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With the arrival of COVID-19 in the early months of 2020, many colleges and 
universities throughout the country closed their campuses and pivoted to 
virtual class offerings. This limited opportunities for student engagement 
activities and curtailed or eliminated summer internships. .   

Among the students facing this were those enrolled in property management 
programs at Virginia Tech and University of Alaska Anchorage, both of which 
immediately began searching for meaningful and creative alternatives to 
replace in-person experiences in the midst of a pandemic. One such 
alternative was a writing competition. Virginia Tech offered students the 
opportunity to take part in this competition as a way to earn credits toward 
an internship, and UAA offered the competition as a way to create 
engagement for its WPM+RE students during the uncertain COVID times. In 
both cases, the winner received a cash prize, and IREM stepped in by offering 
to publish the winning entries. 

Here are the winning entries: 

Tying Emotional Intelligence to the Customer Experience in Real Estate 
Management – submitted by Lindsay Murray, a student in the Weidner Property 
Management and Real Estate Program at University of Alaska Anchorage 

Bridging the Gap: Technology and Property Management – submitted by Angelee 
Hayes, a student in the Residential Property Management Program at Virginia Tech 
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Tying Emotional Intelligence to the 
Customer Experience in Real Estate 
Management 
 
Lindsay Murray 
Student, Weidner Property Management and Real 
Estate Program, University of Alaska Anchorage 

In IREM’s Leadership Handbook for Real Estate 
Professionals, emotional intelligence (EQ) is 
identified as the “ultimate leadership 
competency,” accounting for 90 percent of 
the difference between average and star  
performers in senior leadership positions.1 It 
is defined by leading researchers in the field, 
Peter Salovey and John D. Mayer, as “the 
subset of social intelligence that involves the 
ability to monitor one’s own and others’ 
feelings and emotions, to discriminate among 
them and to use this information to guide 
one’s thinking and actions.”2 A review of the 
IREM Leadership Competency Model reveals 
why this ability is so critical, as many of the 
identified skills involve managing 
relationships and communicating effectively 
with others.3 These skills are not only relevant 
to formal leadership roles, however; 
emotionally intelligent managers and 
employees also can leverage these skills to 
improve the “customer experience” (i.e., 
tenant satisfaction and client relations).  
In the Harvard Business Review article, 
“Understanding Customer Experience,” 
customer experience is discussed as a series 
of “touch points” and “at each touch point, the 
gap between customer expectations and 

experience spells the difference between 
customer delight and something less.”4 The 
article goes on to mention that, “Not all touch 
points are of equivalent value. Service 
interactions matter more when the core 
offering is a service.” Real estate management 
is a service industry, and real estate managers 
are at the center of this service offering. They 
play a critical role in the customer experience, 
and those with strong emotional intelligence 
will outperform others at these pivotal touch 
points by building stronger relationships and 
communicating more effectively with their 
tenants and clients. 
 

The Four Components of Emotional 
Intelligence 

Emotional intelligence is broadly defined 
as having four basic components: 

Self-Awareness: An internal 
understanding of your emotions, biases, 
personality, strengths, and weakness, and 
how these factors affect or influence your 
behaviors and actions towards others.  

Self-Management: The ability to use your 
self-awareness to situationally control 
and modify your behaviors to achieve 
more productive or effective outcomes.  
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Social Awareness: The recognition of 
others’ emotions, biases, personality, 
strengths, and weakness, and how these 
factors affect or influence their behaviors 
and actions. 

Social Management: The ability to use the 
first three components to more 
effectively navigate scenarios in a way 
that builds stronger relationships, instills 
trust and influence, and ensures 
communication is productive.5 

Understanding the four components of 
emotional intelligence – specifically the 
component of social management – it is 
easy to see how this competency can be 
leveraged by real estate managers and 
professionals to improve the customer 
experience.   

 

Improving the Customer Experience 
with Emotional Intelligence  

In real estate management, the customer 
experience is not an isolated incident or 
transaction. It is an ongoing series of 
touch points that form the core of a 
relationship. The strength of that 
relationship sets the stage for whether 
interactions with your customers will be 
positive, whether customers will work 
proactively with you to overcome 
conflicts when they arise, and ultimately 
whether customers will become a 
promoter of you, your property, and your 
organization.  

