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February Marco Island Real Estate Market Report
Good news for our hometown heroes! Florida Realtors® has said it
will stand up for a proposed state constitutional amendment (HJR
1/SJR 1746) that would make housing more affordable for teachers,
firefighters, law enforcement officers, military personnel, nurses and
others who have helped Florida residents during the pandemic. If
passed, this amendment would allow these dedicated workers to
receive an additional homestead exemption granting them some
essential property tax relief. In addition, Florida Realtors is supporting
the creation of a Florida Hometown Hero Housing Program (SB
788). The program offers zero-interest loans and helps with down
payments and closing costs for these hard-working
professionals. With Florida home prices on the rise many of these
professionals are unable to afford to own a home in the communities
where they work. At the end of last year, data from the Florida
Realtors® put the median sale price of a Florida home at just under
$374,000. That is a 21% increase from the year before! Florida
Realtors® President Christina Pappas fully supports finding ways to
make housing more affordable for these dedicated men and women,
so that “they have a chance of achieving the American dream of
homeownership.”
Locally, our own data shows just how difficult it is for our heroes to
purchase a home. Median sale prices have continued to increase on
houses by 76% and lots by 79%. The inventory also makes buying
difficult, as it is down by 62%. There is not even time for property to be
considered for very long, as days on the market continue to drop in all
categories!
The Marco Island Area Association of REALTORS® represents over 700 local
real estate professionals. The association provides valuable educational
programs, services, events, and resources to its members and subscribers.
Data courtesy of Marco Island Area Association of Realtors® Multiple Listing Service (MLS) for the period February 2021
and February 2022. For the purpose of this report, the following property types are measured: single family homes (RE1),
condos (RE2), and lots. Decimals rounded to the nearest whole number.
Stats are available on the 6th of the month for the month prior. We post them on Facebook and our MarcoRealtor.com
website. They are also posted as a link at the bottom of email flyers.
Real Estate Market Report - February 2022
Florida Realtor® Market Stats – Single Family Homes – January 2022
Florida Realtor® Market Stats – Townhouses & Condos – January 2022
Click Here for Digital Marco Island Real Estate Guide

March/April Education
Please note that the classes that are being offered through our Partner Associations are not going to show up in
your membership portal. The association that scheduled the course will be responsible for reporting attendance
if it is for CEs. Feel free to reach out if you have any questions. Caroline's Email

Cancellation Policy: If you register and cannot attend you MUST notify the Association at least 24 hours in
advance 239-394-5616 to cancel or you will be charged a $10 no-show fee.

Register Here for Below MIAAOR classes

Partner Association Virtual Classes (click link)

9:00am

So, You Want to be a Broker?
3 CEs

3/22

Accredited Buyer Representative (ABR) - 2 Day
Designation Course

1:00pm

Basic Negotiating Skills for
Today's Real Estate Professional
4 CEs

3/23

Grow Your Real Estate Business Globally Right
Now

3/23

12:00

RPL - How Realtors Can Save
on Taxes w BJ Cottrell

3/24

Newly Licensed? Now What? (4CE)

3/24

9:00am

FR/BAR Contracts w Bill Morris

3/24

Real Estate Confidential - Uncover the Secrets of
Successful Agents

3/25

8:30am

Pitch Plus

3/25

Fundamentals of Working with Residential
Investors (3CE)

3/30

12:00pm

RPL MIPD SGT HUFFOR
Rental Fraud/Property Scam

3/28

RENE: Real Estate Negotiation Expert (3/28 &
3/29)

3/31

10:00am

MLS - Reports & Stats

3/29

Short Term Leasing Contract Class (Non-CE)

4/5

10:00am

MLS - Contact Management

4/4

GRI 202

4/7

9:30am

Roadmap to a Successful
Closing ICE Course 3 CEs

4/4

Introduction to International RE (2CE)

4/8

8:30am

Pitch Plus

4/5

Fair Housing & Diversity (3CE)

