FEATURE

Through the

Michael Glynn,
Karen Mattingley
and Peter Pokorny
share their insights
into the real estate
industry and
whether attitudes
change across the
generations.
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The real estate industry is
constantly evolving. The
Journal looks at how the
different generations react
to change, market to different
age groups and their attitudes
in the workplace.
BY JESSICA ABELSOHN
roperty transactions have been around
forever. Real estate is not a new profession,
however it is a constantly evolving one. For
real estate professionals to survive, it’s
necessary to adapt to change, embrace new things
and listen to other professionals no matter what their
age. From Baby Boomers right down to the
Generation Y’s, those working in the industry need to
understand the differences between ways of work,
building relationships and marketing.
There is a lot to learn from older and younger
professionals. While social media is definitely a
tool to be embraced, younger agents should not
be discounting the importance of picking up the
telephone or meeting a client face-to-face. Similarly,
the older generation need to understand the way
Generation Y’s and younger want a sense of
appreciation in order to get the best out of them.

In the office
While work ethic may be an individuals’ prerogative,
there is no denying that the different generations
respond in different ways. Karen Mattingley,
General Manager at Laing+Simmons North Sydney,
understands the need to work with professionals of
different ages to get the best out of them. “Smart
business owners realise that they need to explore
and understand the career goals and aspirations of
their staff as individuals. Once they understand that
and can tailor a role to suit, that’s when you unleash
an employee’s passion and motivation and maximise
their output, loyalty and willingness to contribute to a
bigger team goal,” she said.
According to Ms Mattingley, this is especially true
when it comes to Generation Y. “While leaders in
the past may have found it difficult or not necessary
to consistently recognise and reward their staff,
Generation Y expect it and respond well to it. »
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“If you can successfully consult and engage with
them they respond very well to structure and
process, will challenge the status quo and are
very responsive to change.”
Part of Generation Y himself, Peter Pokorny,
real estate agent at Harcourts Hills Living in
Baulkham Hills, believes the younger generation
is the one to watch. “I believe that it is the younger
generation now driving the industry through
change, innovation and the attitude that being
a real estate agent is a great career path to
create your own success,” he said. “The younger
generation of real estate agents typically have
a professional standard of operation, adapt the
latest marketing available to both properties and
their own profile, and training is being embraced.”
But according to Baby Boomer, Michael Glynn,
real estate agent at McGrath Leichhardt, age
should not matter. “The key has always been
whether you are being genuine. All the rest is, in
my opinion, just process and administration.”
Ms Mattingley acknowledges that people may
deal with things differently depending on their
age demographic. Her office has adapted to
work with this. “We are now trying to match the
communication styles of our landlords with our
property managers,” Ms Mattingley noted. “For
example, if a landlord has expressed that they
prefer communication via phone, we will allocate
that property to a Baby Boomer or Generation X
employee, whose mode of communication aligns
with that of our landlord.”

Marketing matters
When it comes to marketing, are the older
generations embracing the online world? No
matter what generation the professional falls into,
the importance of being available to current and
potential clients is paramount. The difference,
however, lies in the way a particular professional
is available – whether it be on the other end of a
phone or the other side of a computer screen.
“Anyone today who is serious about their
business needs to recognise that they have
to make themselves available to buyers and
sellers,” Mr Glynn observed. “This is not a nine
to five business.”
Ms Mattingley noted that, unsurprisingly,
Generation Y seem to be the leading adopters
of technology when it comes to marketing.
“Because Generation Y is traditionally faster
to adopt change, they are more innovative
and willing to trial new marketing initiatives,”
she said. “They appreciate the power of social
media and consumer behaviour when it comes
to researching property. They are also highly
focussed on property presentation and how it will
be viewed, hence their eye for detail is somewhat

heightened as they appreciate the power of
online marketing and that first impressions
count.” Ms Mattingley also said however, that
Generation X’s and Baby Boomers should be
using this to their full advantage and learning
from their Generation Y counterparts.
According to Mr Pokorny, this is happening
in some offices. “Through younger agents and
their proactive approach to the industry, I believe
this is filtering through all generations working
in the industry and driving change and a higher
standard of operation,” he said.