In the IREM White Paper, “Building 
Relationships,” Shannon Alter, CPM®, 
states, “The first step in successfully 

building professional relationships is to 
understand that trust and respect are the 
cornerstones of any winning 
relationship.”6 Stephen Covey uses the 
metaphor of an “Emotional Bank 
Account” to describe this point, 
comparing relationships to a series of 
deposits and withdrawals.7 Deposits into 
this Emotional Bank Account happen 
through touch points of courtesy, 
kindness, honesty, professionalism, 
problem-solving, empathy, active 
listening, and keeping your 
commitments. Withdrawals from this 
account look like disrespect, 
overreacting, incompetence, being 
unprepared, miscommunication, or 
arrogance. The balance in this account 
shapes and determines the collective 
customer experience. As Covey states, 
“When the trust account is high, 
communication is easy, instant, and 
effective.” But, when the account is 
overdrawn and trust is low, “Then what 
flexibility do I have? None. I’m walking on 
mine fields.”8   

Initiating deposits, controlling 
withdrawals, and monitoring the balance 
of your Emotional Bank Account with 
others becomes easier with strong 
emotional intelligence. Self-awareness 
will allow you to better understand how 
your behaviors toward others are 
influenced by your emotions, and self- 
management will enable you to make 
more deliberate and productive decisions 
with that information. Social awareness 
will help you understand how others are 
feeling and how they may perceive 
certain behaviors. While social 
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management will allow you to utilize 
these three components to most 
effectively make a deposit in the 
relationship or minimize the extent of a 
withdrawal.    

In real estate management an example of 
applying the emotional intelligence 
model to the theory 
of Emotional Bank 
Accounts might look 
like this: A tenant 
reaches out to the 
real estate manager 
genuinely concerned 
about a lease 
violation at the 
property involving another tenant. The 
manager’s response to both the 
concerned tenant and the tenant named 
in the complaint could be touch points 
that deposit or withdraw trust in their 
relationships depending on how the 
situation is addressed. If the manager is 
quick to dismiss the concern, quick to 
penalize the other tenant, or fails to 
effectively address the concerns of each 
party in a way that meets their 
expectations, this will inevitably – even if 
it’s inadvertently – create a negative 
touch point that will cause a withdrawal 
in the relationship.   

Conversely, self-awareness might 
identify the manager’s biases toward 
certain tenants, the natural inclination to 
act swiftly without gathering all of the 
information, or the tendency to lack 
empathy in communication with  

others. Recognizing these traits, self- 
management will allow the manager to 

more consciously regulate behaviors and 
communication styles that could be 
detrimental to resolving this issue 
effectively. Social awareness would 
involve understanding the personalities 
and emotional concerns of each tenant 
and how these traits might impact their 
expectations for communication. Social 

management then would allow the 
manager to select a course of action and 
communication style that best diffuses 
the situation while making deposits and 
continuing to build trust: making sure 
that the tenants feel heard, that their 
concerns are validated, and the process is 
handled and communicated in a fair and 
respectful manner.   

As we can see from this example, 
emotional intelligence allows a manager 
to better identify and choose behaviors to 
effectively influence scenarios, building 
relationships and minimizing 
experiences that erode customer trust 
and respect. Intentionally shaping touch 
points that create deposits in a customer 
relationship is critical to ensuring a large 
reserve is established for when the 
inevitable withdraws occur – for 
example, when a property experiences a 
disruption in utility services, a vehicle is 
mistakenly towed, or a contract is drafted 
containing an error in the agreed upon 

Self-awareness will allow you to better understand how 

your behaviors toward others are influenced by your 

emotions, and self-management will enable you to make 

more deliberate and productive decisions with that 

information. 
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language. It is in these moments that the 
balance of the Emotional Bank Account 
will dictate the customer’s reaction and 
the extent of the withdrawal. The 
difference in how these moments are 
perceived could range from unintentional 
vs. malicious; accidental vs. incompetent; 
or a rare deviation from the norm vs. 
another validation of the norm. A 
foundation of trust gives the manager an 
opportunity to recover that may never 
exist in an overdrawn relationship.        