4/13

12:00pm

RPL How to Take a Better
Listing w/ Sam Saad III

4/6

CIPS Course: Global Real Estate - Local Markets
(7CE)

4/22

8:30am

Pitch Plus

4/6

AHWD: At Home With Diversity 7CE

4/28

12:00pm

4/11

SFR 2-DAY 6CE

3/22

3/22

RPL Senior Living 101

DESTINATION
FLORIDA:
STRATEGIES FOR DEVELOPING A
FEEDER MARKET
By Richard Westlund for Florida Realtor magazine

There appears to be no end in sight for out-of-town buyers hoping to
make their new home in Florida. How can you reach them?
Like many Chicago residents, Dawn McKenna enjoyed spending family time at her second home in
Naples. So, after serving buyers and sellers in her local market for 14 years at Coldwell Banker, she
got her Florida license in 2017 and opened an office in downtown Naples.
Dawn McKenna

“I had been referring business to my contemporaries who wanted my
advice because I knew the Naples lifestyle,” says McKenna. “I was
asked to sell five cottage homes, because of my connections in the
Midwest. My team put signs in the ground, and we sold $38 million in
listings the first day.”
Now, McKenna and her 32-person, multi-state team—The Dawn
McKenna Group of Coldwell Banker Realty—draw on that strong
connection with the Midwest feeder markets to bring buyers to the
Naples area. “We advise them before they get on a plane, rather than
wait to take orders once they arrive,” McKenna says. “Our clients include a growing number of young
families coming to Naples from California, Arizona and Texas, as well as the Midwest.”
Today, it seems like almost everyone wants to move to Florida. So, it makes sense to take a
proactive approach to building those long-distance relationships. But to spend your marketing dollars
wisely, you need to identify the most promising feeder markets for your region. (See sidebar.)
Because Florida is such a diverse state, look at regional migration trends, which are often covered by
local real estate associations and news organizations. You could also dig into U.S. Census data or
other economic reports if they are available for your community.
Many businesses are also moving to Florida, leading to relocations of their executives and
employees. For instance, Palm Beach County has been successful in attracting financial services
firms from the Northeast U.S. and California.
“Our first step in developing a feeder market is to identify the locations and reasons that people are
moving to our area,” says Crista Ryan, president of Tina Fanjul Associates in Palm Beach. “We have
always seen clients from the New York area buying or renting in Palm Beach for the season, but
there has been an influx in the past year.”

Crista Ryan

You should also look carefully at your local demographics. If your area
has many French-speaking Canadians, for instance, Quebec could be a
potential feeder market. If there’s a Major League Baseball (MLB) spring
training stadium in your area, consider marketing to the team’s
geographic fan base. For example, Lakeland has been home to the
Detroit Tigers since 1934, earning the nickname “TigerTown.”
Once you’ve found a promising feeder market, develop an effective
strategy for generating business either directly with buyers or through
referrals from sales associates. Here are 10 suggestions for developing a feeder market.

1. Learn about your feeder market.
McKenna says one reason for her success is understanding the issues facing prospects in her
Midwest market. “We know all about taxes and demographics, as well as the winter weather,” she
says. “That knowledge helps us strengthen that connection between clients in Chicagoland and
Naples.”

2. Travel to your feeder market.
After Hurricane Irma in 2017 affected his business in Florida, Lee Goldberg opened an office in Las
Vegas, Nevada, and now serves the Reno market as well. “Hospitality is a key driver for both Orlando
and Las
Vegas,” says Goldberg, a sales associate with Coldwell Banker Realty in Winter Park. “Another plus
is that both markets draw buyers from Los Angeles and New York City.”
Lee Goldberg

3. Get licensed in another state.
Both McKenna and Goldberg are licensed in their feeder market states as
well as Florida. “It’s not a big deal to get that second license,” says
Goldberg, adding that it can open the door to building a professional
network in the feeder market. Holding a second license can also help you
serve Florida buyers considering moving to a different state.

