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I . 

I N T R O D U C T I O N 
T H E  M L S  M I R A C L E

Every day, you witness small miracles you take for granted.

You turn on the water to brush your teeth. 
You turn on the lights in the office. 

You drive home along roads with thousands 
of other motorists, safely.

We count on the water to run, the lights to work, and our 
system of roads and driving norms to create order. We depend 
on the systems and rules that make these things possible, but 

we don’t often appreciate them.

If we stop to think about them for a moment, though - to 
really consider what it takes to deliver safe water to our homes, 

for example - they do take on a nearly miraculous quality.

So it is with the MLS. Your MLS.
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Every day, hundreds or thousands of real estate profes-

sionals go to work knowing they can count on some really 

important things from you:

• Reliable, up-to-date market information

• Assurance that they will get paid should they collaborate 

with another MLS member on a transaction

• A set of norms and rules that all MLS members agree upon

These things make the real estate market work. Yet they are 

too often taken for granted, and therefore appreciated less 

than they should be.

This is an undesirable position for any business. And given 

the changing nature of the real estate industry, it’s arguably 

perilous for an MLS.

We created this guide to help you communicate your value - 

your everyday MLS miracle - to members.

Our MLS system is unique in the world. It makes homeown-

ership happen for millions of people every year.

It’s time we celebrated that.

Members who are called upon to reflect on the value they 

receive from the MLS are happier members. Members who 

understand, at a basic level, why your MLS exists, will be 

more likely to follow your lead. Members upon whom the 

value of the MLS is impressed will share it with buyers and 

sellers.

This guide will help you make that happen.

Denee Evans

CEO 

CMLS

Lauren Hansen

President 

CMLS

Your market is n.
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I I .

T H E  M E S S A G E

Your market is unique. So is your MLS. There are services you 
provide that other MLSs do not, and vice-versa. You may 
be broker-owned or association-owned. Maybe you have 

a public website that generates tons of leads. 
Or maybe you don’t.

The point is, you have your own story to tell. What we 
provide below is a core message and value proposition 

that communicates the most powerful elements 
of what you deliver as an MLS. 

It is a foundation for you to build upon.
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It is simple by design. Within the MLS industry, we often 

talk in terms that the average agent or even broker will find 

unfamiliar. For example, while we may all understand the 

terms “Cooperation and Compensation”, many of your mem-

bers will not. The message must be communicated simply, in 

relatable language.

The message around your value as an MLS is therefore 

based on three things:

C O N F I D E N C E

You safeguard market information so 

your members can do their jobs  

confidently. They can count on the  

data within the MLS being reliable  

and timely; they can count on the rules 

guiding participation, cooperation,  

and compensation being enforced.

C O N N E C T I O N S

You create connections between pro-

fessionals with properties to sell and 

those with clients who may buy them. 

Your members are always plugged into 

this powerful network.

C O M M U N I T Y

You create, maintain and safeguard  

a dynamic community of professionals 

who work together on agreed upon 

terms. The magic of your MLS lies  

in competitors working together to  

create an efficient marketplace.

This core message - which we call the “3 C’s” - provides the  

basis for the marketing and communications examples provided  

below. It is the foundation of the MLS value proposition.



P R I N T  A D V E R T I S I N G
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Any good marketing or advertising campaign needs a tagline, 
phrase or mantra that captures the message concisely.

 

We could have said:

The trusted source
Data you can count on
The market in the palm of our hand

These would be accurate, but limited. Your MLS is not just 

about data. It’s not just about technology. At the most basic 

and valuable level it is about creating, maintaining and safe-

guarding an orderly real estate market in which members 

can thrive.

Making the market work 
By maintaining a community, by making connections, by 

fostering a fundamental confidence in the integrity of the 

information and rules governing the real estate market, your 

MLS literally makes the market work.

Brokers and agents sell homes. Appraisers appraise them. 

But your MLS creates the conditions necessary for them to 

do their jobs.

This is your value distilled down to its most powerful truth: 

You make the market work!

The tagline we have chosen is 

T H E  T A G L I N E
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Some MLSs have well-trafficked consumer websites; others 

do not. Some consider consumer awareness part of their 

mission; others consciously avoid this.

For the purpose of this guide, we focus on the real estate 

professional member as the channel through which consumers 

 come to appreciate the value of the MLS. Members who 

more deeply feel the value they receive from the services 

you provide will more effectively communicate that value 

to consumers.

We believe there are two simple messages that all your 

members should be prepared to share with buyers and sellers.

F O R  S E L L E R S :

When you work with a member of the MLS, you 

can be assured that your home will be placed 

in front of nearly every real estate professional 

currently working with active buyers. This is 

more powerful than any marketing or advertising.

F O R  B U Y E R S :

When you work with an MLS member, you will 

always have access to the most current and 

reliable set of available properties and have 

assurances that agents representing sellers will 

work with you.

We recognize there are many different views 
about consumer-facing MLS services. 

W H A T  A B O U T 
C O N S U M E R S ?

E M A I L 
M A R K E T I N G
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Where do you start? How do you make time 
for a new marketing campaign?

We know it isn’t easy. That’s why we created this guide. 
What follows are concrete examples you can use to bring 

the MLS message to market. Words, images, tactics 
- the elements you’ll need to start communicating 

your value effectively. 

I I I .