 

Conclusion: Emotional Intelligence 
Can Be Learned–Though Not Easily 

It is clear that higher EQ leads to 
stronger relationships, more effective 
communication, and ultimately a more 
positive customer experience. But is EQ 
something we are born with or can it be 
learned and improved? Research 
suggests that EQ can certainly be 
learned, but that improving EQ is not like 
learning a new subject. In a report issued 
by the Consortium for Research on 
Emotional Intelligence in Organizations, 
the authors state, “It is possible for 
people of all ages to become more socially 

and emotionally competent. However, the 
principles for developing this type of 
competence differ greatly from those 
that have guided much training and 
development practice in the past. 
Developing emotional competence 
requires that we unlearn old habits of 
thought, feeling, and action that are 
deeply ingrained, and grow new ones. . . . 
Changing habits such as learning to 
approach people positively instead of 
avoiding them, to listen better, or to give 
feedback skillfully, is a more challenging 
task than simply adding new information 
to old.”9 

While working to improve EQ may be 
challenging, the benefits are certainly 
worth the costs. Real estate managers are 
service providers, continually engaged in 
relationships with customers, owners, 
vendors, employees, and a number of 
other stakeholders. Emotional 
intelligence is not only the “ultimate 
leadership competency,” it is the ultimate 
relationship competency. Investing the 
time to evaluate your current EQ and 
taking steps to grow this competency 
will pay dividends throughout your 
career.  

Footnotes 

1 Leadership Handbook for Real Estate Professionals, Institute of Real Estate Management, 2017, pgs. 37-39 
2 Leadership Handbook for Real Estate Professionals pg. 38 
3 Leadership Handbook for Real Estate Professionals pgs. 43-44 
4 “Understanding Customer Experience,” Andre Schwager and Chris Meyer, February 2007 
5 Leadership Handbook for Real Estate Professionals pgs. 39-40 
6 “IREM White Paper: Building Relationships” – pg. 1 
7 The 7 Habits of Highly Effective People – pg. 188 
8 The 7 Habits of Highly Effective People – pg. 188 
9 “Bringing Emotional Intelligence to the Workplace: A Technical Report Issued by the Consortium for 
Research on Emotional Intelligence in Organizations” - 1998 
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Bridging the Gap: Technology and 
Property Management 
 
Angelee Hayes 
Student, Residential Property Management Program, 
Virginia Tech 

Innovation in technology within the real 
estate and property management 
industries has contributed to the change 
in the way properties are managed and 
handled in today’s market. Researching 
the ways technology causes growth in 
exposure for properties and the social 
media applications being used to connect 
renters and buyers with properties can 
demonstrate to property management 
and real estate leaders strategies to grow 
their residencies and net incomes. We 
can study the changing shift in 
demographics of potential renters and 
homeowners and their relationships with 
technology to create ways in which the 
same appliances can be utilized within 
different properties. This perspective, 
directly from the homeowner, can 
provide new insight on how various 
companies can modify their marketing to 
cater to the groups of individuals who are 
in demand within the market. Research 
in this area will bridge the gap between 
industry, technology, and homeowners 
and renters. 

We begin at the most important 
component of a home: the people who are 
living in it. Residential construction 
companies build properties across the 

world to tailor to the needs and wants of 
potential homeowners and buyers. To 
discover what these needs and wants are 
in the market, you have to first analyze it. 
According to iPropertyManagement, as 
of 2020, the current homeownership rate 
in the USA is 64.4 percent and the 
percentage of renters in homes is 36.6 
percent. The number of homeowners 
compared to renters differs by a large 
margin, and a study shown on 
Bloomberg.com displays that even 
though there are more than 100 million 
American renters, “they're outnumbered 
two-to-one by Americans who own their 
own home, according to data from the 
U.S. Census.” Focusing on the age ranges 
of homeowners and renters in America, a 
2009 study from the American 
Community Survey referenced by the 
Joint Center for Housing Studies of 
Harvard University shows that the 
“median age of renters is 40—some 13 
years below that of homeowners” and 
“four out of every ten renter households 
are under 35 years old, compared with 
just one in ten homeowners.” Even 
though less than half of renters are under 
35 years old, this number is still greater 
than the presence of homeowners under 
35. We are seeing a growing trend of 
younger people such as millennials 
leaning more towards renting than 
owning.  
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The question now is: Why? According to 
Business Insider, a report from Diana 
Olick for CNBC shows that “in 2018, the 
number of single-family homes built for 
rent — 43,000 — hit a peak for the first 
time in nearly 40 years, reported Olick, 
citing the National Association of Home 
Builders.” Also stated in the article was 
“Both millennials and older generations 
Olick spoke to said they didn't want to 
deal with the hidden costs of 
homeownership – renting is an easier 
way of life for them.” After this analysis 
of the market for homeowners and 
renters, it is best to now understand 
how management companies can 
really advertise to different age 
groups and demographics. 

