Up Close & Personal with Seroya
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By Robert Treadway
Don’t be fooled. With her composed demeanor, clean-cut yet
savvy edge and cherub-like 5foot-2-inch frame, any lesbian
would be proud to take her home
to meet the parents. Little would
they know that she’s a chart-topping electronic music powerhouse who ignites dance floors
around the world.
Seroya, like her music, is a
powerful blend of many influences. Her music’s electric and
this girl’s eclectic.
With hard-hitting beats, haunting vocals and luscious electronic
textures, Washington, DC-based
artist Seroya (the musical moniker
for Sally Hamidi) has returned
with her much-anticipated sophomore effort, Eat the Flowers.
You may not have picked up on
who she is from her first fulllength album. It’s more likely
you’ve shaken your moneymaker
on a dance floor to her sultry
vocals on the 2003 Billboard #1
dance single “Only Your Love,” as
remixed by fellow Washingtonians
Deep Dish. Her soft, siren-like
voice has been known to rock a
few bedrooms as well as the local
discotheque.
Trained on the Setar (a Persian
lute instrument) from age 7,
Hamidi began to study classical
Western music upon moving from
Tehran, Iran, to Washington in
1986. Her early influences and
favorites include Shostakovich,
Depeche Mode, Madonna and
Rick James.
She later focused on music
composition as well as piano performance at Catholic University. A
stint at New York University to
study film music was the last dis18

heartening straw with academia
as she found it stifling and uninspiring.
She turned to the real estate
industry to make a living, but
couldn’t stay away from music. In
1999, she began collaborating
with friends such as DJ Holmes
Ives and co-producer Don Bosse,
who now appear on her selfowned Zan Records label, and
became fascinated with the technology of electronic music.
“I find that the possibilities are
endless within the electronic format,” Hamidi says. “I’m especially
intrigued by the freedom it gives
you to explore ‘sound.’ It’s also
extremely adaptive in that organic
instruments also have a place in
this medium, including the
human voice.”
Since releasing her debut fulllength album, Mystic Maah, in
2000, Seroya has garnered very
well-deserved acclaim. In the past
five years, she has been included
in several dance compilations
such as John Digweed’s Bedrock,
Renaissance and Ministry of
Sound.
Wanting this album to reflect
more of her mindset than the first,
Hamidi wrote all tracks and
played most instrumentation on
the new album. Song inspirations
range from her traumatic childhood seeing her hometown in Iran
bombed during the Iran/Iraq War,
immigrating to and living in the
United
States,
relationship
dynamics and even lust for a local
stripper.
For example, the up-tempo
lead track, “Are You Ready For
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Me?,” is drawn from her passion
for human rights, while other
songs such as “Talk to Me” speaks
softly of longing for an unrequited
love (although the rhythm makes
it ripe for a hot remix).
Oh yeah, and that song about
infatuation for a stripper? That
would be “Beautiful,” which
recently became the first single
released from Eat the Flowers. The
track was remixed by the
renowned DJ Noel Sanger and was
picked up for release and distribution by Armada Music, the record
label owned by prominent electronic artist Armin Van Buuren.
Seroya’s sound showcases
Hamidi’s evolving affection for the
art form and mastery of her
instruments is evident in the rich
landscape of her compositions.
Lyrically, her songs are not as
crowded as dance-pop or bubblegum, and not void as a predictable trance record. Music
lovers can tell that Hamidi took
time to think about the structure
and the experience of listening to
her works…the quality that distinguishes a cook from a chef, a
garage worker from a mechanic, a
musician from an artist…an element that is very refreshing and
commonly absent nowadays.
Hamidi’s music career is just
burgeoning, but with her infectious bubbly, thoughtful personality she humbly reflects on her success thus far.
“Women where I’m from (Iran)
would never have the opportunity
to do what I’m doing” she said.
“I’m very appreciative of the
opportunities I’ve had. My hope is
to spread ‘music with a positive
message’ to appeal to all walks of
life regardless of political beliefs or
socio-economic backgrounds.”
Positive messages included,
you can hear the album and the
recently-released Noel Sanger
remix version of “Beautiful” on the
Zan Records Web site (www.zanrecords.com) or on iTunes. A portion of all proceeds from album
sales will be donated to the
Tahirih Justice Center, an organization that helps protect women’s
rights around the globe. Hamidi
also plans to tour the east coast of
the United States later this year,
and ultimately assemble an allfemale tour of electronic artists. ▼
www.expmagazine .com

