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There is often a cost associated with selling 
a home. Done right, home preparation can 
bring a significant return on investment. 
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I am an entrepreneur to my core. In the late 1980s, I moved to Sydney, Aus-
tralia and successfully founded and grew my photography business into a 
production company. Take One Productions is still in operation thirty-eight 
years later. When generating the business for my photography and produc-
tion company, I learned to listen to hear instead of to reply. As a fifth gen-

eration Oregon native, I couldn’t stay away from Oregon for long. At the age of 27, I 
moved back to my hometown of Portland. Armed with hands-on experience build-
ing a client base, a constant focus on delivering impeccable customer service, and 
a linear approach to success in business, I selected real estate as my next business 
endeavor. 

My foundational focus for the Peggy Hoag Group was to help people moving to 
our beautiful region. My initial goal was to develop a deep understanding of the 
community and cultural variations of each neighborhood and to share this knowl-
edge with relocating families. I began by contacting multiple relocation companies 
and asking what I needed to do to earn their business. Their advice was to know 
the four quadrants of Portland inside and out. At that time, most brokers only 
worked—or farmed—one neighborhood. I did what they asked; I set out to build 
my business in all four quadrants of town, and soon I added Clark County and the 
Columbia Gorge.

letter from the editor

SELLING A HOME 
EVERY THREE DAYS
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The Peggy Hoag Group is 
comprised of trusted and 
respected professional real 
estate brokers and support 
personnel. Each member was 
selected for their experience, 
talent, and skill set, and is 
committed to meeting each 
client’s unique needs. 

The success of the Peggy 
Hoag Group lies in the des-
ignated roles and team col-
laboration that a single real 
estate agent cannot achieve 

alone. Answering the phone 
the first time, attaining profes-
sional, high-quality photog-
raphy for every listing, and 
subscribing to multiple syn-
dicated marketing channels 
for maximum exposure can 
be difficult for a single real 
estate agent to accomplish. 
Our team ensures that each 
transaction is handled with 
attention and care, from the 

marketing staff creating com-
pelling advertising to the 
transaction staff ensuring pa-
perwork is correct and dead-
lines are met.

The administrative support 
team frees the brokers up 
to do what they  do best: be 

MEET

available to, represent, and 
negotiate on behalf of their 
clients. With Peggy’s leader-
ship and support team, clients 
receive the professional real 
estate expertise they deserve!

THE
TEAM

Once I became successful 
working with buyers, I ap-
plied the same pragmatic 
approach to selling. I dis-
covered that being active in 
these areas increased my 
ability to expose my listings 
to a large pool of buyers. 
This was an exciting discov-
ery, and it propelled me to 
develop my unique market-
ing strategy. Maximum ex-
posure is how you get top 
dollar. Maximum exposure 
is achieved through market-
ing. When you market prop-
erly, the greatest number of

people see the home. The 
higher the number of peo-
ple, the sooner the home 
sells, resulting in a higher 
sale price. It is an incredibly 
logical process, and I love 
the sheer business side of 
real estate. I’m also meet-
ing a real need in my clients’ 
lives.

Superb customer service is 
what my team and I persis-
tently strive for. I continu-
ally ask myself, “How can I 
help meet my client’s pre-
sent need?” Our goal is to

ensure that every client feels 
like they are our sole client. 
With this in mind, I have as-
sembled a team of varied 
talents specific to the needs 
I see. We make each transac-
tion personal; whether gift-
ing bottles of wine from my 
vineyard in Horse Heaven 
Hills, staying in attentive 
communication on a sched-
ule the client prefers, or tak-
ing clients out to lunch or 
dinner, I want to make each 
client feel special.

My team closes 90 transac-
tions each year. The average 
broker in the nation com-
pletes six transactions per

year. Magic was not required 
to become a top real estate 
broker and team; just a lot of 
dedication and continuous 
fine-tuning of our business 
model. We have achieved 
countless awards and over 
2000 home sales amounting 
to more than $600 million. 
With all these achievements, 
my motto remains, ‘Our 
business tomorrow is only as 
good as our service is today.’ 
It’s not what we did yesterday 
that matters, it’s what we are 
going to do tomorrow. I want 
more people to have excep-
tional real estate experienc-
es, whether buying or sell-
ing, and my team and I are 
here to make that happen!

-Peggy Hoag



Scan the QR
code to watch
the CNN report.
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Take a trip with the Peggy 
Hoag Group back to the old 
days when moving to Port-
land was as simple as con-
tacting your trusted real es-
tate group to find your new 
home. That simplicity can be 
found today, too!

Scan the QR code to watch
us revisit
the 1940s.

CNN.com reported early in 
2016 that Oregon was the top 
state to move to for three years 
in a row. Speculation on the 
popularity of Oregon includes 
the tech boom, lifestyle op-
tions, and green space. No 
doubt Portlandia, the popular 
TV series highlighting Port-
land’s unique culture, has con-
tributed to the numbers drawn 
to Oregon.

MIGRATION
PATTERNS

REAL ESTATE SPECIAL REPORT:
“OREGON IS THE MOST 

POPULAR STATE TO MOVE TO”

A TRIP BACK IN TIME

HIGHEST PERCENTAGE OF 
INBOUND MOVES

This graph is taken from the annual At-
las Van Lines Migration Patterns Study. 
The shipping company is able to analyze 
their data to provide a snapshot of relo-
cation patterns for America and Canada. 
The 2015 study shows changes in the 
Northeast and Western regions of the 
United States and the Canadian provinces. 
Canadians and Midwesterners are mov-
ing to the West Coast in large numbers.

Source:
Atlas Van Lines 2015 
Migrations Patterns

atlasvanlines.com
TM & © 2015 AWGI LLC

Oregon ranked first for the highest percentage of total
interstate moves that were inbound in 2015.

Inbound Outbound Balanced 

Over 55% of total 
shipments moving 

into the state 
(subtotal below)

Over 55% of total 
shipments moving 

out of the state 
(subtotal below) 

Inbound and outbound 
individually represents 

55% or less of total 
shipments 
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Advice for 
First-Time 
Home Buyers

signs that show] there are 
immediate repairs needed.

BL: What happens if, when I 
find the home I want, there 
is a bidding war going on and 
five other offers are made? Is 
there a strategy you recom-
mend to winning these bid-
ding wars? Or what are my 
options at that point?

PH: First of all, it’s almost a 
given that [a bidding war will 
happen.] A strategy should 
be mapped out with your 
broker based on your finan-
cial comfort level, your risk 
tolerance, and the factors we 
spoke about earlier. There 
are a lot of things you could 
do to win the bid, but you 
have to decide if it’s worth 
it to you and to what extent 
you’ll go to win that bid—and 
then be true to that! And, 
most importantly, don’t be 
attached to the outcome.