Technology has become a critical 
game-changer in the way 
information is accessed and advertising 
is no different from this. To appeal and 
sell the homes that residential 
construction companies build, they must 
first relay this information in the most 
effective ways possible. How is this goal 
achieved? By connecting with people in 
their lives through one of the greatest 
forms of communication today: Social 
Media. According to SproutSocial, 
Facebook generated “$17.65 billion in 
total revenue in the third quarter of 2019” 
with a majority coming from 
advertisements. This could also be 
attributed to the fact that the site “had 
over 7 million advertisers during Q3 of 
2019 .” With these numbers it is safe to 
say that social media plays a major role in 
the exposure of companies and 
corporations.  

Advertisements for various property 
management companies can experience a 
great amount of success by tailoring their 
ads to specific groups of people based on 
the app that they would use. For example, 
a residential property that is looking to 
attract younger residents that surround 
a college campus may focus on posting 
advertisements to social media apps such 
as Snapchat and Instagram. This is due to 
a study conducted by Pew Research that 
shows 73 percent and 75 percent of the 
18- to 24-year-olds interviewed say that 
they use Snapchat and Instagram. On the 

other hand, in the same study, the older 
age ranges were prominent on 
applications such as Facebook and 
YouTube.  

Social media is a powerful tool that can 
be used by many property management 
companies to their advantage, but it is 
best to know what types of properties to 
advertise where. For example, you would 
not focus on primarily advertising an 
assisted living facility on Snapchat 
because there is not a large presence of 
your target audience here. Facebook or 
YouTube would likley have a stronger 
result since the users are more inclined 
to inquire about this specific type of 
property because of their age or 
association with members of that age 
group. A statistic published on the 
website Hootsuite shows that there are 

Social media is a powerful tool that can be 
used by many property management 
companies to their advantage 
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around 928.5 million users on Instagram 
that can potentially be reached by 
advertisements. An entire market and so 
much more is present on one social 
media application alone. This gives us 
just a glimpse at the future of advertising 
as it relates to residential communities. 

Before property management companies 
can attempt to sell their properties to 
customers, they must first know what 
their market wants within their 
properties. Over the years, we have seen 
a gradual rise in the demand for smart 
home products when it comes to 
millennials. The Rochester Real Estate 
blog published an article that references 
a joint survey between CNET and 
Coldwell Banker that sheds light on the 
technological demands within the homes 

of millennials. According to the survey, 
“Almost half (47%) of millennials have 
smart home products in their homes” and 
“76% of the smart home products are 
being controlled by smartphones.”  

Technology looks to be a major 
component that millennials want 
implemented in their homes. Many 
renters and homeowners are looking for 
the inclusion of gadgets and devices such 
as washing machines, dishwashers, and 
ceiling fans to come included in their 
home. When it comes to older adults, 
they seem to have a focus on the contrast. 
According to Traditions of America, 

active adults desire to have a closer 
distance to family, an affordable cost of 
living, outdoor living spaces, and 
community amenities. This relates back 
to the advertising methods displayed 
earlier. We see the power that social 
media has on the economy when it 
relates to advertising, so this is where the 
true exposure would come from. By 
directing advertisements that highlight 
the in-demand features that certain 
groups would like to see, technology 
centered for millennials and community 
features for older adults, then this would 
lead to guaranteed success for both the 
buyer and seller. 

In conclusion, a better understanding of 
the demographics of the market with a 
focus on marketing centered on 

technology and social 
media can lead to 
guaranteed satisfaction 
between buyers and sellers 
of properties. We are 
currently living in the 

digital age, so it is best for businesses to 
adapt to this by connecting with 
potential buyers in new ways. Social 
media has proved to be a successful tool 
for many businesses, and it would not be 
any different for the property 
management and residential 
construction industries. Once these 
companies can see the large number of 
benefits that accompany the utilization of 
technology and social media for the 
benefit of potential residents, then this 
would most likely lead to an increase in 
NOI for them. It will be interesting to see 
how much the residential market will 

We are currently living in the digital age, so it is 
best for businesses to adapt to this by connecting 
with potential buyers in new ways. 
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change with a shift to new innovative 
ways to control business through social 
media. 
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