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WELCOME 
A FEW WORDS ON THE USE OF THIS TOOLKIT
The Center for REALTOR® Development is pleased to share this toolkit filled with the best checklists, 
worksheets, and templates the Buyers by Generation: Success in Every Segment course has to offer. 
These materials are intended for your use; adapt them for your needs, rip them out of the booklet, 
make notes and fill them out. 

These pages are just a snapshot of the knowledge, practical tools, and expert advice that you get 
when you take the Buyers by Generation: Success in Every Segment course.

To take the Buyers by Generation: Success in Every Segment course, visit training4re.com. The 
online, self-paced version of the course is coming soon—watch for it at onlinelearning.realtor.

The course also counts as an ABR® elective. To learn more about the ABR® Designation,  
visit rebac.net.

No part of these materials may be reproduced, in any form or by any means, without permission in 
writing from the National Association of REALTORS®. The National Association of REALTORS®, and 
its wholly-owned subsidiary, the Center for Specialized REALTOR® Education, its faculty, agents, 
and employees are not engaged in rendering legal, accounting, financial, tax, or other professional 
services through these course materials. If legal advice or other expert assistance is required, the 
reader should seek competent professional advice.

National Association of REALTORS®  
Center for Specialized REALTOR® Education  
430 North Michigan Avenue Chicago, Illinois 60611 

Real Estate Buyer’s Agent Council (REBAC)  
800-648-6224  
rebac@nar.realtor 
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http://training4re.com/course/92/Buyers-by-Generation-Success-in-Every-Segment/0/0/0/92/All/0/registration
http://onlinelearning.realtor
http://rebac.net
mailto:rebac%40nar.realtor%20?subject=
http://rebac.net


TABLE OF CONTENTS
Generational Formative Events .............................................................................................................................................................................1

Millenial: Communication Dos and Don’ts ..................................................................................................................................................2

Generation X: Communication Dos and Don’ts ......................................................................................................................................2

Baby Boomer: Communication Dos and Don’ts ....................................................................................................................................3

Silent Generation: Communication Dos and Don’ts ...........................................................................................................................3

Millennial Buyer Counseling Checklist........................................................................................................................................................... 4



GENERATIONAL FORMATIVE EVENTS

SILENT GENERATION

1940
 X End of WWII (1945)

 X Start of Cold War (1947)

1950
 X Korean War (1950–1953)

 X Soviets launch first satellite Sputnik (1957)

BABY BOOMERS 1960

 X Construction of Berlin Wall (1961)

 X Cuban Missile crisis (1962)

 X John F. Kennedy assassination (1963) 

 X Assassination of Martin Luther King Jr. (1968)

 X Assassination Robert Kennedy (1968)

 X Moon landing (1969) 

 X Woodstock (1969)

GENERATION X 1970
 X Watergate (1970s) 

 X Vietnam War and protests (1959–1975)

 X Iran Hostage Crisis (1979–1981)

MILLENNIALS

1980
 X Chernobyl (1986)

 X Space Shuttle Challenger explosion (1986)

 X Fall of the Berlin Wall (1989)

1990

 X Dissolution of Soviet Union (1991)

 X Gulf War—Desert Storm (1990–1991)

 X Rodney King trial and riots (1992)

 X Oklahoma City bombing (1995)

 X Columbine school shooting (1999)

 X Corporate downsizing, layoffs

 X Internet, global connectedness

2000
 X 9/11 terrorist attacks (2001)

 X Virginia Tech shooting (2006)

 X Great Recession, home foreclosures (2007–08)



MILLENIAL:  
COMMUNICATION DOS AND DON’TS

Communication Dos Communication Don’ts

 X Get to the point—all messages should be 
relevant and value added.

 X Embrace technology such as email, texting, 
virtual tours, Instagram, and Twitter.

 X Remember that Millennials use the internet 
for everything.

 X Be sincere and authentic. Millennials need 
to know that you’re engaged. 

 X Customize your messages and service.

 X Respond immediately, within two hours if 
possible. Validation is key.

 X Communicate on their terms. If they text 
you, text back. If they call you, call back. 

 X Send handwritten notes. 

 X Consider the best way to convey 
information. For example, send a text to say 
you are sending an email with listings for 
them to review.

 X Waste time with irrelevant or unnecessary 
information.

 X Forget that some communications are 
best face-to-face, especially during the 
negotiation process.

