sally has been a NARPM member for 11 years and
teaches RMP® Operations and MPM® Personnel
Practicies and Employee Relations. She has served
on many national committees.

Electronic Transfers—
the Future Is Here by Sally Backus, MPM ®
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Extremely easy to use. Totally forms driven, point and click or tab and Enter. No training required. No programming; anyone in your office can update your site!
Try it at www.homepaiges.com, demo1, click on Services.

Reduce vacancy time. Market your rental properties quickly and efficiently from your custom designed Web site with multiple property photographs, and a com-
plete listing of all features and amenities. Color coding flags new vacancies and rent reductions. Plus, announce showings, generate work orders and print applica-
tions and maps—all online

Automatically track property activity. The number of hits displays right below the property address every time tenants look at the properties’ pictures. You and
your owners know your advertising is working; excellent tool to encourage rental price decreases. 

Improve existing marketing. Make your marketing more effective and less expensive by adding your new Web address to all of your marketing materials—
including classifieds, online ads, and “for rent” signs. Save time and money with shorter ads that direct renter inquiries to your Web site. 
See results at www.aimrealty.com

Earn money online. Convert appraiser calls from a time consuming bother to an automated source of income. Appraisers pay for access to your list of rented
properties. After three calls a month your web site is earning money not costing!

Automate vacancy management. The private admin page tracks for rent signs, lockboxes, pictures and automatically tracks days on market, hits, start rent, cur-
rent rent, and showing history. Scheduled showings automatically display below the property address and clear when the date is past. Owner/tenant contact infor-
mation displays along with an automated reminder to call the owner.

Call Don Hay: 916-624-4000; Toll free 1-866-246-7325

What really amazes me is that with all the personal and professional
development seminars people attend, from executives in the corpo-
rate world to business owners and employees alike, very little invest-
ment is made into the way they look: personal image. 

PERCEPTION IS REALITY
I am no image consultant, however I have been to a few different
consultants to try and improve my appearance. Not from a vanity
perspective, but just to look as good as possible. 

Wouldn't you prefer to do business with someone who looks confi-
dent and credible? Whether we like it or not people will pass judge-
ment on you within a few seconds of meeting you. They will make
assumptions about you personally and your organization. 

WOULD I DO BUSINESS WITH YOU? 
Think about it. What opinion would you form about a person who
looked old-fashioned, dressed in ill-fitting clothes, who wore heaps of
make-up? You would probably think their ideas were old-fashioned to
match their image. And that also gives an impression of the organiza-
tion they represent. 

What about the 50-year-old lady I met who runs conferences, who
turned up in high-heeled shoes, a short skirt, disheveled hair, and big
dangly earrings? 

Did she look like a competent and professional person? What first
impression would she create? 

How about the manager who wears a cardigan, light grey suit, and
brown shoes. He also has a beard. Would you feel confident using his
services? Does he appear to be ‘with it’? Would you think his organi-
zation is up with the times? 

And the personal assistant with the low-cut top and tight fitting pants?
Is she being perceived as a competent person; someone you would
take seriously? She may suit the image of a trendy organization, and
yet what opinions would you form if she worked with you? 

We have all seen or know of people like this. Perhaps it is you, and
you do not even know it! 

IMAGE IN THE WORKPLACE
It is a serious business. Image consultants are being hired by organiza-
tions to teach their people how to present themselves in the best pos-
sible way. How are you and your people perceived by your clients,
prospects, and suppliers? Your personal image can be either positive
or negative. It can accelerate your success or hinder it. 

THE FINAL WORD
Looking successful is just as important as being successful. Whether
we like it or not, people judge us in a number of ways. To be credible
we have to look like we know what we are talking about and have
the skills and abilities to deliver. 

Lorraine Pirihi is Australia’s personal productivity specialist and leading life coach.
Her business The Office Organiser specializes in showing small business owners and
managers how to get organized at work so they can have a life! Lorraine is also a
dynamic speaker and has produced many products including How to Survive and
Thrive at Work! To subscribe to her free ezine visit www.office-organiser.com.au. 

Do the People in Your Organization 
Dress for Success? by Lorraine Pirihi 

“Market and manage vacancies
online from any location by

any staff member”

                                



10 March 2004 Residential Resource

There’s classic Baltimore: crab cakes, white marble stoops, the
Orioles. There’s quirky Baltimore: bouffant waitresses, John Waters,
window-screen art. And then there’s Laura Lippman’s Baltimore,
which contains all of the above, plus a few things you may not have
heard about. A giant ball of string. An immaculately preserved 19th-
century mill village. A naked guy with a harp. 

More about the string and the village later. Let’s start with the naked
guy. That would be Orpheus, a 24-foot statue on the grounds of Fort
McHenry, overlooking the real Baltimore Harbor. Lippman, author of
the Tess Monaghan series of crime novels, thinks it’s the best view in
the city. 

“It’s just a gorgeous place to walk around,” she says as we head
down toward the water. “The fact that there’s a fort here is almost
incidental.” She’s wearing jeans and a black leather jacket and looks
at least a decade younger than her 44 years. 

Lippman set her seven best-selling Tess Monaghan books in
Baltimore (the eighth is due out this summer), and she clearly adores
the place. On this brisk November morning, she’s agreed to show
me some of her favorite spots in the city. We’ve already stopped at
the old-timey Cross Street Market to stock up on hot, fresh Utz pota-
to chips, made on the premises. They are startlingly good, ruining
you forever for vending machine chips. 