BL: What [is] the biggest or 
most frequent mistake [you 
see] first-time home buyers 
make?

PH: They think they have 
power; they think they can 
come in and low-ball the 
seller and that’s just not the 
reality. They can’t.

BL: So if you were to give ad-
vice to someone who was on 
a budget, being that they’re 
purchasing their first home, 
where would you recommend 

CONTINUED ON PAGE 8

for it? Are you willing to bring 
money in addition to your 
down payment if it doesn’t 
appraise? The answer to 
[those questions] depends 
on the reality of what you can 
do, what you can afford, and 
what you can handle. But 
those conversations need to 
be had before you step in to 
make an offer.

BL: So, you mentioned ma-
jor repairs. Do you think it 
is a good idea for a buyer 
to purchase a “fixer-upper” 
if they’re not finding some-
thing that meets their expec-
tations? Is it a good idea to 
purchase a home that is in 
rough condition and bring it 
up to the buyers’ standards?

PH: Possibly, but again it’s 
about what you can afford 
and how much of a fixer-
upper it is. For example, one 
house might be a Granny’s 
house where she’s taken re-
ally good care of it—good 
roof, no water intrusion, eve-
rything is original. Nothing is 
critical at that point, so if you 
can live with it as-is until you 
can afford to upgrade things 
cosmetically one at a time, 
that is a great option! But if 
it’s something that needs a 
new roof, has major drain-
age problems, or other prob-
lems that would need to be 
addressed immediately, can 
you afford to do that? Those 
are the kind of questions you 
should be asking yourself be-
fore you write an offer. An ex-
perienced broker knows [the 

BRIANNA LINDLEY: Hi Peggy– 
so great to be able to sit down 
and pick your brain! Let’s dive 
in. The housing market in 
Portland is very competitive 
and first-time home buyers 
are struggling to find what 
they would consider their 
ideal starter home. With that 
in mind, what do you think 
the mindset should be of a 
first-time home buyer enter-
ing the Portland market?

PEGGY HOAG: First-time 
home buyers have to under-
stand that they don’t have the 
leverage in this situation—
the seller does. The buyers 
have to think ahead of time  
about what compromises 

they’re willing to make to win 
the bid for a property. 

BL: What compromises do 
you think are the “right ones” 
to make for a first purchase—
ones that won’t cause major 
regret down the road?

PH: It’s definitely something 
you need to think about. 
Talk to your broker and de-
cide based on factors like 
what you can afford after the 
property closes. For instance, 
if there is a major problem 
with the property, are you 
going to have the financial 
means to fix it after the pur-
chase? Are you willing to pay 
more than appraised value 

O regon holds the title “Top Mov-
ing Destination” in the coun-
try. Couple this with first-time 
home buyers making up 30-
40% of all home sales nation-

ally, and what you get is stiff competition.

Brianna Lindley, colleague at Mortgage Ex-
press, sat down with Peggy Hoag to discuss 
what first-time home buyers should know in 
this competitive market.



Are you or someone you know a first-time home 
buyer just beginning the home shopping process? 
Get in touch with us! From helping you set your cri-
teria and locating houses that match your needs to 
negotiating down to the nitty gritty details of what 
your finances can withstand, we are ready to walk 
you through the real estate experience! To start this 
process, call the office at 503.906.1370 or email us 
at peggy@peggyhoag.com
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10. APPRECIATION
The key to ensure you get top 
tier treatment is to focus on the 
good your agent is doing. If you 
focus solely on the negative, you 
are risking the alienation of your 
agent.

F O R  H I R I N G  A  R E A L 
E S T AT E  A G E N T 

CONTINUED FROM PAGE 7

BL: ...they start their search? What are some 
of the up-and-coming neighborhoods in the 
Portland Metro region?

PH: There’s a few of them; Milwaukie, spe-
cifically Oak Grove, Gladstone, are definitely 
already up-and-coming now that the MAX 
is over there. Fringe neighborhoods over in 
northeast, out beyond the edges of Beau-
mont, places like Brooklyn in close to Powell, 
between Westmoreland and Powell; South 
Taylor close to Foster— those are some plac-
es where you can still get good values that 
are on the fringes. And we’re probably going 
to see significant appreciation in those areas 
in the next couple of years.

BL: What do you think that the Peggy Hoag 
Group offers first-time home buyers?

PH: Strong guidance, laying out a real picture, helping them establish a strat-
egy and giving them emotional structure so that they’re prepared to deal 
with losing a property they like. Setting them up with realistic expectations, 
and helping them manage the process. Because, we have experience - a lot 
of experience. And we’re here to see first-time home buyers get a house they 
can love!

Sources
http://www.unitedvanlines.com/about-united/news/movers-study-2014 
http://money.cnn.com/2016/01/04/real_estate/oregon-most-popular-moving-states-2015/
http://economistsoutlook.blogs.realtor.org/2015/05/04/18372/

01. LOCAL

03. GOOD LISTENER

02. WELL PREPARED

05. EXPLAINS STRATEGIES

Find someone who is proven in the market 
place by the number and similarity of sales. 
(See pg. 4)

You should do the majority of the talking 
during your meetings. If the agent talks the 
most, they are likely not listening to your 
needs. (See pg. 4)

Both the agent and you should be prepared 
for the initial meeting. If the agent isn’t pre-
pared, they’re probably not a professional; if 
you aren’t prepared, a professional can help 
you become so!

Your agent should be able to describe the 
logic behind their marketing, sales, and 
brand, and their approach to real estate, from 
property features vs. square feet to negotia-
tion tactics. (See pg. 9, 20)

14    golden        rules

04. HONEST 
A good agent will not agree with everything 
you say; a good agent will be honest and tell 
you the truth even if it’s not what you want 
to hear. (See pg. 20)

06. STRONG SUPPORT TEAM
A single agent can not accomplish what a 
professional real estate team can. Choose a 
broker who has a proven team and support 
staff to get the job done. (See pg. 5)

07. HUMBLE
Don’t choose an agent who ONLY wants to 
talk about their accomplishments or their 
team’s accomplishments. Your agent should 
be successful but professional in presenting 
their accomplishments.

08. EXPLAINS RISK
Something will go wrong in your transaction, 
guaranteed. What you can do is hire someone 
who can explain the risks to you and has the 
experience to handle the bumps in the road.

09. COMMISSION
Make sure you understand the structure and 
the particular benefits of competitive com-
mission. Higher commission will help you 
net more while lower commission will net 
less. (See pg. 16)

13. INSTINCT    
Ultimately, go with your gut in-
stinct. Can you trust this person to 
handle your most expensive pos-
session? If you have any qualms, 
don’t settle; keep looking.