 X Assume Millennials have a home phone 
number or TV.

 X Fake your familiarity with technology and 
social networking tools.

 X Send Millennials listings that don’t fit their 
needs and wants.

 X Feel you need to act on messages 
immediately but do acknowledge them. 

 X Try to use Millennial lingo—you’re probably 
out of date.

 X Forget that all generations appreciate a 
personal touch.

 X Mistake a lack of assertiveness for a lack of 
confidence about buying a home.

GENERATION X:  
COMMUNICATION DOS AND DON’TS

Communication Dos Communication Don’ts

 X Ask about preferred communication 
methods. If part of a couple, ask if they both 
want to receive email listings. 

 X Provide advice and other insights from your 
experience.

 X Ask for plenty of feedback throughout the 
process.

 X Respond in question and answer format, 
addressing all points and questions they 
have. This facilitates comprehension and 
saves them time.

 X Impose your preferred communication style. 
Customize your approach based on their 
unique preferences.

 X Tell them what to do or they’ll  
push back. 

 X Assume they will tell you if they want you to 
do something differently. It is easy for them 
to just walk away, similar to the concept of 
“unfriending” on social networks.

 X Provide unnecessary information. Be direct 
and don’t waste their time.



BABY BOOMER:  
COMMUNICATION DOS AND DON’TS

Communication Dos Communication Don’ts

 X Listen more than you talk.

 X Be available and responsive (can leave 
voicemail indicating availability and when 
you will be returning calls).

 X Be brief, concise, and to the point.

 X Give your undivided, focused attention.

 X Follow-up frequently.

 X Maintain personal touch points. Should be 
regular and consistent but doesn’t have to 
be a lot.

 X Assume you know what they want. Respect 
their experiences and preferences.

 X Wait longer than one day to respond. 

 X Provide unnecessary information or waste 
their time.

 X Answer other phone calls (perceived as 
disrespectful).

 X Assume you must connect with them. 
Boomers want to know you’re thinking 
about them, but don’t necessarily have to 
talk to you. 

 X Forget to use email and other technologies 
in addition to face-to-face communications.

SILENT GENERATION:  
COMMUNICATION DOS AND DON’TS

Communication Dos Communication Don’ts

 X Follow through on promises.

 X Be punctual. Call at the time you said you 
would.

 X Be professional.

 X Ask about communication preferences. 
Some are quite proficient online or prefer 
electronic information to share with their 
children.

 X Document everything. Prepare extra 
copies to share with adult children or other 
decision makers.

 X Stay in contact. If going out of town, advise 
when you will return.

 X Have a sense of humor.

 X Forget that they are trusting and take your 
word at face value. Handshakes mean 
something to them. 

 X Call in the evening or late at night. The best 
time to call is between 9am–2pm.  

 X Dress too casually or forget to use proper 
titles (Mr. and Mrs.; Sir, Ma’am).

 X Assume that they are afraid of the internet 
or don’t use smart phones. 

 X Forget that some they may need or 
appreciate help remembering key details 
and decisions. 

 X Forget that they appreciate personalized 
notes.

 X Be afraid to use appropriate humor they are 
ready to share a laugh.



MILLENNIAL BUYER COUNSELING CHECKLIST

 � Are you a first-time homebuyer? Repeat buyer? If you’ve bought before, what worked well? Did 
anything surprise you? 

 � What are your notions of the home buying process? What have your experiences been like? What 
have your friends’ and families’ experiences been like? 

 � Are there TV shows or online resources that you have found helpful in researching the home 
buying process? Do you have any questions about what you’ve seen? 

 � How do you envision the home buying process? What excites you? What concerns you?

 � Have you worked with a real estate professional before? What worked well? What would have 
improved the relationship? 

 � What are you expecting from me? What do you consider most valuable? 

 � What type of community appeals to you? Describe your ideal neighborhood. 

 � What do you enjoy doing when you’re not at work? What activities and hobbies do you enjoy? 

 � How long do you plan to live in the home?

 � Do you have children? If so, how old are they? What is important to you about schools? 

 � What is your ideal timeframe? 

 � What do your career goals look like over the next 5-10 years? 

 � Do you have family in the area? 

 � Do you have pets? 

 � What features are most important to you in a home? Are there any non-negotiables? 

 � What is your budget?

 � Do you have an interest in energy efficiency, walkability and/or healthy living?
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