THE MAILBOX AND BEYOND
Area REALTORS® Reach Consumers through
the Internet, Networking and Creative Ad Placement
When IBM engineer Craig Newmark began sending e-mails in 1995 to tell his friends about social events
in the San Francisco area, no one would have imagined his e-mail list would morph into the popular online
classified bulletin board now found at www.craigslist.org. Today REALTORS® in many major cities post
their listings on the site, which has categories for everything from real estate to job postings and personal
ads. The site was featured last year in USA Today, which reported that craigslist.org receives 3.6 million
visitors a month.
Betty Pair of Tutt, Taylor & Rankin Real Estate in Washington, DC, says her team, along with others in her
office, has posted listings on craigslist.org with good results. The Pair, Parker and Stockton team, like many
REALTORS® in the area, is going beyond the standard marketing methods of using The Washington Post
and mailing listing cards.

THE MAILBOX
Stacie Turner with Long & Foster Real Estate, Inc., in Friendship Heights mails a quarterly newsletter, The
Appreciation Quarterly, to 10,000 residents in the District’s Ward 4. Turner, who was GCAAR’s 2003
Rookie of the Year, says she lives in Ward 4 and knows the area. Her newsletter includes a column from
the Ward’s Councilperson, articles by a lender and a title company, and a column featuring her opinion of
the market in the DC area and in Ward 4 specifically. She markets her listings and features her most recent
sales and properties under contract in the newsletter.
“I have gotten so many clients from it,” Turner said. “People living in Ward 4 will contact me or a client
will tell me that a friend who lives in Ward 4 recommended me based on the newsletter.”
Julie Carr of Marketing Matters in Gaithersburg recommends using mailings such as Turner’s to
demonstrate that you know a neighborhood well.
“Many of our clients will send out a series of four postcards on a listing, but I also recommend sending a
calendar of events for the neighborhood you live in to show that you know that neighborhood,” Carr said.
Jackie Simon of Avery-Hess REALTORS® in Gaithersburg uses mailings to advertise her listings to a
finely targeted market.
“When I have a listing for a house that is wheelchair accessible, I send a notice to people I think may know
of someone who needs that house, such as occupational therapists, hospital discharge personnel, attorneys
who specialize in special needs trusts and organizations that focus on seniors,” said Simon. “With the aging
of the baby boomers, this is becoming a much larger market.”

AD PLACEMENT
Some agents are also popping up in some of the last places you would think. Renee Okon of RE/MAX
Realty Services in Silver Spring runs an ad on the shopping carts at the Giant in Blair Plaza on East-West
Highway and also on the back of cash register receipts from four area stores.
“There are many agents in Silver Spring who have been working there a long time and I felt I had to get out
there and get my name recognized,” said Okon. “The grocery store is one place where I can reach a mass
market without spending lots of money.” Okon includes a coupon on the cash register receipts in some
areas for a $500 credit to buyers who use her services and a credit for $1,000 to sellers if she does not sell
their home in 30 days. She says people hang on to the receipts and contact her when they are ready to buy
or sell a home.

Her multi-media approach includes an ad that runs before the movie starts at the Majestic Theater in Silver
Spring.
“I have gotten many comments on that, so I know I’m reaching people,” Okon said.