Now we’re walking around the sea wall, past huge container ships
and marine terminals. It is gorgeous here, with the sun glinting off the
water, and the tableau of tugboats and warehouses reminding the
visitor that this is a city that works for its living. 

Baltimore has always had a special appeal for Washingtonians, pos-
sessing as it does everything that D.C. lacks: colorful neighborhoods,
working-class roots, ethnic food, corner bars, character. Lippman, a
former reporter for the Baltimore Sun who turned to crime fiction in
1997, writes about the city with a clear-eyed, unsentimental affec-
tion. Tess, her delightfully cranky heroine, is the very model of a
postmodern private investigator. With their ripped-from-the-head-
lines plots, delicious relationship subtexts and riffs on everything from
the ideal turkey sub to indie rock bands to long hair on women over
30, it’s easy to see why the books have won the hearts of both read-
ers and critics. 

Lippman, who’s nothing if not organized, has typed up a two-page list
of her favorite haunts. Lunch will be at Matthew’s Pizzaria, a much-
loved neighborhood joint in Highlandtown. On the way, we pass the
old Haussner’s restaurant, of Giant Ball of String fame. For more than
70 years the place had a special place in the hearts of Baltimoreans,
who came not only for the unpretentious food and kitschy decor but to
ogle the four-foot, 850-pound monument to thrift that the owners had
collected over the years. The eatery closed in 1999. 

“No tour of Baltimore is complete,” Lippman observes, “without
driving past something that used to be there. It’s a very Baltimore
way to talk: ‘Go by where Haussner’s used to be on Clinton Street.’” 

But first, a detour: the Hebrew Friendship Cemetery, next to Lord
Baltimore Uniforms on East Baltimore Street. Lippman wants to point
out the final resting spot of Baltimore benefactors Harry and Jeanette
Weinberg, whose names adorn buildings all over the city. Harry was
a grammar school dropout and self-made man who bought land. Lots
of land. “He had almost $1 billion when he died,” Lippman says,
“and this is where he chose to be buried. He’s got this huge piece of
land for just him and his wife.” 

“I do like Baltimore cemeteries,” Lippman muses. “And here, the
caretaker has added such a personal touch.” She means the cin-
derblock wishing well in the front yard, the little lamb statues, the
metal glider. If a cemetery can be homey, this one is. 

Matthew’s is cozy, too—a dozen oilcloth-covered tables, speckled
linoleum floor, a jukebox and a few gold-painted cherubs for class.
It’s been serving up pizzas for half a century—“one of those local
places that actually deserves all the accolades,” in Lippman’s opinion. 

Over fries and a crab pie, she talks about growing up in Baltimore’s
mill village of Dickeyville, her post-college reporting stints in Waco,
TX., and San Antonio, and her joy at returning to Baltimore at age
30. The city, she says, is a little insular. “When people say ‘Where
did you go to school,’ they mean high school, and your answer
reveals a world of information about yourself.” 

And then there’s that whole “hon” thing. “It’s complicated,” she says.
“It’s very much a relic of white, working-class Baltimore. Nostalgia
can be very charming, but there’s a lot of stuff it covers over. There’s
history there and it’s complicated and I never want to lose sight of
that. You never want it to become too campy.” 

The working-class neighborhood of Hampden is the epicenter of
camp, and that’s on Lippman’s list, too. But first we hit Fells Point,
one of the oldest parts of the city, home to shops, restaurants, bars —
and, for a while, to Tess. Our goal: the Antique Man, a shop on Fleet
Street, where the Giant Ball of String now resides. Owner Bob
Gerber is in the process of moving his shop to a new location just
down the block, but he agrees to let us take a peek at his new digs. 

“Oh yeah,” he says, “I’m gonna put the ball of string in the window.”
He says he paid $8,700 for it when Haussner’s closed, because he
could not bear the thought of the precious artifact leaving Baltimore.
“It’s a neat tribute to hard work.” Lippman nods approvingly. 

Baltimore, Wrapped in Mystery
by K.C. Summers, Washington Post Staff Writer

C O N V E N T I O N C O R N E R

“A Picture Is Worth A Thousand Words!”
“Pictures Rent Properties!”

Try Our Online Rental Listing Service FREE for 30 Days!
• Unlimited Photos!
• Unlimited Text!  

We Are The Future Of Rental Property Advertising!

www.123rentahome.com
(702)-360-RENT (7368)
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Gerber’s shop is crammed with freak-show finds—Kap-Dwa the giant
mummy, shrunken heads, dirt from Edgar Allan Poe’s grave, a stuffed
raven, a four-legged chicken, a Siamese duck, a glove from a Freddy
Krueger movie. An entire display case is devoted to Johnny Eck, the
famous Half-Boy—costumes, photographs, window-screen art. 

“This is neat,” Gerber says, pointing out a child-size coffin made of cast
iron. “These are extremely rare.” The intended occupant, he says,
wound up living, so the coffin was never used. 

As we leave the Antique Man, Lippman is happy. “I’m pretty sure not a
lot of guidebooks will tell you about the ball of string and Johnny Eck.” 

We head up Broadway, into Johns Hopkins territory, stopping briefly
at the Enoch Pratt Free Library on Cathedral, a beautiful space and a
particular favorite of Lippman’s. We check out the gilded birds on the
facade of the Continental Trust Building at Baltimore and Calvert
streets, where a young Dashiell Hammett worked as a Pinkerton
detective. Some think the place inspired “The Maltese Falcon.” 

Then there’s that other little-known Baltimore resident, Al Capone.
Seems the notorious Chicago crime king lived here for a while as a
young man, working as an accountant. He was treated for syphilis at
Union Memorial Hospital and, in gratitude, donated a row of cherry
trees, which still bloom today. True story. She swears. 