G E T T I N G  T H E 
W O R D  O U T
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S O C I A L  M E D I A

In our experience, you can expect that over 80% of your 

members are on Facebook. And while you can reach some of 

them some of the time through regular posts to your Face-

book page, a custom audience will always see your message.

There are an abundance of online tutorials that walk you 

through this process, and the Facebook Ad Manager is 

becoming increasingly user friendly. To get there, just click 

“create ads” in the menu on your MLS Facebook page.

Here are some sample ads using the MLS value message 

above – the “3 C’s” and Making the market work tagline. They 

are here as illustrative examples. Use them as-is or tailor 

them to your own market.

The point is that you are awakening your members to the 

invaluable role you play in their working lives.

 

Facebook advertising has become increasingly affordable, 

manageable and effective. Plus, you can manage Instagram 

ads – another platform many of your members use – directly 

from your Facebook account.

Your MLS probably has a Facebook page to which you  

post updates. Some of your members may like this page.  

But the truth is, “organic” reach - your ability to get your  

message in front of people on Facebook without paying  

- has diminished severely.

So if you really want to reach people (even your own  

members), it’s time to become a Facebook advertiser.

The most direct way to do that is through a Facebook “custom 

audience”. In simple terms, Facebook allows you to upload 

an email list (in this case, your member list) and will match 

those emails with the corresponding Facebook profiles. This 

is your “custom audience” to which you can advertise.

Good news: nearly all of your members engage in social media. 
Most commonly, they’re using Facebook.
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E M A I L

These and other mistakes kill effective email campaigns.

So, how do you communicate the value of your MLS to your 

members via email?

Unfortunately, many companies fall down on execution.

Emails that don’t adapt elegantly to viewing on a mobile 

phone. Too many images and an abundance of visual clutter. 

Writing that’s wordy and blocked into large paragraphs. Too 

much content, and too many links,

Email remains the #1 way to engage with people in the digital world. It is a universally 
used medium through which you’re already communicating with your members.

 Keep. It. Simple.

S O C I A L  M E D I A
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People (especially real estate professionals in the field) don’t 

read online. They “scan and skim” their way through copy.

People (especially 50+ real estate professionals) won’t pinch 

and squint to read text that’s too small.

People (especially busy real estate professionals) get over-

whelmed with cluttered emails with multiple messages. 

They’ll send emails that attempt to cover everything straight 

to the trash.

The MLS value message is simple by design. Make sure to 

retain that simplicity when communicating it to your mem-

bers via email.

Here’s some example email copy. Again, these are guides. 

You have your own communications plan and know what 

works best for you.

 

E X A M P L E  # 1

Subject line: “Miraculous” comes to mind

[member first name],

Think about it for a moment.

There are [number of members] members of [your MLS name].

They, and you, wake up every day and do a really important thing:

Work together to make homeownership happen.

You do this through [your MLS name].

Competitors, cooperating, to bring buyers and sellers together.

The MLS system is unique in the world. It’s a foreign concept outside 
North America. But here it provides the confidence, connections 
and sense of community so vital to the health of our housing market.

It’s an everyday miracle.

So, as you go out to tackle the day, we salute you. Together, we 
make the market work.

Sincerely,

[MLS President/CEO]
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E X A M P L E  # 2

Subject line: The number is jaw-dropping

[member first name],

Last month, the members of [your MLS name] sold [sales volume 
number] of real estate.

[sales volume number].

That’s an amazing feat that you helped make possible.

Congratulations.

[your MLS name] is proud to be your partner is making home-
ownership happen. The information we safeguard, the rules we 
enforce and the community we foster help you do what you do 
with confidence.

Thank you for helping us make the market work.

Sincerely,

[MLS President/CEO]

E X A M P L E  # 3

Subject line: Talk MLS to your clients

[member first name],

Your clients don’t really understand the MLS. And maybe you’re 
fine with that. You don’t want to confuse them with the details.

But consider this: if you use plain language to describe the benefit 
your buyers or sellers stand to realize because of your [your MLS 
name] membership, you can enhance your own value proposition.

Here are a couple brief talking points:

To buyers:

Because I am a member of [your MLS name], you will always have 
access to the most current and reliable picture of available proper-
ties and have assurances that agents representing sellers will work 
with you.

To sellers:

Because I am a member of [your MLS name] you can be assured 
that your home will be placed in front of nearly every real estate 
professional currently working with active buyers.

Keep it at a high level. Focus on the benefit to them.

Do this, and you’ll look good!

Sincerely,

[MLS President/CEO]
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P R I N T  M E D I A

Maybe you advertise in the association magazine or news-

letter; perhaps you have signage in your training room or 

member store; you may even have a presence at a trade 

show from time to time.

These are all places where you can impress your value 

upon members.

Here are some example print ads you could adapt to signage, 

office posters, flyers and more: 

Example 1 Example 4Example 2 Example 3

There are plenty of opportunities to communicate your value 
to members in the physical world, too.
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Example 1 Example 2
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Example 4Example 3
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You have an amazing story to tell. 
CMLS is here to help you tell it. 

As the organization representing you and over 200 other 
MLSs across the country, it is our mission to preserve 

and enhance the Multiple Listing Service.

Much is changing in the real estate industry. New entrants. 
Shifting business models. An ongoing evolution of the real 
estate professionals’ role. As this change rolls on, we need 

to speak more forcefully, and more clearly, about 
the foundational role the MLS plays.

Our future depends on it. 

L E T ’ S  G E T  T O  W O R K .

I V .

C O N C L U S I O N
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