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Your New Beach Home

Ocean Enclave
Awaits You At

BRING 

YOUR BUYER 

TO FLORIDA! ALL 

EXPENSES 

PAID!

Under the beautiful South Florida sun, Ocean Enclave is located just steps from the 
sandy beaches of Pompano Beach.  One of the most highly desired residences in the 

area, homebuyers will enjoy a gated community with unique floorplans,
150 steps to the beach and an array of waterside activities.

These prestigious three-story townhomes feature:

• Three or four bedrooms • Three and one half bathrooms  • Private elevator
• Spacious dens  • Conveniently appointed kitchens • Two-car garage 

• Marble • Granite • Stainless steel appliances • Splash pool 

Paragon would like to fly you and your buyer down to discover Ocean Enclave, all 
expenses paid, including a reimbursement of your hotel & airfare when you buy 

at Ocean Enclave. Plus, receive 3% commission upfront. If luxurious beach living is 
what your buyer desires, then Ocean Enclave is what they deserve.

Join us at Ocean Enclave!

Pricing & Availability Subject to Change Without Notice
Broker Participation Welcome.

For more information please call Janet LeTang

954-369-7299

www.paragonhomes.net

ARTIST’S CONCEPT

Feeling Right at Home 
The fastest growing independent firm in the Toronto Real
Estate Board bucks traditional commission-sharing. 
By Susan Doran

salesperson with Right at
Home Realty recently
slam-dunked a $10+ mil-

lion deal and the office’s cut of the
$300,000 commission was a mere
$275.

What gives? Clearly not you if
you work for Right at Home Realty
(RAH), say brokers Arthur
Bartram and Howard Drukarsh. 

When they founded the firm in
the Toronto area 2 1/2 years ago, it
was with just themselves and a sec-
retary. Now with one main office
in Toronto and another in nearby
Mississauga, the company boasts
525 Realtors, making it the fastest
growing independent firm in the
Toronto Real Estate Board, as well
as TREB’s second largest indepen-
dent brokerage, says Bartram.

The Right at Home Realty
model, which is based on Realtors
paying relatively low transaction
and monthly fees rather than com-
mission-sharing, is a ‘refining’ of a
successful system used by the
Charles Rutenberg Realty offices
in Florida. 

Growth and recruiting are cru-
cial ingredients, because scale is
the key to success for a company
with a profit model like theirs,
Bartram says. Commissions are
declining throughout the industry
as the Internet increasingly allows
buyer and sellers to do their own
real estate legwork. RAH works on
the premise of economies of scale –
less overhead, but in particular,
more salespeople. 

The trick is attracting them.
RAH is doing that successfully,
currently increasing its sales force
by 25 salespeople per month, says
Bartram.  

He and Drukarsh attribute the
company’s rapid growth to the fact
that rather than commission split-
ting, their agents pay only a trans-
action fee ($275 per deal, no mat-
ter what the total earnings) and a
monthly fee ($49), giving them a
good shot at much higher profits.

“Our philosophy is that if the
salespeople are doing all the work
they should keep all the commis-
sion,” says Bartram. “We have taken
the word ‘broke’ out of ‘broker.” 

RAH’s premise is that the real

estate business is changing in ways
that make the broker’s help and
office facilities much less necessary
to Realtors than before, Bartram
says. First he has yet to meet a
Realtor who does not have a home
office, complete with high-speed
PC, fax, printer and scanner, he
says.

Second, technology such as
cell phones and Blackberry devices
mean that Realtors are more
mobile and don’t need to sit in the
office waiting for the phone to
ring.

Third, most of today’s salespeo-
ple are technically savvy and know
how to use the Internet to down-
load listings into MLS or get offers
to purchase and other documents
without the help of the support
staff at the office, he says.

At RAH, says Bartram, “there’s
less back and forth to the office.
Agents are empowered to do
things for themselves, rather than
paying their broker for functions
they’ve been doing themselves
anyway.”  

This is not to say that services
aren’t available to the salespeople.
“Technology-wise we’re leading
edge,” he says. “We provide the
infrastructure – all the tools the
Realtor requires.” Often to save on
the expense of in-house staff, these
services are contracted out.

Realtors pay suppliers directly
for some of the contracted services
they use (which saves RAH from
needing “an accountants payable
person,” Bartram says), including
web design and marketing and pro-
motional materials.

In addition, both main RAH
offices have board/client rooms
available to salespeople as well as
access to high-speed computers,
wireless connections, printer, copy
and fax facilities at no additional
cost.

“We don’t nickel and dime,”
says Bartram. 

A lawyer and mortgage broker
is also on-site. RAH agents can
earn referral fees both by referring
the in-house mortgage broker to
clients and by introducing new
salespeople to RAH.

E-mail and direct mail are

other ways the company recruits
Realtors. About 10 to 15 per cent
of those coming to RAH are new
licensees. RAH gives them 30
hours of mandatory training to
help battle the high attrition rate
for Realtors new to the business.

The bulk of recruits, though,
are from the major franchises,
Bartram says. With the cost of run-
ning such companies increasing,
“the burden is put on the salespeo-
ple,” he says. “So the salespeople
are seeking companies like us with
higher net income potential.” 

Bartram and Drukarsh say that
the lack of commission splitting at
RAH and “non-competing man-
agement” (neither of them sell)
have had the effect of banishing
office politics. There are no awards
or special privileges for top produc-
ers, no favouritism when it comes
to handing out leads.

“Our mission from the start was
to create a company that agents
can have fun in, with reasonable
fees, total support, no friction and
good profit,” says Bartram.

“I think we’re the happiest
office in Canada.” REM
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