11. BACKGROUND
Be aware of your agent’s real es-
tate history, experience, reviews, 
and track record.
12. SATISFIED PAST CLIENTS
Choose an agent who has a his-
tory of happy clients. (See pg. 18)

14. REGULAR CONTACT
Your agent should maintain con-
tact for the duration of the trans-
action. Anything less, and you 
can be sure they are not in the 
business of cultivating relation-
ships.

Inspired by Smart Women Finish 
Rich by David Bach
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the right buyer
ATTRACTING

sure of our listings to home 
buyers and families mov-
ing to the area. Our listings 
are advertised on hundreds 
of websites nationally and 
globally through our reloca-
tion connections and mar-
keting subscriptions. They 
are also sent to hundreds of 
agents within our network.

Marketing materials are also 
generated to be used on a 
local scale. Each property re-
ceives a real estate sign with 
directional arrows placed on 
high volume corners to di-
rect traffic to the property. 
An eco-friendly perma-flyer 
is installed on the sign with 
listing details and a QR code 
that takes scanners to the 
property specific website. Cli-
ents receive flyers, Facebook 
posts, and more to be shared 
with their friends and family.

We hire a world renowned 
real estate photographer 
to obtain high quality, full 
color photos that present 
each room and feature of a

property in a visually compel-
ling manner. A walk-through 
video is recorded and posted 
to Zillow. These videos have 
been proven to increase on-
line viewings by 300%! Face-
book boosting is our newest 
marketing technique, which 
reaches target specific buyer 
audience with remarkable 
accuracy. We are active on 
Google+, Twitter, YouTube, 
and Instagram to reach the 
most buyers possible.

Custom marketing cam-
paigns are crafted for each 
listing, treating each prop-
erty as the unique gem it is. 
Truly singular properties will 
receive professional videos 
to increase marketing effec-
tiveness. While every seller is 
given the option of a public 
event for their listing, open 
houses or other events we 
host are customized based 
on the listing and the clien-
tele to craft a captivating dis-
play of each property.

CONTINUED ON PAGE 24

Our expert 
methods re-
quire invest-
ing money in 
two fields:

 • Competitive commission, 
to attract brokers

 • Maximum marketing, to at-
tract buyers
When these aspects are 
combined, the seller nets a 
higher sale price!

Our engagement with the lo-
cal industry through broker 

networking and competitive 
commission generates indus-
try excitement and height-
ened awareness of your 
home. If a home is priced 
low with a low commission, it 
will sell for a minimum price. 
Conversely, a premium com-
mission means your home 
receives premium market-
ing and garners maximum 
selling price. For twenty- 
five years, Peggy has devel-
oped contacts and relation-
ships with HR departments 
and relocation companies, 
providing a unique expo

Since 1991, The Peggy Hoag Group has 
outperformed the market in buyer show-
ings, net price, and fewer days on the 
market. This success is a testimony to 
our unique business model.

Written by Elizabeth Terrall



mouth of the canyon where it flows into the Columbia River. 
They ate smoked fish with an old Indian lady.
 The folklore in the region has two stories to the origin 
of the name Old Lady Canyon. The most recent story is of the 
Indian woman who was a matriarch in the Indian tribes. She 
had her encampment in this canyon. As the story goes, young 
men that were sons of chiefs were sent to spend a summer with 
the old lady in the canyon before each one became a chief. The 
old lady’s grave is next to the canyon.
 The earlier story is about a herd of horses. The 
whole region where my Sundale Ranch and the Old Lady 
Canyon are is called Horse Heaven Hills. Early in the 
1800s, there were herds of horses that ran these hills. A ma-
triarch mare led the herd that lived and ran Old Lady Can-
yon, which is very uncommon. For several decades, this 
mare took the stallion’s position at the head of the herd.
 The wine of Aanpama Vineyard is produced from 
grapes that grow cuddled between the rimrock and the river, 
which creates a microclimate that Sangiovese grapes thrive 
in. Sangiovese is unique in that it requires a longer growing 
season and higher heat units than most grape varietals; this lo-
cation provides all of that, so the grapes grow very well here. 
The name Aanpama comes from a local Klickitat Indian word 
for sundial which refers to Sundale, where the ranch is located. 
Whether Sundale or sundial, the area gets lots of sun and only 
nine inches of rain annually.
 Long story short, I believe the ranch and Old Lady 
Canyon found me. So raise your glasses and cheers to the his-
tory of the region, to the old lady, to the horses, to a good glass 
of wine and to the joy that it gives you!

-Peggy Hoag

When I was six years old, I would 
lay on my back in the grass 
dreaming of a special property, 
with rimrock behind and a river 
in front, and rolling land be-

tween. I drew this picture in my mind over and over 
as a child.

 In 1986, my family home burned. One of the only 
things that was salvaged from the home was the center of one 
of the burned packed boxes that, during the fire, had fallen 
from the attic all the way down to the basement. This one had 
my scrapbooks inside of it, and in the center of this scrap-
book box was the burnt remains of the drawings of this land I 
dreamed of when I was six. 
 In 1997, I began looking for this property that I had 
in my head. I looked in Prineville, Madras, and Bend, and all 
through Central Oregon thinking that was where it would be. 
One day I was flying up the Gorge with a friend in his Cessna 
to his private airstrip in Skamania. I was telling him about my 
search and how I hadn’t found my ranch yet. He suggested 
that I go further up the river past Lyle and Goldendale, be-
cause he thought what I was describing existed up there.
 The next weekend I drove up to Goldendale and 
went into the local real estate office. They said they didn’t 
have anything except for a barren piece of land with no water, 
no power, and no road. They said it was too far for them to 
go with me. I was fine with that so I headed up there alone. 
When I pulled up onto the property, it was the exact land I had 
drawn over and over when I was six. I had found my ranch.
 What I didn’t know when I bought the property was 
how big four hundred and twenty acres really is. I didn’t real-
ize that my property extended to the canyon to the east. A year 
after I bought it, I learned from the previous owner that my 
property included Old Lady Canyon. Old Lady Canyon is a 
famous canyon that is documented in the books Undaunted 
Courage by Steven E. Ambrose and Seeking Western Waters: 
The Lewis and Clark Trail from the Rockies to the Pacific by 
H. K. Beals, Meriwether Lewis, Ruth Strong, and Emory M. 
Strong. Lewis and Clark had breakfast on my property at the

the AANPAMA
STORY



the AANPAMA
STORY

INSTRUCTIONS
1.   Spatula one marinade ingredient at a time over the fillets. Let sit for 15 minutes or 
longer. Using a cast iron skillet or grill skillet with a lid, poach the salmon in butter on 
high heat until crispy. Finish in the oven to desired level of doneness.