SHOPPING ON THE WEB
According to the National Association of REALTORS®’ 2004 Profile of Homebuyers and Sellers, 77
percent of homebuyers use the Internet to search for homes and 15 percent of all homebuyers first learn
about the home they buy on the Internet.
Presenting the property on the Internet is an important part of marketing for the Lockard, Lusk and
McCormick (LLM) Group of Tutt, Taylor and Rankin Real Estate in Washington, DC.
“When we get a new listing, we call HomeVisit.com to take digital photographs of the property for a color
flyer and a virtual tour for the Web,” said Daniel Lusk.
“We put the virtual tour on our company Web site, the Web site for our group (www.llmgroup.com) and
www.realtor.com.”
Brandon Green of Prudential Carruthers, REALTORS® says he used focus groups to ensure his site
(www.brandongreen.com) was useful and appealed to Web-savvy users. Although its design and navigation
are simple, Green’s site is heavy on resources, including a glossary of real estate terms, summaries of steps
for the buying and selling processes, checklists for moving in and out, and links to various real estate
related calculators. A link to homesdatabase.com takes the visitor to Green’s listings.
Marc Fleisher of Long & Foster Real Estate, Inc., (named a Top Producer in the nation by REALTOR®
Magazine) agrees about the importance of the Internet in reaching buyers.
“The Internet is the greatest single use of marketing efforts,” said Fleisher. “Something I’ve done recently
to help someone find me is to register with Ziggs.com, which guarantees that my profile will come to the
top of the search results when someone uses a search engine to find me.”
Registering with Ziggs.com enables you to create and instantly post an online profile.
“Marketing yourself will benefit your sellers by better preparing you to market their property. Your name
recognition among buyers will help you sell their home,” adds Fleisher.

DIVERSITY IN PRINT
Marketing in publications other than The Washington Post can reach a wider audience and develop
credibility with a certain community, say some REALTORS®.
“We still use The Washington Post to advertise and announce our open houses, but if we have enough time
to meet deadlines and the property is in a higher price range, we’ll advertise listings in Washingtonian
magazine,” Lusk says of the LLM Group. “We also market them in the Washington Blade and the City
Paper.”
Brandon Green places ads in the Washington Blade for his services and plans to start advertising listings in
the publication soon.
“The Washington Blade ads are more ‘presence’ advertising and actually do not drive too much direct
business in my direction,” he said. “I think the people I’m reaching also read The Washington Post,
however I think advertising in the gay publication gives me credibility and exposure directly to the
community of which I’m a part.”
Noticing the characteristics of a home and what facilities are close to it may help you identify the best place
to advertise.

“If I’m listing a home within walking distance of a synagogue, I may place an ad in the (Washington)
Jewish Week to reach an orthodox population who would find value in that,” said Marc Fleisher.
Jackie Simon places ads for homes that are wheelchair accessible in the Senior Beacon to reach senior
citizens.
A relatively new advertising vehicle for REALTORS® is The Washington Post’s free tabloid-sized daily,
Express. Making its debut in August 2003, Express is distributed at Metro stations and in places where
commuters may be walking. Express prints 200,000 copies daily, although the paper claims 230,000
readers per day due to its high pass along rate.
According to Kathryn Whitener with Express, Express readers are generally 25 to 60 years of age, and
many are in a position to purchase their first or second home.
“REALTORS® advertising their listings in Express are reaching a lot of people who they would not be
reaching with The Washington Post,” Whitener said.
“About 50 percent of Express readers do not read the Post.”
Newspapers such as La Nacion USA and Washington Hispanic can reach the area’s growing Hispanic
population. Jimmy Rojas, Sales and Marketing Manager with La Nacion USA, says the newspaper
distributes 15,000 copies daily in Washington, DC, Maryland and Virginia and has a special real estate
section on either Thursday or Friday. Rojas says the paper will provide free translation of ads
from English to Spanish, as does The Gazette in its neighborhood sections.