4. Form a bi-state team.
If you plan to spend time in a feeder market, having an assistant or a team in your Florida office is
essential, says Goldberg. “You really have to look at your schedule and have good support in both
locations, because you can’t be in two places at once.” Of course, video conferencing is an effective
way to stay in touch when traveling isn’t possible.

5. Build a referral base.
Cultivating referral business has paid off for Vivianne Swietelsky, who leads the VS Miami Properties
Group at Charter Realty Partners in Miami. “Nothing beats those personal relationships,” says

Swietelsky, who has been actively involved in FIABCI–the International Real Estate Federation for
more than six years and is a past president of the Greater Miami Council.
Vivianne Swietelsky

“I have friends across the U.S. and international markets, and we refer
business to each other,” she says. “In the past year, I’ve gotten buyer
referrals from colleagues in Baltimore, New York, California, Illinois and
Florida.”

6. Determine your message.
If you live in a vacation market, showcase the warm-weather Florida
lifestyle. If you seek to attract buyers to an urban area, you could
highlight the state’s business infrastructure and work-from-anywhere features.
“We create email blasts, ads and social media content that appeal to the reasons people may be
coming to Palm Beach area,” says Ryan. “Once we get in the forefront of their minds, it’s up to our
agents to network and build trust with potential clients.”

7. Market your expertise.
Use a variety of channels to convey your messages to your target feeder markets. McKenna says she
uses digital, print and social tools to reach Midwest prospects. For example, she posts news items
about Naples on social media, reaches out to Illinois clients via phone, email and print, telling them
about the Naples lifestyle, and last year, she gave out key lime pies to Chicago-area clients. “Be sure
you highlight those connections on your website as well,” she says.

8. Use social media.
Swietelsky uses Facebook and Instagram to target prospects in her feeder markets. For instance, she
hosts “FIABCI Fridays,” a bi-weekly show livestreamed worldwide on Facebook. “I’m also getting
more contacts from LinkedIn, especially from real estate professionals from other states and
countries whose clients are interested South Florida,” she says.

9. Create lifestyle videos.
Goldberg says video plays a large part in his success in feeder markets. “I highlight what makes
Orlando or the Space Coast a great place to live, rather than simply as a vacation destination,” he
says. “That might mean playing golf, dining at a great restaurant or going kayaking in one of the
Florida springs. I want to keep things interesting for prospective clients without a hard sell. “

10. Cultivate relationships with recent arrivals.
Reach out to residents who may have moved from your feeder markets. After all, they may have
family or friends who also want to relocate to the same community. “Our biggest success has been in
repeat business, referrals from clients, friends and fellow real estate agents,” says Ryan.
While focusing on feeder markets is a great way to generate business from inbound buyers,
remember that you may also uncover opportunities to serve local sellers interested in moving out of
Florida. “Put your knowledge of feeder markets to work and cultivate those outbound clients,”

Swietelsky says. “It’s a great way to build and strengthen your referral relationships in the U.S. and
around the world.”

A changing pattern of migration trends
For decades, Florida has been a favored destination for U.S. and international buyers seeking
vacation homes or primary residences. The COVID-19 pandemic shifted some, but not all, of those
inbound migration trends.
“Despite a lot of predictions, COVID didn’t change the underlying U.S. migration flows that were in
place before the pandemic,” says Sean Snaith, Ph.D., director of the University of Central Florida’s
Institute for Economic Forecasting in Orlando. “New York and New Jersey continue to be big feeder
markets for South Florida, while the Gulf Coast and Central Florida attract buyers from the Midwest
states.”
Sean Snaith

Snaith added that people who move to Florida from the Rust Belt
states, or the Northeast are looking for a change in the weather as well
as the tax climate. “Other high-tax states, like California and Illinois, are
potentially good feeder markets for Florida’s real estate professionals,”
he says.
While inbound U.S. migration is up, COVID 19-related travel restrictions
have shut down the flow of buyers from Canada, Europe and Latin
America—the state’s three primary international feeder markets.
“South Florida is getting fewer buyers from the Caribbean, Central and South America,” says Ken H.
Johnson, Ph.D., a real estate economist at Florida Atlantic University’s College of Business in Boca
Raton. “But COVID isn’t the only reason. Many of the South American economies—except for
Venezuela—are doing relatively well this year, and that reduces the motivation to buy in the U.S.”
On the domestic side, Johnson says Florida’s indoor-outdoor lifestyle and work-from-home
convenience has helped widen the range of feeder markets beyond the Northeast and Midwest. Now,
buyers are coming from Western states like California, Oregon and Washington, as well as nearby
states in the Southeast. The Panhandle markets, for instance, appeal to second-home buyers in
Georgia, Tennessee, Alabama and Mississippi.