2.   Choose fresh, locally grown vegetables that are in season. Using a grill or grill 
skillet, grill to achieve black marks, then finish in the oven with the lid on.

3.   Toss greens with salad dressing. Top with blue cheese and hazelnuts.

4.   Arrange the salad, vegetables, and salmon on each plate. Squeeze the lemon over 
the salmon and vegetables to taste. Serve with grill-toasted bread and butter or olive 
oil,  and your favorite red wine. Enjoy!

MARINADE
•   1 T olive oil
•   1 T balsamic vinegar
•   1 T maple syrup
•   1 T dijon mustard
•   1 tsp sriracha sauce
•   ½ tsp salt
•   ½ tsp pepper
DRESSING
•   1 T olive oil
•   1 T orange juice
•   1 tsp balsamic vinegar
•   ½ tsp maple syrup
•   ½ tsp dijon mustard
•   ½ tsp sriracha sauce

INGREDIENTS 
•   1 lb salmon fillets
•   1 T butter
•   10oz mixed baby greens. Baby arugula or
     mesclun work especially well.
•   Fresh, locally grown vegetables. I used:
        1 purple onion
        10 asparagus spears
        10 small sweet peppers
        2 peaches, cut in half
•   ¼ c local hazelnuts, chopped
•   ¼ c high quality blue cheese, crumbled
•   1 lemon, halved
•   Salt and pepper to taste

Sockeye Salmon with Grilled Vegetables
I love cooking at home, especially with fresh, local ingredients from the farmer ’s
market. This is a delightfully colorful recipe that pleases the palate and the senses. 
Serves two.



Peggy Hoag tastes Quailhurst’s award-winning 
Pinot Noir in their newly renovated tasting room.
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Q U A I L H U R S T
V I N E YA R D  E S TAT E

Inside the region’s highest real estate sale since 2008

SELLING THE 
LEGACY

The driveway winds its way past the gated archway 
and through paddocks occupied by peacefully 
grazing horses. The smell of fresh earth is carried 
on the warm breeze from a tractor plowing in a 
nearby field. A neigh is heard from across the acre-

age. As the white-fenced drive leads past the outdoor dressage 
arena, the Japanese garden, and up to the main residence, one 
is struck with regal serenity and the greatness of this estate. 
Distant mountains are visible through the summer haze and the 
valley extends before one like a scroll. Everywhere is tranquility 
and contentment. 

When Ben and Lyndon Langston built Quailhurst in the 1970s, it 
was a sprawling hilltop estate with over nine thousand square 
feet of Southern Colonial-style luxury. It possesses expansive 
uninterrupted mountain and valley views. It would later become 
renowned for its beautiful Japanese and rose gardens designed 
by Takuma Tono, who also designed the Portland Japanese Gar-
den at Washington Park. What no one could foresee was the 
landmark that the Quailhurst Estate would become to Oregon’s 
wine, dressage, and real estate landscapes.

Written by Elizabeth Terrall
Photography by Alexandra Hanna Johnson
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and Quailhurst was no different. 
Immediately she sought to find the 
perfect buyer, someone who would 
cherish and nurture the estate as 
deeply as its previous owners had. 
Under Peggy’s leadership, exception-
al marketing was created to target 
the audience that would appreciate 
the Quailhurst legacy.

Through syndication to international 
audiences, including translation of 
marketing into other languages, the 
buyer was found! The process, howev-
er, had only just commenced. The in-
tricacy of the transaction reached far 
and wide, from the multiple aspects 
of the property to the singular circum-
stances of the international buyer. 

The physical residence was only a 
small part of the sale; the Quailhurst 
name, business, equestrian stables, 
current wine and champagne inven-
tory, multiple lots, water rights, even 
the grapes still on the vine had to 
be coordinated into a perfect jigsaw 
of moving pieces. The buyer was an 
entrepreneur interested not only in 
the vineyard’s potential but also in 
expanding the business to include 
private events such as weddings 
and business retreats. Business col-
leagues from China, Australia, Brit-
ain, and Germany visited the prop-
erty during the transaction.

planted in 1998. Grapes from the Bur-
gundy region of France were brought 
to the estate and carefully cultivated 
throughout nine acres. The property 
is comprised of numerous outbuild-
ings, including a gatehouse; main, 
boarder, and foaling barns; tractor 
barn; and a twelve car garage. The 
world class equestrian facility in-
cludes indoor and outdoor arenas, 
paddocks, pens, and several pas-
ture turnouts. These improvements 
combined to establish Quailhurst as 
a leading destination for both wine 
and dressage perfection. Yet even 
properties as special as Quailhurst 
must change ownership during their 
life course.

When Peggy was introduced to Quail-
hurst, it was just such a time of tran-
sition for the estate. The owners 
were ready to move to a new venture, 
and Peggy was selected to represent 
their interests. Peggy is known to rec-
ognize the uniqueness and complex-
ity of each property entrusted to her, 

S E L L I N G  T H E  L E G A C Y

Peggy is known to 
recognize the unique-
ness and complexity 
of each property en-

trusted to her.

Quailhurst Vineyard Estate, as it is 
now called, is distinctive not only 
for its architectural significance and 
elegant beauty but also for its unri-
valed Jory soils. While much of the 
Willamette Valley contains pockets of 
this sought-after sediment left from 
the Missoula floods, Quailhurst is 
unique in that all thirty-five acres are 
on pure, nutrient-rich Jory earth. This 
unique sedimentary soil is optimal 
for growing Pinot Noir grapes.

During the late 1990s and onward, 
Quailhurst was renovated and stead-
ily improved upon until it reached its 
current excellence. The vineyard was The Japanese garden, rose garden, and

pond create an oasis just minutes from the city.

Quailhurst is Oregon’s landmark 
equestrian and vineyard estate.
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Quailhurst Vineyard Estate is currently 
owned and operated by Joseph Lu of Lu Pa-
cif ic Properties, LLC. The horse facil it ies at 
Quailhurst are currently used for training, 
workshops, and dressage events. In 2016, the 
estate began expanding the vineyard acreage 
to six additional acres for a total of f i fteen 
producing acres. The exclusive, award-win-
ning wines produced by Quailhurst Vineyard 
Estate are available for purchase online at 
quailhurstwines.com and at the onsite tast-
ing room. To book a private reservation in the 
exclusive tasting room, visit their website or 
call  (503) 330-0118.

Like a delicate rosebud, the trans-
action was nurtured and pro-
tected by Peggy until it burst into 
full bloom. Peggy was present for 
every showing and every meeting, 
so much so that her knowledge of 
the property and of all parties in-
volved was thorough and intimate. 
The entire process took over twelve 
months of careful attention. Both 
her unique approach to marketing 
and her genuine care for her clients 
contributed to Peggy’s success in 
closing the highest real estate sale 
in Oregon in nearly ten years.