NEIGHBOR TO NEIGHBOR
Some agents swear by marketing yourself by being involved in the community where you live.
“Whenever I’m at an event, such as a neighborhood clean up party or a fundraiser, I find that everyone is
interested in real estate and wants to talk about it,” Lusk said.
Simon, who was honored as a “Hometown Hero” by NAR in 2002 for her work on behalf of the disabled
says that community involvement in a variety of areas helps you reach a number of people. She has also
been heavily involved with organizations promoting fair housing and homeownership.
“There are a lot of opportunities out there for those who want to be involved. If you involve yourself in
community work, people will call on you when they need something,” she said.
Working through churches and advocacy groups is also helpful, according to Simon. If there is a certain
market you are trying to reach, such as minority groups, Simon said to identify community leaders and
approach them.
“When I was working on affirmative marketing in Damascus, I looked in the Yellow Pages to identify
minority churches, such as Asian or Latino churches. I wrote short articles for their newsletters, having
articles translated into Spanish,” she said. “In reaching out to seniors, I may write a short article and send it
to organizations such as AARP, the Gray Panthers, the Fossils and the Commission on the Elderly. I also
participate in senior fairs that are sponsored by the Senior Beacon.”
Okon has made contacts through the church she attends.
“I place a notice on the back of the church bulletin,” she said. “If anyone from the church uses my services
I give 10 percent of my commission to the church. This serves two purposes: it allows me to give back to
the church and to get my name out. I’m a reader at the church, so I am involved.”

Okon has conducted two transactions as a result of her ad and involvement in the church. Okon adds that
she placed an ad in the bulletin of another church, but because it was not one she attended, she did not
receive any response.
“If people can’t identify you in their lives, it won’t work,” she cautions.

HOUSE HUNTING FROM HOME: HPC TV
The new cable television network, the Home Preview Channel (HPCTV) previews listings 24 hours a day.
Once a REALTOR® sets up an account with HPCTV, their listings air within 48 hours. Agents can control
information about their listings by logging into a special section of the www.hpctv.com Web site. The
channel is available in Washington, DC and Montgomery County on channel 281 through Comcast.
“Currently, a homebuyer can tune in to the network and watch the core programming that is organized by
price and location. The tabs on the top of the screen let a viewer know what is coming up next,” said Don
David, Executive Vice President of Business Development.
In the future, viewers will be able to use their remotes to search for houses by location and price, although
the channel does not have a firm launch date for this function.

THE BIG PICTURE
Reaching the right person or family for a home may take some creative outreach and effort.
“I think many REALTORS® rely too much on multiple listings and there are many other ways to market,”
said Simon.
Okon advises, “Look at marketing as a long-range plan. I look at success as a phone call, not necessarily a
sale. Find a target group and choose something you’ll stick with in order for it to work.”
Brandon Green’s advice is similar.
“Clients want to know what you are going to do for them,” he said. “Stick with specifics and remain
focused on the client’s needs and your credibility and reputation will build automatically.”
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ICCFA 2011 CONVENTION & EXPOSITION DRAWS RECORD ATTENDANCE
STERLING, VA (March 29, 2011)— For the third year in a row, the International Cemetery,
Cremation and Funeral Association (ICCFA) Annual Convention & Exposition set new attendance
and exhibit records. The 2011 Convention, held March 8-11 in Las Vegas, Nevada, drew 1,976 total
attendance and 408 supplier booths, both all-time high figures for the association’s 124-year
history.
The breakdown for the 2011 attendance numbers is as follows:
• Total cemetery, funeral home, crematory and allied business representatives: 898
• 18 percent representing combination cemetery/funeral home operations
• 25 percent representing stand-alone cemeteries
• 36 percent representing stand-alone funeral homes
• 5 percent representing stand-alone pet loss providers
• 16 percent “other,” including representatives of stand-alone cremation societies,
insurance agents, mortuary school faculty, representatives of industry associations
and others
• Spouse/guest registrations: 232
• Press passes and speakers from outside the industry: 13
• Exhibitor and supplier registrations: 833
Attendees classified their positions as follows:
• Owners: 46 percent
• Managers: 44 percent
• Staff: 10 percent
•
•
•

Final purchasing authority: 65 percent
Make purchasing recommendations: 32 percent
No purchasing authority: 3 percent

The Convention hosted 163 international attendees and exhibitors representing 22 countries
outside of the United States.