Ken Johnson

Drawing on FAU’s proprietary research, Johnson said population growth
in the Orlando, Fort Myers and Lakeland metropolitan areas is likely to
exceed 20% in the next 10 years, surpassing Miami, Tampa-St.
Petersburg, Jacksonville, Palm Beach County and Tallahassee. While
much of that growth will come from U.S. states, Johnson expects
international migration to pick up as well. “We expect an influx of buyers
from Canada and Europe in the next few years,” he says. “That will spark
growth in Orlando as well as the state’s coastal markets.”

MarcoRealtor.TheCEShop.com

eClosing and eSigning
Real Estate Transactions

Many types of documents need to be signed in a real estate transaction. A number of factors are driving the real estate
industry to transition from traditional paper and wet-ink signings to electronic signatures o n digital paperless documents.
This is known as a digital closing or more commonly called an eClosing.

TYPES OF eCLOSINGS

TYPES OF eSIGNATURES

There are three basic versions of eClosings. Each type is
distinguished by which closing documents are electronically
signed and the type of notarization used.

HYBRID eCLOSING

WET INK (SCANNED)

In a typical hybrid eClosing, the lender’s promissory note and any documents that
require notarization (deed, mortgage, etc.) are signed with traditional wet ink on
paper in the physical presence of a notary public. The rest of the closing documents,
which do not need to be notarized, are digital and eSigned.

IN-PERSON eCLOSING

X Joan

X

X

X

Smith

PLAIN TEXT

X
SCRIPT FONT

DIGITAL CAPTURE

A NEW LAYER OF SECURITY

X

(AKA “FULL” ECLOSING)

All documents are digital and eSigned. The lender’s promissory note and any
documents that require notarization (deed, mortgage, etc.) are eSigned, and the
eSignature is executed in the physical presence of a notary public. The documents
requiring notarization are eNotarized using a digital notary seal and the notary’s
eSignature. The rest of the closing documents, which do not need to be notarized,
are digital and can be eSigned without a notary being physically present.

eSignature platforms apply a “tamper-evident seal” to
electronic documents. Any attempt to alter t he documents
will break the seal and expose that the documents have been
changed.

BENEFITS OF AN eCLOSING
eClosings can enhance the closing experience for all the parties
involved while improving efficiency.

X

REMOTE ONLINE NOTARY (RON)

(AKA REMOTE ENOTARIZATION OR WEBCAM NOTARY) ECLOSING

All closing documents are digital and eSigned, and the lender’s promissory note
and any documents that require notarization (deed, mortgage, etc.) are eSigned
as part of an online video session between the notary public and the buyer/seller/
borrower. In the online video session, the notary interacts with the consumer in
real time while the consumer eSigns documents. The notary then eNotarizes the
relevant documents using a digital notary seal and the notary’s eSignature. The rest
of the closing documents, which do not need to be notarized, are digital and can be
eSigned without a notary being physically present.

Consumers can benefit from increased convenience and more time
to review documents before signing. eSigning also helps accelerate
the final closing with shorter signing appointments.
Settlement agents can benefit from shorter signing appointments
and increased efficiency with some documents being signed in
advance of the signing appointment. eSigning can also improve
quality control by ensuring that there are no missed signatures.
Lenders can benefit from reduced risk and operational errors as a
result of missing signatures. eSigning also allows lenders to offer a
more convenient closing experience for their borrowers.

Dawnette Norgren
Partner/CIO
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