As I sat in the shade of a weeping

willow tree on that warm summer 
day and regarded the Cascade 
Range across the valley, I was 
struck by the simplicity and gran-
deur of Quailhurst.  Grandeur, yes, 
for it possesses a maturity and 
sophistication that demands ad-
miration. Yet, as I walked the se-
cluded pathways under the Japa-
nese maples and contemplated 
this sale, there was no vanity or 
pretention. Instead, I was mindful 
of the incredible opportunity Peg-
gy and her team had to be part 
of the transfer of the Quailhurst 
Vineyard Estate and its extraordi-
nary legacy.

Mount Hood is visible in the distance 
behind ripening grape vines.

The Japanese garden, rose garden, and
pond create an oasis just minutes from the city.

The main residence is nearly 10,000 square feet
and contains numerous bedrooms, baths, and a state of the art kitchen.

The Quailhurst stables are leased by
a local horse trainer.
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WhatYou 
Need to Know

This is not a simple world 
we live in today. Thanks to
e-mail, faxes, and the In-
ternet, everything moves 
at hyper speed. And with 

the constant threat of litigation, trans-
actions are documented using more 
and more paper. In real estate, even the 
simplest residential transaction raises 
a complex maze of issues, including 
agency disclosure, property disclosure/
disclaimer, lead based paint, under-
ground storage tanks, and the ever pre-
sent risk of lawsuits.

Property Disclosure vs. 
Property Disclaimer
With no prior experience or assistance, 
how can a seller be expected to under-
stand this law? The consequences of 
noncompliance can be significant. A 
seller who fails to give their buyer prop-
erty disclosure may not know that the 
buyer can terminate the transaction at 
any time—with no reason—prior to clos-
ing. Understanding the questions and 
the seller’s responsibility for correctly 
answering them is critical to a success-
ful transaction.

Seller’s Market vs. Buyer’s 
Market
In order to establish the price of the 
home, and how much room should be 
left for negotiation with buyers, a seller 
must know what is happening in the 
marketplace. Looking at the classified 
section of the newspaper is of little 

Written by Phillip Querin
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help, since ads do not portray actual 
selling prices. Relying upon compara-
ble sales in the area is only effective if 
one knows how to interpret the infor-
mation. For example, even though a 
home sold for $10,000 more than simi-
lar homes in the area, this information 
is relevant only if one knows how long 
that home remained on the market and 
what amenities it contained. Without 
touring the home, or speaking with Re-
altors® who have, the FSBO (For Sale 
By Owner) is at a loss to know wheth-
er they can obtain a similar offer. The 
longer the FSBO’s home remains on the 
market at an unrealistic price and with 
few offers, the greater the chance that 
it will become one that nobody wants 
to buy. Perhaps more financially devas-
tating is the FSBO who sells their home 
for less than the going price because 
they have misjudged the market. This 
is a frequent error by FSBOs who have 
not adequately evaluated the market or 
have relied upon incomplete informa-
tion.

Lead Based Paint
How can a FSBO possibly know whether 
they must give a lead based paint dis-
closure form? And what is the conse-
quence of failing to do so? As all Real-
tors® know, there is a federal law that 
applies if the home was constructed 
prior to 1978. The buyer must be given 
the federally required disclosure docu-
ments, including an informational pam-
phlet, before the buyer is to become 
legally bound under the agreement of 
sale. The failure to comply with this 
federal law could not only result in the 
buyer voiding the transaction, but the 
imposition of a sizeable fine, as well.

Earnest Money
How can a FSBO possibly know what 
an appropriate earnest money deposit 
should be? Is $1,000, $2,000, $5,000 or 

not represented by an experienced 
Realtor®. In such cases, these buyers 
may submit offers that include condi-
tions or contingencies that vary from 
the industry standard or would be re-
garded as too risky by most informed 
sellers. Such provisions might include: 
excessive periods of time for removal of 
inspection or financing contingencies; 
a promissory note that does not have 
to be redeemed at a fixed period of 
time, but rather is tied to the removal 
of other contingencies; an unreason-
ably long period of time before closing; 
terms that permit the buyer to actually 
take money out of closing; complicated 
provisions calling for the seller to carry 
back some or all of the down payment; 
provisions requiring the seller to subor-
dinate to the buyer’s financing; or the 
use of lease options, early possession 
clauses, and other techniques that a 
FSBO may not recognize as financially 
risky.

Without some guidance from a Real-
tor®, the FSBO is at risk of placing 
their entire transaction in jeopardy. 
Most good Realtors® can instantly dis-
tinguish offers that are genuine from 
those that are not. The FSBO can only 
draw upon their own limited experience 
and nickel’s worth of unsolicited advice 
from their friends and relatives.

Abandoned Underground 
Storage Tanks
Many older homes contain them. Oc-
casionally, the homeowner is unaware 
that they have an abandoned tank in 
the ground, because the home was 
heated by gas for as long as they owned 
it. Is the FSBO at risk if they sell the 
home and fail to disclose the exist-
ence of the tank? They can be if they 
gave the seller property disclosures.

CONTINUED ON PAGE 24

$10,000 reasonable? Is a promissory 
note appropriate? Without knowing 
whether it is a buyers’ or sellers’ mar-
ket, or how fast properties are moving, 
a determination of what is reasonable 
is nothing more than a wild guess. It’s 
hard to play poker if you don’t know 
when to “hold ‘em” or when to “fold 
‘em.” Equally important questions the 
FSBO must face are: When should the 
earnest money be paid? Who should it 
be paid to? Can it be made non-refund-
able, and what does this really mean? 
What if the promissory note is not re-
deemed on time or the buyer’s check 
bounces? What if the deposit is insuf-
ficient to cover the seller’s actual dam-
ages caused by the buyer’s nonper-
formance? These are all questions that 
most sellers should want answers for. 
How can the FSBO know the answers to 
these important questions without the 
assistance of a professional?

Finding Qualified Buyers
This is one of the most important ques-
tions to answer before agreeing to sell 
your home. What many uninformed 
sellers fail to realize is that anyone can 
make an offer. If the terms of the offer 
are carefully crafted, a buyer can avoid 
having to actually come up with any 
earnest money deposit for a substan-
tial period of time—and sometimes, not 
until closing. Watch the late-night tel-
evision infomercials and you’ll see how 
training people to “buy property with 
no money down” is a thriving industry. 
But how can the FSBO distinguish a fi-
nancially qualified buyer from one that 
is trying to tie up the property with little 
or no money down?