On the way to Dickeyville, we hit a few more spots—the Edgar Allan
Poe House on Amity Street, H.L. Mencken’s house in Pigtown,
Loudon Park Cemetery and its touching memorial to a group of
newsboys from the Baltimore Evening Sun, who drowned in a steam-
boat fire while on a newspaper outing in 1924. 

And then we emerge from the suburbs into the old-fashioned mill vil-
lage, which looks as if it were lifted intact out of a New England land-
scape circa 1800 and plunked down in western Baltimore. The com-
munity of 134 houses, about half an hour from downtown, once
included three mills, stone and frame houses for mill workers and
officials, schools, stone warehouses and churches. Now it’s a much-
sought-after neighborhood and national historic site. Lippman grew
up here on Wetheredsville Road—five doors down from the
Monaghans, “the quintessential Baltimore family” that would be grist
for the Tess books. 

Driving on to the leafy neighborhood of Roland Park, we gaze admir-
ingly at a sweet two-room bungalow nestled in the woods on a tiny
street off Cold Spring Lane. “I wanted this house. I lusted after it.”
But she could not have it, so Tess got to move there when she left
Fells Point. “Which means that Tess has a nicer address in Baltimore
than I ever did.” 

The sun is low in the sky now, but there’s one more treat in store,
one last piece of hidden Baltimore. In the middle of Hampden, we
turn onto a side street and suddenly we’re in Stone Hill, one of those
proverbial places out of time. The tiny enclave of weathered stone
houses was built for the workers of the neighborhood’s textile mills
more than 150 years ago. You would never find this place if you did
not know it was here. One of the little streets has never been paved. 

“It’s so rich,” Lippman says as we head back downtown. “People
expect that of a place like New York. But Baltimore?” 

© 2004 The Washington Post Company. 

Baltimore, MD, is the site of the 16th Annual NARPM Convention and Trade Show,
September 22-25, 2004.

Fact:  One-in-three employers get charged for payroll mistakes. Calculation errors, missed deadlines,
penalties...they’re a constant source of worry if you’re doing your own payroll.

So, isn’t it time you called Paychex? We’re the payroll specialist for hun-
dreds of thousands of businesses nationwide. Services include tax filing,
flexible payment options, and even payroll input from your PC. You get
perfect payrolls, accurate reports, and peace of mind at an economi-
cal price.

In addition, we can help ease your human resources and 
benefits administration with services like 401(k) recordkeeping and
section 125 plans.

Why put up with payroll headaches? Call today.

1-800-729-2439


National Association of Residential Property Managers members 

receive 15%off payroll processing. Mention code 5754.

Doing Your Own Payroll Can 
Cause a Pounding Headache.

www.paychex.com

             



CLUE or Comprehensive Loss Underwriting Exchange is an insurance
database. If you are unfortunate enough to be included on this list,
getting and keeping homeowner’s insurance can be nearly impossible. 

One way you get placed in this database is by filing a claim due to
water damage. Water damage itself is not the biggest problem home-
owners experience, instead the mold damage and the resulting legal
litigation are. In fact, the problem with mold is causing some of
America’s largest insurance companies to stop writing new home-
owner’s policies in some states.

Water and mold damages are not categorized in a way that deter-
mines the cause in every claim, but experts tell us that the biggest
culprits of home flooding are home appliances and plumbing leaks. 

Almost everyone has a story related to home flooding and costly
damage. This catastrophe has either happened to them or someone
they know personally. Somewhere a supply hose on the washing
machine burst or a toilet overflowed or leaked. Maybe they decided
to clean behind the refrigerator, and when they pushed it back, a
crack was created in the supply tube for the icemaker. These are
only a few of the many ways in which our appliances “soak” us.
With the trend of upstairs laundry rooms and our fast-paced
lifestyles, many people who haven’t already experienced this type of
devastation will be facing it someday soon. (Figures 1 and 2)

EXAMPLES OF WASHING MACHINE HAZARDS:
• Hoses can leak or burst.

• Fittings can fail.

• Internal components can fail that are supposed to stop the water
when the tank is full. 

• There are also tubes, clamps, and pumps that fail. 

• Even a clogged drain will cause water damage. 

The fact is that if something goes wrong with a water-supplied appli-
ance in your home, you are at risk of losing resale value in your
home. The reason: CLUE can make it difficult for your new buyer to
obtain an affordable policy.

Although the immediate reaction is to get angry with the insurance
companies, they do pay. State Farm said mold damage claims have sky-
rocketed. For the first six months of 2001, $157.3 million in mold
claims were paid out by insurance companies, compared with $34 mil-
lion for the first six months of 2000. “It’s literally a phenomenon that
caught us somewhat flat-footed,” a State Farm spokesman said. “Water-
related losses accounted for 40% of our losses in California.” 

The mold issue has become a “cash cow” for trial attorneys as insur-
ance companies have recently lost millions in mold-related lawsuits.

This is a devastating financial hit to them. In highly litigious states like
Texas and California, some providers have completely stopped offer-
ing homeowners policies.

The solution has been some outstanding new products on the market
for washing machines, dishwashers, icemakers, and toilets that will
provide you with the protection you need by immediately shutting
off the water supply when a leak is detected. These are very simple
devices that include automatic valves installed upstream of the sup-
ply hoses with a water sensor that is placed on the floor. (Figure 3)

For more information on the insurance crisis, call your insurance carrier, and ask
them for tips on how to best protect your home. Contact Scott Walter, OnSite PRO
Inc., at 800/667-4833 or visit www.onsiteproducts.com. 
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Home Flooding: Destruction to Your Home
Possible Cancellation of Your Homeowner’s Insurance. Facts You Cannot Ignore.
by Scott Walter, FloodStop

FIGURE 1
Appliances that “soak” us: washing machines, dishwashers, icemakers and more. 