Relating to clients
When it comes to relating to clients, all three
generations recognise the importance of the
personal connection. However, there is a
difference in the way the initial connection
is made.
“While the Baby Boomer generation and
Generation X to a great extent are more prone
to primarily building relationships face-toface or via the phone, the distinct difference
for Generation Y is that they see their primary
mode of communication as social media,
email or SMS,” Ms Mattingley noted. “While
this is definitely a more efficient mode of
communication, the risk is always that the written
word can be interpreted in many different ways,
especially if they are dealing with a baby boomer
client who is not as comfortable with email or
SMS as their primary means of communication.”
According to Mr Glynn, age should be no
barrier to making a solid connection. However the
way you market to a client may change. “If you
listen carefully and take a genuine interest in the
clients’ circumstances whether they are a buyer
or seller, success will follow. But it is sensible to
tailor things to suit particular circumstances or
needs. Some clients may be more experienced
than others and they may need less guidance
than others, or conversely someone may need
a greater degree of hand-holding through the
buying or selling process. It really depends on
the situation.”
Despite the age gap however, Mr Glynn, Ms
Mattingley and Mr Pokorny all believe that at
the end of the day, success comes from asking
the right questions, no matter what the age of
the client. “I think the most successful people in
the property industry are those who can relate
to clients at every level,” Ms Mattingley said.
“The challenge for most people in the property
sector (sales or property management) is
perfecting the skill of asking the right questions
and establishing the client’s needs and priorities
first, prior to leading into their sales pitch and
proposing a solution.”

No matter what
generation the
professional
falls into, the
importance of
being available
to current and
potential clients
is paramount.

A changing industry
The need to change alongside
the industry is paramount,
especially when it comes to the
ever-changing online world.
“The mobile phone has
transformed how we all
communicate today and our
industry is no different to any
other area of life,” Mr Glynn
noted. “We are seeing the need
to be available almost 24/7.”
According to Mr Pokorny,
the biggest change that he has
seen through his time in the
industry is the way properties
are marketed, the fact that the
auction method is more widely
used and the way potential
purchasers inspect properties
through open houses, rather
than private viewing days with
real estate agents.
For Ms Mattingley, the
biggest change is the
disappearance of the one-sizefits-all approach. This refers to
staff management, marketing
and customer service. “In my
opinion, it is the agencies that
are responding to change in
all facets of their business
and are constantly evolving
that are reaping the greatest
rewards,” she said.
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Meet our
REPRESENTATIVES

BABY BOOMER

GENERATION X

GENERATION Y

LICENSED REAL ESTATE AGENT AT
MCGRATH LEICHHARDT

GENERAL MANAGER AT
LAING+SIMMONS NORTH SYDNEY

LICENSED REAL ESTATE AGENT AT
HARCOURTS HILLS LIVING

“I entered the real estate industry in
order to become self-employed and
independent. I saw it as a route to a
more prosperous way of life. Ambition
plus hard work equals success.
“On the whole I have found working in
this industry very satisfying and fun. It’s
never dull and the variety of challenges
and opportunities is constant.
“Every sale or transaction has something
unique about it, usually arising from the
various parties involved. That is again
what is so satisfying about the business.”

“I originally considered a career as a
Chartered Accountant but after a week
of work experience and being trapped
behind a desk all day in an office tower, I
quickly realised it was not for me. I am a
people person, so the choice of a career
in real estate was an easy one. I genuinely
enjoy helping people and had an interest in
property from a young age, so it seemed
like a natural fit.
“Prior to the days of email, in my last
term of high school, I typed up individually
addressed letters of introduction, attached
my resume and sent them to 50 local real
estate agents. A local agent actually turned
up on my front door step one Saturday
afternoon, impressed with my initiative. We
had a chat there and then, she offered me a
cadetship as a junior property manager on
the spot and the rest is history.”

“After completing a week of work
experience while still at school with a
local real estate office, I decided that
was the career path for me.
“The fact that I’m not restricted to an
office space every day and rather out and
about meeting people, viewing different
properties were attractions to the industry.
“My journey in the industry hasn’t
necessarily been the smoothest. I have
worked in a number of offices along
the way and different areas. Although
probably not the ideal approach, this path
is one that has allowed me to learn and
build a broad knowledge along the way.”

Michael Glynn

Karen Mattingley

Peter Pokorny
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