Unusual Contingencies
Frequently, buyers who might not oth-
erwise qualify for a conventional home 
loan or who have special needs fo-
cus on FSBOs, knowing that they are
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how

“We listed our home for sale with Peggy 
and couldn’t be happier with the service 
provided. Peggy and her team of profes-
sionals were always available by phone/
text/email and happy to assist with any 
needs or questions. Peggy Hoag pro-
vided  superior marketing of our home 
which far exceeded previous firms we 
worked with and we strongly believe 
this played an important part in getting 
our home sold. We highly recommend 
Peggy Hoag and her team.”

- Randy & Sherri Whiteman

“Peggy Hoag came to our home, looked 
it over, and arranged for a professional 
to check out the house. She suggested 
a selling price that was well within our 
range, brought in a photographer, saw 
that the house was marketed and it sold 
two hours after the for sale sign went 
up. My wife and I are extremely pleased 
with the manner in which Peggy Hoag 
conducted herself and saw the sale of our 
former home to its completion. Thank 
you Peggy Hoag for a job well done.”

- Jon McWilliams

“Peggy and her team were extremely 
helpful in the recent sale of our family 
home of 38 years. We were pleased that 
the sale went quickly and very smooth-
ly and their assistance helped to make 
this happen. The financial aspect of the 
sale also turned out very positively and 
we were pleased about this as well. We 
would highly recommend this group to 
others interested in selling a home. Their 
integrity and professionalism was flaw-
less.”

- Linda Jessell

CLIENTSbecome
FRIENDS



PEGGY HOAG 
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When the average seller sits down to in-
terview a Realtor, they often get caught 
up in the excitement of choosing a sale 
price. Unfortunately, uninformed sellers 
often choose the listing agent who sug-
gests the highest list price, which is the 
worst mistake a seller can make.

More money often means more finan-
cial opportunities for a homeowner. 
Perhaps it means the seller can afford 
to buy a more expensive home, help 
pay for their child’s college education, 

or take that greatly overdue vacation. Unfortunately, the 
worth of a property is not established by how much the 
seller wants for it. Quite the contrary. It doesn’t matter 
how much money the seller thinks the home is worth, nor 
does it matter what one agent or ten agents think. The 
person whose opinion matters is the buyer who makes an 
offer.

Pricing homes is part art and part science. It involves com-
paring similar properties, making adjustments for differ-
ences among them, tracking market movements, and tak-
ing stock of present inventory, all in an attempt to come 
up with a range of value—an educated opinion. This meth-
od is similar to what an appraiser uses to value a home. 

Although no two valuations are ever exactly the same, 
they should be close enough to each other to establish 
a value. There is never a hard and fast price tag to slap 
on your home. Only an educated guess can be made, and 
ultimately it will be the market and the competition (other 
homes on the market in your neighborhood) that will dic-
tate the price.

Case Study: Third Time’s The Charm
I have seen the consequences of poor pricing many times. 
One woman I knew had a beautiful home just outside of 
Portland in the country. When she was ready to sell, she 
went on the Internet and found an agent who was rated 
number one in his office in 2003. The agent said he would 
list her house at $1.3 million. She was excited, but excite-
ment is not the key to a home sale. After 120 days on the 
market, her listing expired without any showings or offers.

Her second agent was from the city and specialized in the 

THE CONSEQUENCES OF OVERPRICING
Pricing Matters

Author Unknown



Pearl District. A friend who had used 
the agent twenty years before re-
ferred this agent to the seller. Tech-
nology and current marketing out-
dated the agent. The price was cut by 
$200,000, a sign  was installed in the 
yard, and flyers were sent to real es-
tate offices. Now it should sell, right?

Close, but no cigar. Months passed. 
The price dropped to $1 million flat. 
Being unsold affected the value a 
buyer ultimately chose to pay be-
cause the listing had become mar-
ket-worn; the home was stale, dated, 
and overpriced for too long.

After an entire year, an agent who 
specialized in working with expired 
and hard to sell properties contact-
ed the seller. The agent came to the 
home with a presentation complete 
with a detailed CMA and market infor-
mation. Aggressive pricing was now in 
order; the agent requested the seller 
spend money on freshening up the 
home with new paint, landscaping, 
and cleaning, and then priced the 
home at $899,000. Professional pho-
tography was ordered by the agent 
and advertised online with a virtual 
tour. New flyers were prepared and 
Internet postings were readied.

All of these preparations occurred 
before the listing was reactivated. 
The seller felt refreshed when she 
saw the energy of the agent. The ex-
pansive marketing strategy gave her 
new hope. After listing the third time, 
the home received multiple showings 
and sold for full price with a fast close.

Comparable sales in the neighbor-
hood could have justified a sale

CONTINUED ON PAGE 25 



TIP #1: Painting,
Carpeting, and Light-
ing
Buyers often look down at 
the floor when they walk 
into a room. Worn or soiled 
carpets and badly painted 
or chipped walls will make 
a buyer think that there 
are other issues with your 
home, even if there are not.
• Consider a fresh coat of 
paint if paint is out of date 
or tired. It will make a room 
look new and clean.
• Pick neutral paint colors, 
as neutral colors appeal to 
more people. I have seen 
many buyers walk into a 
home with bright or vibrant 
colored rooms and walk out 
because they hate it.
• Clean the carpets. If car-
pets are worn, consider 
getting them replaced.
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7 tips to increase
home value

During my twenty-five years as a real estate broker, 
I have discovered the seven most effective tips for 
preparing a home to sell. 
-Peggy Hoag

• Clean the baseboards. If they are beyond 
cleaning, painting, or other repair, get 
them replaced.
• Clean all windows. It will allow in more 
natural lighting.
• Dust all rooms; dusting makes a room 
look brighter and cleaner. 
TIP #2: Curb Appeal
First impressions count! Similar to a fresh 
coat of paint for a room, a yard that has the 
grass cut and edged nicely goes a long way.
• Manicure your lawn. If it needs mainte-
nance, get it done!
• Remove, spray, or get rid of weeds.
• Make your entryway inviting with a pot of 
flowers, a clean welcome mat, or a simple 
piece of wall art.
• Consider repainting or residing the front 
of the house.
• Repair any broken windows, seals, and 
shutters.
• Consider power washing or refinishing 
your walkway and driveway.
• Make sure trash bins are not visible from 
the street.