Attendees rated the event highly, with 88 percent indicating their overall Convention experience
was “excellent” or “very good” and 85 percent indicating they “definitely” or “probably” will return for
the ICCFA 2012 Convention, March 19-22 in Las Vegas, Nevada. Among the comments:
•

“I didn't think you would be able to top the 2010 Convention in San Antonio, but you
managed to do so! It was an overwhelmingly positive experience filled with learning and
networking.” Norman E. Connors - Curran-Shaffer Funeral Home & Crematory Inc., Apollo,
Pennsylvania

•

“The exhibit hall this year was phenomenal! There were so many quality vendors to talk to—
if you did not learn something new or get your questions answered, you were not trying!”
Joe Vermeersch - Mt. Elliott Cemetery Association, Detroit, Michigan

•

“This was the first time I attended the ICCFA Annual Convention. My wife and I were really
impressed with the variety of educational seminars and exhibits. We'll definitely be coming
back to attend future conferences. We had a really great time and walked away with a
wealth of information.” Chris B. Miller - Thomas Miller Mortuary, Corona, California

•

“Wonderful convention. Quality in every detail: site, program, exhibit hall, food! This is an
organization that really sees the future of death care in America and is ready for it!” Mitch
Hoyles - Northcoast Crematory Service and Robinson-Walker Funeral Home, Genoa, Ohio

•

“Keep the momentum going with great keynote speakers and compelling breakout sessions!
Loved how the exhibits and the general session area were situated together. Loved that the
memorial service was considered an important aspect of our convention program and not an
afterthought.” Nancy Lohman - Lohman Funeral Homes, Cemeteries and Cremation,
Daytona Beach, Florida

•

“I thought the conference offered a lot of variety in topics—very good. Great keynote
speakers! The number of vendors attending was incredible.” Steve Bartel - East Lawn,
Sacramento, California

Exhibitors rated the overall Exposition an average of 8 on a scale of 1 to 10. Asked about their
plans for the 2012 Convention & Exposition, March 19-22 at Mandalay Bay in Las Vegas, Nevada,
87 percent indicated they “definitely” planned to exhibit, 10 percent were undecided and only 3
percent indicated they did not plan to exhibit.
Founded in 1887, the ICCFA is the only international trade association representing all segments of
the cemetery, cremation, funeral and memorialization profession. Its membership is composed of
more than 7,500 cemeteries, funeral homes, crematories, memorial designers and related
businesses worldwide.
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PET LOSS PROFESSIONALS ALLIANCE OFFERS CHARTER SESSION OF
CERTIFICATION PROGRAM
STERLING, VA (May 24, 2011) – The Pet Loss Professionals Alliance (PLPA), a group
of more than 200 pet loss providers and related businesses, will offer its inaugural session
of the Certified Pet Loss Professional (CPLP) certification program October 2-4, 2011, in
Forth Worth, Texas.
The CPLP program was a goal set forth from the inception of PLPA and will be the first
certification program for pet loss providers in North America.
The training is geared toward those who wish to increase their companies’
professionalism and expand their pet loss businesses. Educational sessions cover a wide
array of topics such as best practices, branding, marketing, legal issues, crematory
operations, administration and more.
“This is the crown jewel of our organization,’ said Coleen Ellis, PLPA co-chair and
president of Two Hearts Pet Loss Center in Greenwood, Indiana. “This is the only
program of its kind that actually trains and holds pet loss providers accountable for
meeting certain standards and abiding by membership obligations. This will go a long way
in proving our commitment to excellence to our peers and to our client families.”
Confirmed courses to be offered include:
• Making Your Business the Best that You Want It to Be, Joe Dwyer, author of
“The Dog Ate My Homework (Or Did He?): The Complete Guide to Accountability
from a Dog’s View”
• Best Practices for Pet Cemeteries—What to Know, Bill Remkus, owner,
Hinsdale Animal Cemetery & Crematory, Willowbrook, Illinois, and PLPA co-chair
• How to Be a Pet Funeral Director —The First Call and Beyond, Kate Moore &
Terry Branson, funeral directors, Beyond the Rainbow Pet Hospice and Memorial
Center, Fort Worth, Texas
• Business and Personal Characteristics Needed to be Successful Today, Rena
Tarbet, national sales director (retired), Mary Kay Cosmetics, Colleyville, Texas

