
» December 2013,  Volume 6,  Issue 4

Forgiveness in the Context of the Realtor-Client Relationship
Jo-Ann Tsang, PhD

What Factors Lock Clients Into Relationships 
Mary P. Harrison, PhD and Sharon E. Beatty, PhD

The Quest for Community 
Larry Lyon, PhD and Robyn Driskell, PhD

Designing a Strategic Service Blueprint
Ioannis (Giannis) Kostopoulos, PhD

Managing Quotas to Improve Customer Relationships and Sales Performance
Charles H. Schwepker, Jr., PhD, David J. Good, PhD, and Brooke N. Buerky, MBA Student

INSIDER: Sales Shift
Natasha Ashton, MBA Candidate 

INSIDER: Smart Calling
Clint Justice, MBA Candidate



 11 Keller Center Research Report 
 December 2013, Volume 6, Issue 4	  

The Quest for Community 
Larry Lyon, PhD and Robyn Driskell, PhD 

Critiques of modern societies often include the loss of community due to increasingly weak 
connections with local places and changing modes of social interactions. Sociologists believe 
that Western societies lose community as they modernize, and the quantity and quality of 
community is reduced when a society becomes more urban and more industrial. Assessments of 
modern and even postmodern societies include the “decline in” or “loss of” community.  

While the nature of community decline remains debatable, current research suggests that 
consumers still seek the lost community. Consequently, there is an opportunity for real estate 
professionals to explore the needs and wants of their home buying clients to satisfy their ideal 
level of community. By understanding why place still matters and the different dimensions of 
attachment and rootedness relative to community, real estate professionals can add significant 
value for clients navigating the home buying process. 

Are We Losing Community? 

Most sociologists accept a working definition of 
community that includes a specific geographic 
area, an identification by the residents with that 
area, and social interaction among the residents. 
The lost community thesis often argues that what 
was lost was a village, a small town, or urban 
neighborhood, a local place where one was born, 
raised, and died - a local place with inherently 
intimate, holistic relationships. This has important implications for real estate professionals: the 
natural loss of connection must first be understood, then supplemented in the home buying 
process. 

When sociologists speak of the “loss” of community, there are at least two distinct meanings: 
psychological and territorial (Bateman Driskell and Lyon 2002). Psychological focuses on the 
social interaction of the community and analyzes the alienation from the loss of community. 
Territorial focuses on the specific area and the diminishing identification with place. Both 
meanings share the same primary source for the loss of community: the urban society – and 
excessive individualism, alienation, and a resultant lower quality of life.  

So, does place still matter? Not as much as it did before the industrial information revolutions, 
certainly, but residents (especially long-term residents) still identify, to a degree, with their 
territorial communities. The place one lives also matters considerably for differences in life 
styles and economic opportunities. Wellman’s (1979) “community saved” argument maintains 
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that neighborhoods have survived despite urbanization, industrialization, and technological 
advances. Residents still have a sense of local ties for social support and sociability.  

More research shows that communities still exist in which residents identify with an area, known 
as the neighborhood and personal interactions may still be examined within the boundaries of the 
neighborhood (Chaskin 1997). Although individuals may define the boundaries of the 
neighborhood differently, residents who define the neighborhood in terms of network 
interactions and personal relationships tend to identify with the geographic unit.  

Understand and Encourage Attachment 

A resident may not work near her home, or go to school or church near her residence, yet she 
still identifies with the place that she lives. Attachment to place is multi-dimensional. People are 
attached to places for different reasons - for the social relationships and friendships, or even the 
structural facilities available near their home.  

While status and personal network characteristics may influence the level of involvement and 
attachment to the neighborhood, whenever social integration can be enhanced, it is beneficial to 
the resident as well as the neighborhood. Neighborhoods remain the spatial focus of meaningful 
social interaction, important political organization, and significant psychological attachment. 
Regardless of the type of attachment, the place and the neighborhood matters. 

Knowing that the potential for attachment to one’s community can be an important part of the 
home-buying decision, real estate professionals can leverage the different dimensions of 
attachment to help buyers make decisions on prospective neighborhoods. Agents might consider 
adding a short survey component to the front-end of client interactions to better understand 
which dimensions are most important to her (e.g., “Rank the following from most to least 
important in your home-buying decision. I want a home that is: close to friends; close to family; 
has access to a recreation facility;” etc.).  

Understanding the dimensions that are most important to the client can help the agent satisfy his 
client’s needs most effectively, and can provide a framework to aid in the decision-making 
process among multiple properties.  

Help Your Clients Feel “Rooted,” Increase Community Satisfaction 

Residents involved or engaged in neighborhood activities report higher levels of community 
satisfaction. Community satisfaction can be encouraged simply by knowing neighbors (i.e., 
social networks) or volunteering for a cause that benefits the neighborhood. Residents who are 
more “rooted in place” often find reasons to improve/help the neighborhood, as well, and thus 
have reasons to stay. In fact, the longer length of time as a resident and home owner impacts the 
neighborhood in a positive manner (e.g., improving crime rates and increasing property values). 
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Volunteering and membership in neighborhood 
associations also increases attachment to and 
satisfaction with the neighborhood. 

Real estate professionals can find prospective homes 
that will encourage clients to feel “rooted” in the 
community. One way that agents can assess the 
potential for rootedness/connectivity in a neighborhood 
is to develop a neighborhood profile for the properties 
being shown to clients: Who lives here? How long have 

they lived in the neighborhood? How many families have young kids? What type of 
neighborhood activities take place (e.g., 4th of July Block Party, annual community garage sale, 
etc.)? What is the average value per square foot in the neighborhood? Is there a neighborhood 
association?  

Each of these components of the neighborhood (which can be invisible to the casual observer) 
may help clients better understand the potential for feeling connected to and satisfied with the 
community. Providing this (or a similar) community profile can also be an important 
differentiator for your real estate services relative to other agents in your area. 

Conclusion 

Many sociologists have discussed the impact of mass society in America, which tends to make 
our communities more and more similar. With the prevalence of instant media, news trends, 
fashion, and the influence of online venues, it is thought that physical community is becoming 
irrelevant. 

As real estate professionals know, though, the neighborhood still matters. Clients have very 
specific preferences about neighborhoods for myriad reasons. Communities still exist most 
readily, most naturally, and most often when people feel attachment and rooted with place (i.e., 
the neighborhood, the school, the church, or the workplace). 

Real estate professionals have an important opportunity to leverage the knowledge of attachment 
and rootedness to add value to the home buying process. How can you make your clients feel 
more attached to and rooted in the communities and homes you present in your buying process? 
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