TIP #3: Kitchen
In many cases, the kitchen is the most im-
portant room to a homeowner; just look 
at the costs of kitchen remodels! Updat-
ing your kitchen solely for selling is often 
not necessary or wise, but presenting your 
kitchen in the best possible light will make 
a huge impact during showings.
• Get appliances cleaned spotless or con-
sider replacing them. Replacing appliances 
is often not required, but you do not want 
a buyer to leave because of a dirty stove or 
refrigerator.
• Clean out drawers, cabinets, and pan-
tries. Many buyers will open these to test 
the size and quality.
• Make sure knobs and handles are cleaned, 
secured tightly, and have no sharp edges.
• Make sure fixtures and outlets are 
cleaned, in working order, and easily ac-
cessible.
• Make sure trash cans are out of sight, 
empty, and odorless.
• Clean exhaust hoods and make sure the 
light and fan are in working order.
TIP #4: Bathrooms
Bathrooms typically get the most critiquing 
by buyers. Therefore, you need to make 
sure they are in tip top shape! Some buyers 
will walk out of an otherwise decent house 
if a bathroom is dirty or smelly.
• Replace any tired fixtures. These are often 
inexpensive to replace.
• Clean the floors, mirrors, walls, bathtubs, 



Stage Two: For homeowners close to the 
listing date. De-cluttering will help make 
moving day easier after your home is sold.
1. Pack up clothes that you are not going to 
wear for a few months.
2. Pack up decor, appliances, and miscel-
laneous items that are not being used. This 
includes every room, hallway, cabinet and 
drawer in the house. Put items in boxes 
and place neatly in storage.
3. Label all boxes with the room they be-
long to and their contents. For example, 
“Kitchen: Dishes.” This will make it much 
easier to know where to find these items 
once you move into your next home!
TIP #6: Energy Costs
Some buyers favor homes that have lower 
monthly utility costs over anything else in 
the home. Saving money now with energy 
efficient options can help you down the 
road when you are ready to sell your home.
• Consider replacing windows if you have 
aluminum or older windows.
• Look into improving your insulation.
• Most utilities offer free energy audits. 
Take advantage of this as it can help you 
sell!
TIP #7: Hire a Home Inspector
You do not want to be surprised by the 
results of a home inspection during your 
sale! When an offer is accepted on your 
home, your goal is to close the deal with 
as little hassle as possible. A pre-list home 
inspection is an excellent guide for what to 
fix and can help you avoid problems dur-
ing the negotiation period. Keep in mind 
that home inspection reports will be de-
tailed and may startle you without proper 
explanation. If you decide to have a home 
inspection, be sure to review the results 
with your broker.

Preparing your home to sell can feel like 
a daunting task, but you don’t have to do 
it alone! The Peggy Hoag Group is happy 
to recommend trusted companies for 
cleaning services, contractors, and more!

and showers.
• Make sure knobs and han-
dles are cleaned, secured 
tightly, and have no sharp 
edges.
• Make sure trash cans are 
out of sight, empty, and 
odorless.
TIP #5: De-Clutter
I have seen buyers walk 
through homes that have 
too much stuff and say, 
“This house just looks clut-
tered!” Don’t let this type 
of comment be said about 
your home. You want buy-
ers to walk through your 
home and think to them-
selves, “This is a gorgeous 
home; the owners must 
take good care of it. I can 
see myself in this house!” 
We can get so used to our 
loved treasures that we do 
not even see them any-
more. I recommend de-
cluttering in two stages:
Stage One: For homeown-
ers considering selling their 
home within 1-2 years.
1. Sort your possessions by 
use: what do you use regu-
larly, what have you not 
used in months or years, 
what you do not anticipate 
using in the foreseeable fu-
ture.
2. Categorize items such as 
clothing you have not worn 
in a long time, dishes/ap-
pliances you have not used 
recently, old mail/maga-
zines lying around, and 
toys/games that are not 
used frequently.
3. Neatly box up these items 
and place them in storage.
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buyer wants a $1,000 credit 
for repairs? What if the buyer 
wants the repairs completed 
as a result of the profession-
al inspection? Who should 
authorize the repairs, and 
who should verify that the 
work was properly done? 
How long does the buyer 
have to approve or reject an 
inspection? What if the buyer 
fails to reject the inspection 
report in time? What if there 
is another buyer who wants 
to write a backup offer? What 
is a 72-hour contingency and 
how does it work? What if 
there is a dispute—what hap-
pens to the earnest money? 
Do disputes that go to Small 
Claims Court first have to be 
mediated? How long will it 
take if the matter has to be 
arbitrated? Is there a right to 
a jury trial rather than arbi-
tration? Can the arbitration 
ruling be appealed?

A good Realtor® adds value 
to most transactions. For 
the seller, this value is not 
only measured in terms of a 
higher selling price or better 
terms, but also in the peace 
of mind in knowing that the 
multiplicity of today’s laws 
and regulations have been 
met. For the FSBO today, ig-
norance is not bliss—it is an 
invitation to disaster.

END  

the seller can be referred 
to a company who will do 
the necessary inspection to 
make a final determination.

SALE AGREEMENT
For the FSBO, reading the 
standard form Sale Agree-
ment for the first time—which 
Realtors® have been using 
for years—can be a daunt-
ing experience. How can the 
FSBO know what provisions 
contained in the buyer’s of-
fer are “standard” versus 
those that would be consid-
ered unusual or risky? For ex-
ample, most good Realtors® 
know what time frames are 
reasonable to grant for the 
satisfaction and removal of 
contingencies. Most impor-
tant, they know how to pre-
qualify the buyer by asking 
many important questions, 
such as: whether the sale 
of their current home will 
need to be a contingency 
in this purchase; whether 
the buyer could qualify for 
a conventional loan, and if 
so, how much; whether they 
could obtain a bridge loan if 
they were unable to sell their 
home in time to close on this 
one; and where will they ob-
tain the down payment—is it 
contingent upon any other 
source, such as a gift, a loan, 
a bonus, or disbursement 
from a retirement plan?

The standard Sale Agreement 
form contains many sections 
that Realtors® understand 
should be specially explained 
to the seller. What if the

Attracting The Right Buyer
CONTINUED FROM PAGE 9

Time is often of the essence! 
Our staff ensures calls and 
emails from interested buy-
ers are attended to quickly 
and personally. Being re-
sponsive from the first mo-
ment of contact can mean 
the difference between a 
sale and no sale for a home 
seller. In addition, all of our 
lockboxes are equipped 
with WiFi to send us show-
ing alerts, which we use to 
acquire valuable feedback 
from both agents and their 
interested clients. This feed-
back can help determine 
what changes are needed 
in the marketing and/or the 
property to attract the right 
buyer.

We take the satisfaction of 
our clients seriously. Clients 
are regularly sent market-
ing statistics and kept up to 
date with showing feedback 
and advertising changes. For 
over twenty-five years, Peggy 
and her team have included 
a satisfaction guarantee in all 
contracts; if a client is ever 
unsatisfied, they may termi-
nate at any time.

Our spectacular results will 
not continue without diligent 
attention to the changing 
market and buyer expecta-
tions, which is accomplished 
through careful monitoring 
of results and timely adjust-
ment to change. The differ-
ences between brokers can be 
subtle. However, the results  

are often not. Our imagina-
tive efforts have resulted 
in increased market share 
with an average of ninety 
transactions every year. We 
are enthused to apply our 
proven strategies to each 
new listing and welcome the 
opportunity to attract the 
right buyer for your home!