FIGURE 2
Hoses can leak or burst, fittings can fail, and even a clogged drain will cause
water damage.

FIGURE 3
Prevent water damage with items that will provide needed protection by shutting off the water supply when a leak is detected. 
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Few things can waste more valuable time and resources or cause
more morale problems than mismatching the person and the job.
As a busy executive, you want to get the most out of your people
while protecting your investment in their training. 

Good employees turn up, not by magic, but through good hiring
practices, and smart hiring starts with smart interviewing. After you
have asked the usual “resume” questions—job history, education,
salary expectations, etc.—probe your prospect with questions that
will illuminate their hopes, goals, inclinations, and reservations. 

1. “Tell me about yourself. All the exciting and interesting things.” 

People offer revealing replies to that question. So many people,
even some top executives, say, “Oh, there is nothing exciting
about me.” You learn a lot about people’s self-esteem when they
answer that question. 

2. “If you could wave a magic wand and create a perfect environ-
ment to work in, what would it be like?” 

Suppose the potential employee answers, “I do not like to have
someone breathing down my neck. I like to be left on my own,
to make up my mind how to do things.” You know immediately
that this is the wrong person for a job that is heavily supervised.
(Choose someone who says, “I enjoy a lot of feedback” instead.) 

Consider both the demands of the job and the working environ-
ment. If a quiet, personable individual replies, “I love working
with people, but I would like to have my own space,” be sure
that is possible. Work areas quickly become private domains,
and rightly so, or people would not take pride in them. But if the
job requires sharing a table with the coffee machine, your
employee may not last or do the job well. 

3. “Describe the best boss you ever had. What made him or her so
special? Describe the worst boss.” 

If the description of the worst boss sounds anything like you, you
know that person will not be happy working with you. 

4. “What’s your hobby?”

There are many questions the law does not allow an employer to
ask—whether a person is married for instance. But you may
want to know something about a person’s private life to deter-
mine if the hours or job demands are going to be stressful. For
instance, if you need an employee who is bright and alert at an
early hour and his hobby will keep him up late on week nights,
you both may have a problem. Or if her hobby requires occa-
sional time off to participate, the time to discuss the appropriate-
ness of this is now. 

SOME QUESTIONS TO ASK YOURSELF
Before you sit down with a potential employee, ask yourself: 

5. “What am I offering this person besides money?” 

What opportunities for growth, excitement, achievement, and
fulfillment go along with the paycheck? Enthusiasm, motivation,

and persistence are rarely proportional to salary. Often they are
in inverse ratio. (Why else would anyone choose to be an artist,
performer, teacher, or writer?) Self-motivated employees are
great, but it never hurts to spotlight some incentives. 

But once you have the right people in the right jobs, your own job
still is not over. Ask yourself: 

6. “How do I keep my people highly motivated, productive, and
eager to come to work in the morning?” 

Your answers can be critical to a happy, productive, low-turnover
organization. Here are some suggestions. 

Start by making the job fun whenever possible to keep employees
from getting stale. Share the big picture with them, so they realize
their contribution is part of an important whole. Solicit their feed-
back and act on it to prove to them that they are really making a
difference. Then watch your people respond with hard work, loyal-
ty, and enthusiasm. 

Patricia Fripp, CSP, CPAE is a San Francisco-based executive speech coach, sales
trainer, and award-winning professional speaker on change, customer service,
promoting business, and communication skills. She is the author of Get What You
Want!, Make It, So You Don't Have to Fake It!, and Past-President of the National
Speakers Association. She can be reached at: PFripp@Fripp.com, 800/634-3035,
http://www.fripp.com. 

What to Ask Before You Hire  by Patricia Fripp, CSP, CPAE
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If you are the general contractor building a new apartment commu-
nity, is your carpenter more important than the electrician? Does the
plumber play a larger role than the roofer? As the manager of the
overall project, you know that building standards, the permitting
process, and attention to details lay the foundation for building a
beautiful apartment community. Drawing on this analogy, the foun-
dation for the success of your property management company relies
on a foundation of high quality, sound business practices, and atten-
tion to small but important details. This article will address how a
person’s level of compliance impacts performance—a key compo-
nents of the behavioral styles of those on your property management
team.

DEFINING COMPLIANCE
As a leader within your property management company, you have
certainly recognized the diversity of behavioral styles of those on
your team and you probably have considered how this impacts your
bottom line. Compliance can best be described as the way a person
responds to procedures and standards set by others. For instance,
their response to company policies, quality procedures, and meeting
deadlines will be a good indicator of their level of compliance. A
person’s level of compliance, whether it is lower or higher, can be an
asset to your property management company. Your level of compli-
ance as a leader is a combination of your inherent nature and the

nurturing of your upbringing. In addition, your level of compliance
was formed by the time you were 10 or 12 years old and will not
likely change over the course of your lifetime.

TIP FROM THE COACH
Time for you to be the coach! On a scale of 1–100, what level of
compliance does Pete Sampras have as compared to Andre Agassi?
Does it matter? Based on their levels of compliance, they certainly
have different styles, yet both are champions in their own way. As a
leader within your property management company, could the differ-
ing styles of Pete and Andre both find success on your team? Can a
person with a lower level of compliance work with a person who has
a higher level of compliance?