•
•
•
•

Marketing Yourself and Your Business to Your Community and to Your Pet
Parents, Coleen Ellis, president, Two Hearts Pet Loss Center, Greenwood, Indiana,
and PLPA co-chair
The Power of Proper Merchandising, presented by a panel of pet loss product
suppliers on selling and merchandising
The Legalities of a Pet Crematory and Cemetery – From Forms to Disclosures,
Poul Lemasters, Esq., principal, Lemasters Consulting, Cincinnati, Ohio
Crematory Operation and Efficiency, Jon Remkus, manager, Hinsdale Animal
Cemetery & Crematory, Willowbrook, Illinois, and Ron Salvatore, crematory
operator trainer, Matthews International

A full schedule and registration information will be available in early June at
www.myplpa.com. Suppliers interested in sponsorship should contact ICCFA at
1.800.645.7700 or via e-mail at hq@iccfa.com.
Founded in 2009, the PLPA is dedicated to providing education and opportunities
for professional growth for providers of pet-related death care services. It is a committee
of the International Cemetery, Cremation and Funeral Association (ICCFA).
Founded in 1887, the ICCFA is the only international trade association
representing all segments of the cemetery, cremation, funeral and memorialization
profession. Its membership is composed of more than 7,500 cemeteries, funeral homes,
memorial designers, crematories, pet loss providers and related businesses worldwide. For
more information, visit www.iccfa.com.
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ROBERT FELLS TO BE INDUCTED INTO THE ICCFA HALL OF FAME

STERLING, VA (December 15, 2010)—Robert M. Fells, External Chief Operating
Officer and General Counsel of the International Cemetery, Cremation and Funeral
Association, will be inducted into the ICCFA Hall of Fame at its 2011 Annual
Convention & Exposition, March 8-11 at the Mandalay Bay Resort & Casino in Las
Vegas, Nevada.
This award is not given annually, but only as merited. The Hall of Fame Subcommittee
this year is chaired by Immediate Past President Gregg M. Williamson, CCE, and its
nominee was approved by our Executive Committee. This occasion marks the first time
that the Hall of Fame Award has ever been bestowed on a staff person.
Fells has worked on behalf of the cemetery and funeral services industry since 1975 and
has served as General Counsel of the ICCFA since 1983. In 2000, Fells was also
appointed as the association's External Chief Operating Officer. He is Contributing Editor
of the ICCFA Wireless, a bi-weekly electronic newsletter that alerts members to legal,
regulatory and industry news affecting their businesses. His news column, "The
Washington Report," appears in each issue of ICCFA Magazine.
In addition to these duties, Fells serves as President and General Counsel of the ICCFA
Service Bureau, Inc., a for-profit subsidiary of the association, which administers the