END 
For Sale By Owner: What 
You Need To Know
CONTINUED FROM PAGE 17

If the home is sold and the 
tank is later discovered to 
have leaked, the buyer could 
make a claim against the 
FSBO. The greater the cost to 
fix the problem, the greater 
the chance that the buyer 
will seek financial help from 
the FSBO seller. What if the 
FSBO knows of the aban-
doned tank, but does noth-
ing prior to sale? Does he or 
she know that Oregon law 
now requires that the seller 
must provide the buyer with 
evidence that the tank has 
been cleaned out? Do they 
know the penalty for non-
compliance?

What can a good Realtor® 
bring to the table? An expe-
rienced agent will know to 
ask the right questions be-
fore the home is even placed 
on the market. If there is a 
tank, a discussion should be 
held with the seller about 
the possible need for testing 
and decommissioning. And 
if there is some question as 
to whether there actually is a 
tank located on the property, 

Phil Querin has over 40 years 
of experience. His firm’s prac-
tice is limited to representing 
buyers, sellers, brokers, devel-
opers, landlords, and others, 
in real estate transactional and 
litigation matters.
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comes on the market priced 
too high, potential buyers 
pass on it. After one month, 
the listing price is reduced. 
Another month passes with 
no showings and no offers, 
and the seller reduces a sec-
ond time.

After sixty days, the listing 
has become market-worn 
and unattractive. The home 
is almost invisible; people 
who have seen it already 
will pass on it again without 
even remembering why. Price 
reductions will continue un-
til a buyer who has all the 
negotiating leverage finally 
makes an offer. If no one else 
wanted the property during

Pricing Matters: The Con-
sequences of Overpricing
CONTINUED FROM PAGE 21

of $955,000, but sitting on 
the market for so long at the 
wrong price damaged the 
listing. In addition, the mar-
ket had softened over the 
course of the year; had the 
property been priced cor-
rectly the first time, it could 
have been sold for even 
more.

PEGGY’S REFLECTION
It is common in the industry 
to list a home at a price high-
er than the market will bear 
to avoid the risk of not being 

the active period, the buyer 
has little fear that there will 
be competitors.

HONESTY IS KEY
I am committed to doing 
everything in my power to 
protect my clients’ listings 
from becoming market-worn. 
It is a natural inclination to 
place belief in the broker 
who quotes the highest list 
price, but it is often not in 
their best interest. My team 
and I are dedicated to being 
honest and direct with our 
clients to achieve the best 
results possible.

-Peggy Hoag
END 

selected to represent a sell-
er.  Once the home is listed, 
brokers know the seller will 
reduce the price when the 
home has not received show-
ings or offers. At the Peggy 
Hoag Group, we do not use 
this approach. Telling the 
seller what they want to hear 
to ensure the procurement of 
the listing is the single reason 
a home will ultimately sell for 
less. When a home is priced 
correctly, it will receive an of-
fer in a timely manner and be 
sold while the seller has ne-
gotiating leverage. If the list-
ing is fresh, buyers who make 
an offer are excited and fear 
competition from other buy-
ers. Conversely, when a home
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 When it comes to being eco-friendly and giving back to the community, 
our team at the Peggy Hoag Group takes small steps that have big effects. Instead 
of printing hundreds of paper flyers for each property, we use “perma-flyers” that 
reduce paper waste. Our clients are encouraged to add energy-efficient solutions to 
their properties to cut down on emissions.
 We are always on the hunt for eco-friendly companies that use sustainable 
materials, such as Eco Imprints, which made our water bottles. (ecoimprints.com) 
Our eco-friendly water bottles replace hundreds of plastic, single-use water bottles 
each year. We often come into contact with local business owners who we are proud 
to promote and partner with to grow the Oregon economy and give back to the com-
munity. These are just some of the ways the Peggy Hoag Group looks out for the 
people and land of the Pacific Northwest!

Protecting and Promoting 
Our Northwest Lifestyle

The most commonly asked question from people thinking about selling 
their home is, “What is my home worth right now?” There are three 
basic ways to estimate the value of a home:
 1. Value Estimation Website
 2. Professional Appraisal

  3. Comparative Market Analysis
 Home worth and market value are not always the same. A number of web-
sites offer value estimates based on data you input into their web form. Websites 
such as Zillow and RedFin can be useful tools as you begin your real estate journey, 
but their property value estimates are often +/-20% accurate. These websites use 
a formula to calculate your home worth, but a computer cannot take into consid-
eration all features and market factors apparent to an experiened real estate bro-
ker. Since these websites do not share their formulas with the public, the only way 
to verify the true market value of your home is to have a professional real estate 
broker visit your property and generate a value based on first-hand knowledge.
 An appraisal is performed by a licensed appraiser and is ordered by the 
bank during a transaction when a buyer is financing. The buyer almost always pays 
the cost of the appraisal. An independent appraisal often looks very different than

a bank-initiated appraisal and can be 
costly to the homeowner.
 The hard reality is that a home 
is worth what the market will bear at the 
time it is sold. The most reliable estimates 
come from analyzing comparable sales in 
your neighborhood within the last three 
months.
 Having a licensed real estate 
agent run the numbers is often the most 
stress-free, inexpensive, and accurate 
method to find your current home worth. 
The Peggy Hoag Group offers free home 
valuation visits complete with suggestions 
to increase the sale price of your home 
during a future sale. Selling your home is 
one of the biggest decisions you can ever 
make; don’t risk valuing your home incor-
rectly!

-Peggy Hoag

Is your Zillow
zestimate accurate?

Zillow



Building Trust. Reducing Stress. Delivering Reliability. Around The World. 

www.move-northwest.com Contact: Judy Kilgore 503-684-0055 14101 SW 72nd Ave, Portland, Oregon 97224

One of Portland’s Best and Oldest 
Local Moving and Storage Company
Providing value-driven moving services to families and businesses 
in the Northwest and across the country since 1956

WEST SIDE MOVING 
& STORAGE

PRO FESSIONALS WE R EC OMM END 
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PropM = Professional Property Management, Marketing, 
Maintenance, and More!

“We honestly feel there is nobody doing a better job in the
industry, We think you will be impressed with our property
management services, peace of mind we bring to you and the 
value we bring.”

Call us at 888.780.2938 to find out more
Or  visit www.propmhomes.com for a free management quote

In today’s rapidly changing  
real estate market, experience  

brings you a valuable asset.  
~ Peace of mind ~ 

For property information and assistance, call customer service at 
(503) 219-TRIO or visit us online at �irstampdx.com. 
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