LOOKING FOR CLUES
When working with those on your property management team, a
person’s level of compliance can be easily determined by looking for
some observable clues. For instance, a person with a higher level of
compliance will be conscientious, systematic, conservative, and task-
oriented. In addition, the physical clues of a person with a higher
level of compliance include a neat and orderly workplace, diplomat-
ic interaction, striving for perfection, and a careful approach. On the
other hand, a person with a lower level of compliance will tend to
be unconventional, fearless, free-thinking in a team environment,
and have a lower attention to detail. The physical clues of a person

Compliance...The Architecture of Solid
Property Management Organizations 
by  Ernest F. Oriente, The Coach
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with a lower level of compliance will be someone who will use busi-
ness short-cuts for organization, will be creative when designing
rules/procedures, can readily adapt to change, and will often exceed
the speed limit if you are driving with them.

TIP FROM THE COACH
To quickly determine whether a person has a lower or higher level of
compliance ask yourself these two questions about each person on
your property management team: Is this person more introverted or
extroverted? Is this person more people-oriented or task-oriented?
Remember, a person’s level of compliance will offer visual, verbal,
and nonverbal clues.

COACHING A PERSON WITH HIGHER/LOWER LEVELS OF

COMPLIANCE
Ready for the next step? Once you have determined whether a per-
son on your property management team has higher drive or lower
level of compliance—the rest is easy! When communicating with a
person who has higher levels of compliance, here are some specific
ways to maximize your effectiveness when coaching this person: pre-
pare your requests in writing, present specifics, require a follow-up
action plan providing specific dates and milestones, and support your
ideas with data and testimonials. To coach a person with a lower lev-
el of compliance, here are some tips: focus on the big picture and
keep details to a minimum, support this person with a partner that
has a high level of compliance who can assist with follow-through,

when communicating be informal and flexible, and help this person
avoid over-promising in what they can deliver.

TIP FROM THE COACH
As the leader within your property management company, your
teams will deliver peak performance when you have carefully select-
ed a team with a range of lower and higher levels of compliance. In
addition, by carefully balancing the levels of compliance within your
teams, improved quality and increased creativity will result.

Would you like to know how your compliance measures on a scale
of 1–100? Would you like to know the level of those on your team
or be able to measure the level of compliance of people you are
interviewing for a position within your property management compa-
ny? Fax a note to 435/615-8670, or send an e-mail to ernest@pow-
erhour.com and we will fax you a one-page behavior assessment
form that can be completed in 10 minutes or less. Fax your assess-
ment form back to our office and in return, you will be confidentially
mailed an 11 page assessment (a $75 value) outlining your unique
level of influence. Then, we will schedule a 45-minute call (a $250
value) to review your results. (A small processing/analysis fee of $25
will be assessed; limit one per company)

Author’s note: Ernest F. Oriente, The Coach, is the founder of PowerHour®, a 
professional business coaching/recruiting service, and the author of SmartMatch
Alliances®. PowerHour® is based in Olympic-town—Park City, UT. To receive a FREE
property management success newsletter send an e-mail to: ernest@
powerhour.com. Recent PowerHour® articles have appeared in 3500+
business/trade publications and Web sites.

w w w . n a r p m . o r g
ORDER ONLINE IN THE MEMBERS ONLY SECTION

                 



“Vera, let’s have lunch next Tuesday.”

“Sure, let me make a note of it.”

“Still using that 39-cent spiral pad, Vera? And it is stuffed with loose
sheets. How do you keep track of it all?”

“Oh, for the most part it works fine.”

For the most part. But Vera has also missed
appointments, missed sales, and been embar-
rassed when searching, sometimes in vain, for
a date or price in her little pad while her boss
or a client watched.

Vera could benefit from an organizer. She has
looked at one or two, but says “I cannot
decide. They are so complicated. And expen-
sive. What if I bought one and did not like
it?”

Vera’s right; most time organizers are expen-
sive ($50-$300). And at first glance they can
be overwhelming. But, contrary to Vera’s
opinion, you do not need a master’s degree
to learn to use one. Just desire and patience.

Let’s talk about those two qualities for a moment.

How strongly do you desire to make an organizer part of your life?
(If really used, that is what it becomes.) There is no sense in making
a hefty cash outlay for something that will only collect dust and cre-
ate guilt: we have already got enough of those things in our lives.

The question really is: Do you desire to get your life running more
smoothly and effectively by being better organized? If you desire
that strongly enough, an organizer cannot only allocate your daily

activities but can help you keep track of and work on short- and
long-term goals, work and home responsibilities, brilliant ideas, your
finances and taxes, major projects, agendas for individuals and
meetings, and keep your important phone numbers at your finger

tips. For you world travelers, some include
maps of the world, time zones, and interna-
tional holidays.

You may not be convinced but at least you are
wavering or you would not have read this far.
Now comes the patience mentioned earlier (in
one sense, it refers to learning how to use the
system and sticking to it until it is a habit). It
also refers to how you shop for one. If you
have never owned a car, you would not buy
the first one you look at. Organizers have styles
and you want the style that best matches yours.

“Sounds like finding a mate,” Vera laughs. It
can be. When something works for us, we val-
ue it and integrate it into our lives. To people in
my time-management seminars I suggest that
they be patient and also take two pre-purchase
steps: first, talk to people who own organizers.

Find out what they like and do not like. Examine theirs, hold it.
What would they change about it? Has it really helped them? Talk to
both true believers and cynics.

Second, answer the following questions as best you can. They will
help you determine what features you need and want.