Credit Exchange Plan. He serves as Executive Director of the recently formed ICCFA
Educational Foundation, a tax-exempt charitable organization. Outside the association,
Fells is a member of the Board of Regents of the National Museum of Funeral History in
Houston, Texas. He also serves as the volunteer national coordinator and Assistant
Secretary of the Cemetery Consumer Service Council, an industry-sponsored consumer
assistance organization. He is co-chair of the Mass Fatalities Management Services SubCouncil, which is an advisory group to the U.S. Dept. of Homeland Security.
Fells is a graduate of Iona College (B.A. History) and holds a Juris Doctor degree from
George Mason University School of Law in Arlington, Virginia. He is a licensed attorney
in Virginia and the U.S. Supreme Court Bar, and is listed in Who’s Who in America,
Who's Who in American Law and Who's Who in American Business and Finance. In
2004, Fells published a biography and critique of the work of George Arliss, an early
20th century actor, author, playwright, and film maker. The book, George Arliss: The
Man Who Played God, is published by Scarecrow Press.
He and his wife of 36 years, Maureen, live in Fairfax County, Virginia, and have three
grown children, and two granddaughters. He has been an active volunteer in his
community for many years serving in Little League, as a den leader in Cub Scouts for
five years, and as a teacher of religious education in his church for the past sixteen years.
The Hall of Fame Award will be given during the closing banquet at the upcoming
ICCFA Annual Convention & Exposition in Las Vegas, at the Mandalay Bay Resort on
March 11, 2011.
Founded in 1887, the ICCFA is the only international trade association representing all
segments of the cemetery, cremation, funeral and memorialization profession. Its
membership is composed of more than 7,500 cemeteries, funeral homes, crematories,
memorial designers and related businesses worldwide.
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Annual Blood Drive Caps A Busy Winter for REALTOR® Association
More than 494 local residents helped save a life by giving blood at the 8th Annual Beach Blanket Blood Drive in Ocean
City. The event was held February 1 & 2 at the Ocean City Convention Center and was sponsored by The Blood Bank
of Delmarva and the Coastal Association of REALTORS®.
This year the blood drive collected 496 pints of blood and drew 98 first-time donors. Over the past seven years, the
Beach Blanket Blood Drives have collected 2,000 units of blood, each with the potential of saving three lives.
The Blood Bank of Delmarva provides blood for the 18 hospitals and 13 renal care centers throughout the Peninsula.
“It's very important to us because we need the blood during the winter months," said Robbie Raffish of the Blood
Bank of Delmarva.
Raffish says that's because during the cold winter months, many blood donors are often unable to give blood because
of colds, flu and inclement weather. This blood drive helps to keep Delmarva prepared in case an emergency would
strike.
"You never know when that situation presents itself, but being able to be a good donor certainly allows you to help
your friends and neighbors in time of need," said Pat Terrill, CAR President.
REALTORS® donated 96 man hours to help make the event happen.
This is just one event the REALTORS® have coordinated this winter under the leadership of George Rines III, CAR
Community Service Committee Chairman. Others include:

•
•
•
•
•
•

CAR has volunteers to sell hot chocolate during Winter Fest of Lights every year from Thanksgiving to New Year’s
Day. All the proceeds go to the youth programs held at North Side Park. This year, CAR helped to raise $19,000
for the cause.
During the holidays, REALTORS® sang Christmas carols at five local nursing homes.
CAR assisted with the ribbon cutting of the Ocean Pines Veterans Memorial Dedication.
CAR collected cash for Thanksgiving and Christmas dinners for eight local families.
CAR decorated the Berlin Nursing Home for the holidays, putting lights on about 50 trees.
And, CAR held two fundraisers for a local veteran REALTOR® who had fallen ill. These two events demonstrated
that REALTORS® can set aside competition and differences and help one another.

###
CAR is the voice for REALTORS® in Somerset, Wicomico and Worcester Counties. Representing more than 1,250 real estate professionals along
Maryland’s Eastern Shore, CAR provides numerous services vital to its members' daily business needs. It also works with lawmakers to ensure public
policy that encourages homeownership, promotes an environment conducive to business growth and works to improve the communities in which its
members live and work.

