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Brand  your look: 4 thumb-rules to help real  
estate professionals be remembered and referred
vr Vikram Rajan

CoGrow

This week, the of�cial portrait 
of First Lady Michelle Obama was 
revealed. Of course, she is sporting 
what has become her signature look. 
Through numerous TV appearances 
and magazine covers, Michelle�s 
sleeveless dress has become her 
fashion icon. As real estate profes-
sionals, we have to brand what we 
do more than just how we look. But 
it is dif�cult for most to separate 
the two; after all, we judge a book 
by its cover.

It is more accepted for women 
to dress in distinctive professional 
attire than men; this leaves voids 
and opportunities for us guys. Black 
preachers and trendy musicians need 
not be the only exceptions. Those 
who see me can easily point to my 
�crazy jackets� as my memorable 
icon. Are there thumb-rules you 
can follow to fashion your personal 
brand?

bf Brian Fitzgerald

National 
Land Tenure 
Company, 
LLC

The road to recovery. Covered in snow?  
Title insurance outlook for 2009

Snow has an unusual effect on 
business. Some businesses like ski 
resorts thrive, but few are unaf-
fected.  As I sit by the computer 
the New York metropolitan area is 
blanketed with snow, and I think 
about all the businesses that have 
been affected by the economic 
avalanche that buried the country 
in 2008.  Wasn�t it just yesterday 
that business was wonderful and 
the future looked rosy?  One thing I 
know is that the cycle continues and 
as spring approaches, snow melts 
and brings forth spring �owers and 
greener grasses.  We in the USA are 
a most resourceful society, and the 
greater New York metropolitan area 
may be the most resourceful area of 
all.   As a society we will not only 

persevere and recover from this 
avalanche, but we will come out of 
it stronger than ever.

So what does this weather report 
have to do with the title insurance 
business?  Weather is cyclical and 
so is real estate and the economy 

homeowners are beginning to take 
advantage of the low rates.  Residen-
tial homeowners with good credit 
and suf�cient loan-to-value ratios 
are stepping in and re�nancing.  My 
own company has seen a signi�cant 
spike in residential re�nance activity 

see signi�cant activity again?�  
I believe most would agree that 

the commercial market will revive 
once the credit markets free up.  
Although President Obama and the 
most seasoned economists cannot 
predict when this will happen, I do 
believe it will happen sooner than 
later, and we will once again see 
an active commercial real estate 
market. 

What about the immediate future?  
Speaking to industry leaders, it is 
not dif�cult to realize that values 
of commercial real estate have cor-
rected and are signi�cantly lower.  
This naturally leads to the following 
conclusion.  Overleveraged borrow-
ers and owners soon will be forced to 
face foreclosure, negotiate deeds in 
lieu of foreclosure with their lenders, 
attempt to restructure their current 
�nancing, or in the alternative seek 
a distressed sale of the property to 
cash rich investors that do not require 
�nancial leverage.  At National Land 
Tenure we are currently seeing these 
types of transactions cross our desk 
on a daily basis and any activity in 

the title insurance business is good 
activity.  Although I believe that 
several Manhattan trophy properties 
will need to trade in order to set the 
value bar in our market, we are start-
ing to see an increase in commercial 
distress activity. I expect this type 
of activity will predominate in the 
headlines in 2009.

So I tell everyone in my line of 
business to hang in there.  Sunnier 
days are ahead and once the real 
estate markets have stabilized, we 
will be busier than ever. In the mean-
time, help your neighbors shovel 
their driveways, give back to those 
suffering from the inevitable stress 
this economic downturn has placed 
on our society, and spend your days 
building your business for the future.  
You will not be sorry, as recovery 
is inevitable.

Brian Fitzgerald is a vice  
president and counsel to National 
Land Tenure Company, LLC,  
Garden City, N.Y.

Repeat, then rinse: 
Break your brand, 
and see who  
notices. Your  
colleagues should be 
able to predict, even 
caricature, your  
personal brand  
fashion icon. Along 
with the other 4 
thumb-rules, you 
can brand your look, 
be remembered, 
and be referred.