1. What size will I feel comfortable carrying? Pocket size? 8-1/2 x
11? Mid-sized (or “junior”)?

If the size is small, it limits the amount of information you can
carry. Some people like the pocket size for their calendar and
“to do”s but that is about all it can handle. The trade-off is it is
convenient.

Regular paper size (8-1/2 x 11) has the advantage that normal
paper and forms can readily fit in it. This size can easily inte-
grate a yellow tablet. It can also become cumbersome, especial-
ly if you travel a lot.

The mid-sized/junior binders are convenient to carry and fit in a
briefcase or purse, but have an odd-sized paper.

2. Should I get a leather binder? If you carry it with you rather
than leave it on your desk, then get leather. It can withstand
abuse and looks more professional than plastic or vinyl.

3. Should I get a zipper close? If you will be carrying your organiz-
er a lot, a zipper will keep papers from falling out. They also
protect the papers and information you have from being torn or
getting dog-eared. 
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4. Does the line-width complement my handwriting size? Is it too
small? Most people do not consider this until they get an organ-
izer that has lines too close together. Then they get frustrated
and stop using it.

5. How many rings does it have? Do I have to order a special hole-
punch to add my own pages? Some organizers have special
binder-ring configurations that require you to purchase an
expensive hole-punch in order to add pages.

6. Can I add pages? If it is spiral-bound, this is not easy. A binder
system allows pages to be added conveniently. Some of the
mid-sized/junior organizers’ pages are interchangeable so you
can really design your own system using pages from different
systems.

7. How complicated is it? Is it easy enough to learn and adapt to
quickly? Are the instructions clear? Is there a supplemental tape
explaining how to use it? Some come with booklets and/or a
tape, while others require a day-long class to learn the system.
Look for a system that is logically laid out and easy to learn.
Ideally, there will be a booklet and tape suggesting ways you can
adapt different sections to your usage.

8. How expensive are replacement pages? What will be my annual
cost for its care and feeding? Find this out before you buy your
organizer so you know what your annual average expenditure
will be.

9. Can I integrate other parts of my life into this system? (e.g., wal-
let, credit cards, calculator, check book, business card)? Does it
have a place to keep my pen? Some people, men included,
make their organizers their “purse” or “bag,” consolidating vari-
ous items that are normally spread out through pockets, brief-
case, and purse.

“But what if I lose It?” you ask. How many times have you lost
your wallet? Probably very few. You begin to treat your organizer
as your wallet. You do not put it down anywhere unless you are
right next to it.

If you decide to integrate your financial life into your organizer,
it can make your life simpler because everything you need is in
one place.

Some organizers come with an optional wallet that easily slips
into the organizer. Others have plastic sheets that conveniently
hold stamps, credit cards, or your business card file. And many
have pockets where you can put your check book. Some even
have a place for extra car keys, which works well as long as you
do not lock your organizer inside the car.

Imagine how you will feel opening your organizer to make an
appointment, or carrying it with you to meetings. Do you like its
look and how it makes you feel? Does it give you confidence or
will you be hiding it under your writing tablet?

10. How well is it constructed? Will it last five years with out looking
beat up? In my research and the research conducted by some
very large corporations, organizers are definitely an area where
you get what you pay for. Generally, the under $100 organizers
are not well made and often fall apart in one or two years. The
over $100 organizers will often last many years with only mod-
erate signs of wear. Any organizer will show wear, however, if

you are like one of my clients who was in the habit of leaving it
on top of her car and driving off at 60 mph.

11. Does the investment justify the use? Look at it in terms of how
long the initial investment will last. For example, if you refer to it
10 times a day for various functions, five days a week, and it
cost you $150, this averages out to 6¢ per usage in just one
year. That is not a lot to keep yourself organized.

After you have asked yourself all these questions, decide if you are
willing to change your habits to integrate a system into your busy life
and really use it. If you are not willing to change your habits to uti-
lize this new system, then save your money. You will only get more
frustrated and angry with yourself and your organizer.

If you are willing to make changes, then congratulations. Buy one,
even if you have to add to your already mounting Visa bill. You will
feel better and, if you are committed to using the system, you should
become more productive within weeks.

“Vera, you seem a lot more efficient these days.”

“I have a new mate. Unlike most mates, it does not have any bad
habits. And I have even dropped a few myself.”

© 1996 Morgan Seminar Group. Rebecca L. Morgan, CSP, CMC, specializes in cre-
ating innovative solutions for people-productivity challenges. She has appeared on
60 Minutes, Oprah, National Public Radio and in USA Today. She has authored
four books and co-authored three more. For information on her services, books,
and tapes, or for permission to repost or reprint this article, contact her at
800/247-9662, Rebecca@RebeccaMorgan.com, http://www.RebeccaMorgan.com.
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C O M P U T E R S O U R C E

Tracking all of your marketing effectiveness is a critically important
part of budgeting, management, and growth. It is imperative to know
where your business comes from. Figuring out how to determine that
is part art and part science. With the growth in Internet marketing of
our properties and services, some
of the rules have changed, while
many have stayed the same.

DETERMINING WHAT MATTERS
First you have to determine what
matters. For most property man-
agers what matters when market-
ing to tenants is a lease, and what
matters when marketing to owners
is a management agreement. This
is called “results” tracking rather
than tracking opportunities, you
are tracking the actual benefit that
accrues to your company.
Prospects do matter and are useful
in tracking conversion rates.
However, tracking prospects is usually phase two or three of any
tracking plan implementation.

Once you have determined what you need to track, you need to
define your marketing sources. Some sources are obvious—you pay
money to them, and they advertise for you. These include your Web
site, online listings services, online banner or other ads, and offline
sources like newspapers, yellow pages, yard signs, and the like.
Others are less obvious because you do not necessarily pay them—
existing owners and tenants, word-of-mouth, and others. When
defining your sources, be as specific as possible. Do not just define
“Internet”—define “www.mypmcompany.com Web site,” “Joe’s List
Online Classifieds,” “e-mail Blast Campaign from April 04,” etc.

TRACKING WHAT MATTERS
The easiest way to track agreements (leases and management agree-
ments) is to ask the owner or tenant where they found you. Some
property managers ask on the application or prospect materials, oth-
ers ask when processing the agreement. I recommend you track
sources on your prospect materials and carry it forward to the agree-
ment. If the source is missing from the prospect material, ask for it
when processing the agreement and transfer it back to the prospect
material or application. This way you have got both prospect tracking
and agreement tracking in place, and you can always go back to it.
Many companies have a section on their rental application that says,
“How did you find us?” or “How did you hear about us?” That is a
great start. Others place a code in their advertising, and ask the
prospect to mention the code. Usually this has to be combined with
some sort of incentive. When posting online listings to Joe’s List
Online Classifieds, for example, you might include some verbiage
like, “Mention program JLOC to receive $20 off your first month’s
rent.” If you use this type of coding, make sure the incentive is big
enough to stick in people’s minds, but do not break the bank.

Once you get the information, you need to track it. We have found
that Microsoft Excel is simple and does a decent job, if you do not
have any sort of custom marketing software. Use the rows for all your
sources (everywhere that you market), and the columns for dates (52

columns, one for each week is usually
sufficient). Use a separate worksheet
for each type of client (tenants/own-
ers). Whenever you get a lease, or a
management agreement, enter a
number into the appropriate column.
After a while, you will be able to use
Excel’s built in graphing features to
generate an easy-to-read graph of
your sources. You might be surprised!
The real power comes when you
make a small change to the way you
do things. For example, shrink or
grow your newspaper advertising, and
see if there is a spike or drop in the
number of leases signed from the
newspaper in a given time period. I

have known property managers who have cut back their newspaper
advertising by $6,000 per month before they noticed a negligible
drop in tenants coming from the paper. Now they are saving
$72,000 per year, and their results are the same.

UNDERSTANDING WHAT DOES NOT MATTER
Be sure you are tracking what really matters first. Many people make
the mistake of tracking applications, or even worse, phone calls and
e-mails. Those are not good measures of your success. A person who
doubles their phone calls may find that their phone number was list-
ed on the prison outplacement list and may not rent a single home
to a caller. Further, the number of inquiries is not a measure of suc-
cess. In fact, it may be the opposite. If you double the number of
phone call inquiries you get, but do not increase inventory (i.e., sign
management agreements) or shorten vacancy periods/reduce vacan-
cy rates (i.e., sign leases), you have just created a lot more unneces-
sary work and expense for yourself. I would rather have two inquiries
a day that net one management agreement, than 100 inquires that
produce the same net result.

SAVING TIME, MONEY, AND EFFORT
Ultimately, tracking your online marketing effectiveness only results
in a benefit if you act on the results. Once you have compiled a rea-
sonable data set, sit down and make decisions. Are you paying for
some marketing that produces no net benefit? Where can you
increase or decrease marketing expenses? Are there sources that are
producing, but not to their full potential? How can you fine-tune cer-
tain marketing sources to achieve maximum results? Understanding
the numbers enables you to make these decisions; making these
decisions saves you time, money, and effort.

Mike Anderson of HomeRentals.net prepares this column. If you have a question
you would like answered, e-mail him at mikea@homerentals.net.

Online Marketing Effectiveness by Mike Anderson, HomeRentals.net
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Interested in Sponsoring
Certification Classes?

Opportunities are available to chap-
ters that would like to further mem-
ber education, promote certification,
and increase their chapter funds by
sponsoring a certification class.
However, it takes time to plan a class
— so give your chapter five to six
month’s lead-time if you wish to
sponsor one of these events. 

Find out more by calling Bill Jackson,
RMP®, at 425/467-7785 or e-mailing
bill@protocolpropertymgmt.com. Bill
can provide you with the details you
need to make a Certification class a
successful venture.

FEES Early
RMP® Classes Registration* Registration*
Member $195.00 $225.00
Nonmember $250.00 $280.00
Retake $100.00 $130.00
RMP®/MPM® $97.50 $127.50

MPM® Classes
Member $395.00 $450.00
Nonmember $450.00 $505.00
Retake $300.00 $355.00
MPM® $197.50 $252.50
* To receive the early registration price payment must be post-
marked, faxed, or e-mailed 30 days prior to the class.

CLASS INFORMATION
• On-site registration begins at 8:00 a.m. Class hours

are 8:30 a.m. to 4:00 p.m.
• RMP® classes qualify for 6 hours of NARPM certifica-

tion.
• MPM® classes qualify for 12 hours of NARPM certifi-

cation.
• All materials will be given to students on the day of

the class.
• All attendees are required to make their 

individual hotel reservations.

CANCELLATION POLICY
Cancellations must be received in writing. If cancellation
notice is received at least 30 days prior to the class, a full
refund will be issued less a $25 processing fee. If cancella-
tion notice is received less than 30 days before the class, a
50% refund will be issued. No refunds will be made on
the day of class; however, the registration fee can be
applied to a later class with a $25 transfer fee.

Due to low registration, a class may be cancelled with 15
days prior notice. Registration fee would be credited to a
future class.