What to brand? There are hundreds of 
variations: Every article of clothing and  
accessory can be branded; name badges 
and distinctive ties are simple forays. See 
the masses, and do it differently – with  
different color, different style, different 
use, etc.

I wouldn�t ask if I didn�t have 
the answer: How to brand? Read 4 
thumb-rules below. What to brand? 
There are hundreds of variations: 
Every article of clothing and acces-
sory can be branded; name badges 
and distinctive ties are simple forays. 
See the masses, and do it differently 
� with different color, different style, 
different use, etc.

The point is to stand out and be 
remembered. This can feel uncom-
fortable: a) you haven�t done it much, 
and b) you are explicitly �outing 
standard expectations. These 4 
thumb-rules can also help to mitigate 
embarrassment.

1) Respect
It may sound like an oxymoron: 

Break the norm, with respect. There 
are unspoken (and spoken) dress 
codes. I had to respect my host�s 
wishes a few weeks ago: One of my 
clients had organized a seminar for 

his high-end real estate associates. 
He politely asked me to not wear my 
purple shoes, for my sake. I politely 
explained how it is in keeping with 
my brand. Because I was also rep-
resenting my client, I acquiesced. 
Michelle Obama came to the faux 
State of the Union address in a 
sleeveless; was it appropriate?

2) Right
Beyond scripted corporate brand-

ing (e.g., Century 21 gold jackets), 
your fashion icons are your prefer-
ence. Does it feel right to you? Is it 
how you want to be perceived?

This reminds me of a Seinfeld 
moment: Jerry had just bought a 
$400 suede jacket, yet expressed 
reluctance. Jerry asked, �Is it me?� 
to which Kramer replied, �It�s more 
you than you�ve ever been!� While 
it felt new, Jerry was able to af�rm 
a look he wanted. 

You may feel awkward in the be-

ginning, but does it feel right with 
how you want to look? It looks right 
on Michelle.

3) Relevance
You can arbitrarily change, add, 

omit, or adapt any accessory or 
article of clothing. Yet, what does 
your fashion icon say about you, 
and what you do? Stretch your 
personal preference to meaningful 
connection: The virtue, talent, and 
skill of creativity can be adapted 
to performance in many ways. 
Michelle�s sleeveless symbolizes 
a healthful, athletic, beautiful, and 

professional role model.
4) Resonance
Does your fashion icon relate 

to what your clientele is going 
through, what they need, or what 
they care about? Modern women 
have to juggle their careers and 
their families, with their personal 
�tness and fun. Michelle�s sexy 
yet functional sleeveless resonates, 
and inspires many to have arms that 
look as right.

Finally, in branding ourselves with 
a fashion icon, we should always 
remember the perennial marketing 
thumb-rule: Repeat, repeat, repeat. 
Michelle Obama is a clear example 
of that. Of course, I practice what 
I preach. 

Repeat, then rinse: Break your 
brand, and see who notices. Your 
colleagues should be able to pre-
dict, even caricature, your personal 
brand fashion icon. Along with the 
other 4 thumb-rules, you can brand 
your look, be remembered, and be 
referred.

Vikram Rajan is a practice 
marketing advisor with CoGrow, 
Freeport, N.Y.

So I tell everyone in my line of business 
to hang in there.  Sunnier days are ahead 
and once the real estate markets have 
stabilized, we will be busier than ever. In 
the meantime, help your neighbors shovel 
their driveways, give back to those  
suffering from the inevitable stress this 
economic downturn has placed on our 
society, and spend your days building your 
business for the future.  You will not be 
sorry, as recovery is inevitable.

in general. I can tell you from 
�rst-hand experience that both the 
residential and commercial markets 
have been buried in a deep snow for 
quite some time now.  Now for the 
glimmer of good news.  Spring is 
coming.  Interest rates are extremely 
low and not surprisingly, residential 

over the past few months.  Another 
glimmer of good news is that we 
expect this to carry on well into, if 
not throughout 2009.

Possibly the largest looming 
question in title insurance is timing:   
�When will the commercial markets 