(Please print or type)

Name __________________________________________________________________________

Company _______________________________________________________________________

Address ________________________________________________________________________

City/State/Zip ____________________________________________________________________

Telephone __________________________________ Fax ________________________________

List Classes

Name of class Class Date Cost

__________________________________ ________________________________ $__________

__________________________________ ________________________________ $__________

__________________________________ ________________________________ $__________

Total $__________

Method of Payment

nn I have enclosed a check for $__________ Ck/M.O. #____________ Date_______________

nn Please charge my credit card in the amount of $__________ as follows:

nn Visa       nn MasterCard       nn Discover       nn American Express

Card Number _______________________________________________________ Exp. Date_____________

Name of Cardholder _______________________________________________________________________

Billing Address ____________________________________________________________________________

Signature_________________________________________________________________________________
I authorize NARPM to charge my credit card.

2004 RMP®/MPM® Certification Classes

RMP®/MPM® Class Registration

1. MAIL your form with payment to NARPM, 
P.O. Box 140647, Austin, TX 78714-0647.

2. FAX your form with credit card payment to
512/454-3036. Please do not mail the original.

Two Easy Ways to Register

Date Location Class Instructor

April 21 Fort Worth, TX RMP® Technology Jean Storms, MPM®

April 21-22 Fort Worth, TX MPM® Personnel Procedures Sally Backus, MPM®

and Employee Relations
April 22 Fort Worth, TX RMP® Tenancy Jean Storms, MPM®

April 23 Fredericksburg, VA RMP® Applying Wallace Gibson, MPM®

Technology to Property 
Management

May 11 Honolulu, HI RMP® Applying Jean Storms, MPM®

Technology to Property 
Management

May 12 Honolulu, HI RMP® Tenancy Ray Scarabosio, MPM®

May 15 Honolulu, HI RMP® Operations Suzanne Reeder, MPM®

May 21    Spokane, WA   RMP® Operations Suzanne Reeder, MPM®

May 23   Spokane, WA   RMP® Marketing Ray Scarabosio, MPM®

May 25    Naples, FL    RMP® Operations  Peter Meer, MPM®

May 26    Naples, FL    RMP® Marketing    Dave Holt, MPM®

May 25-26    Naples, FL    MPM® Personnel Procedures     Sally Backus, MPM®

and Employee Relations

To register for classes, complete the registration form and mail or fax with payment to NARPM Headquarters.
For more information call Headquarters at 800/782-3452.
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A few landlords have had to be sacrificed to accomplish what the
enlightened ones know is right. After all, the ends justify the means.
The enlightened know full well that equal housing opportunity is the
most important end, but it is sometimes hard to pin down violations.
The best way to guarantee equal housing is to scare the sense out of
landlords so they will “police” themselves.

That is the approach that the “Fair Housing” persecutors take with
enforcing the Fair Housing Act. Mind you, equal housing opportunity
is what we all want to accomplish. Whether someone will be a good
tenant or not is in no way related to skin color, race, national origin,
marital status, familial status, age, or handicap. Whether someone
will be a good tenant depends on his or her attitude, self-image, and
sense of responsibility.

You find out about those qualities through careful screening.

What I object to is the unfairness of “Fair Housing.” I went to one of
my favorite books, the OED (Oxford English Dictionary), and looked
up the word “fair.” Here is the definition that is appropriate to the
situation at hand: “10. Free from bias, fraud or injustice; equitable,
legitimate. Not taking undue advantage; disposed to concede every
reasonable claim.” 

Those are all qualities that we can aspire to in every part of our lives.
But can the Fair Housing persecutors proudly proclaim that they
aspire to those same qualities? Absolutely not. A few landlords have
had to be sacrificed for the greater good.

The history of Fair Housing enforcement is rife with unfair treatment
of landlords. Ignorance or misunderstanding of the law is no excuse,
but over and over again HUD and the Fair Housing testers have
obfuscated and changed on a whim the laws and rules governing
equal housing opportunity. For example for many years HUD
refused to even publish any kind of standards regarding occupancy,
because they wanted to decide for themselves what was reasonable

or let the courts decide. Isn’t that great for landlords who cannot
know what to do and certainly cannot afford to fight the Federal
Government all the way to the Supreme Court?

Fair Housing persecutors believe that every landlord is a bigot. Some
landlords just disguise it better than others. At a Fair Housing
Litigation Conference I attended I heard in so many words that they
knew all landlords would try to illegally discriminate, so it was these
enlightened ones’ job to catch them at it.

Then there is Florrie Brassier, who came from Virginia to save the
benighted community of Spokane, WA, from all those bigoted land-
lords. She posted a sign at the entrance to her office that says “If you
are not outraged, you are not paying attention.”

Those of us in the rental property industry were outraged at her high-
handed approach in whipping that community into her version of
shape. She picked out the landlords and businesses who could least
afford to fight and drove them into bankruptcy, in spite of the fact that
none of them did anything really to violate the Fair Housing Act nor
had any intention of discriminating illegally. Florrie was there to make
an example of them so the rest of the landlords would forget all about
trying to select good tenants, and would cower in fear that they would
illegally discriminate unwittingly. Too often the Fair Housing persecu-
tors equate “careful screening” with disguised illegal discrimination.

Being fair cuts both ways. The vast majority of landlords want to be
fair in their treatment of applicants and their tenant customers. If only
the “Fair Housing” enforcers would also take pride in their fairness.

Robert Cain is a nationally recognized speaker and writer on
property management and real estate issues. For a free sample
copy of the Rental Property Reporter call 800/654-5456 or visit
their Web site at www.rentalprop.com.
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