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Berkshire Hathaway HomeServices President 

Stephen Phillips and HSF Affliates LLC CEO 

Earl Lee unveil the BHHS branding.
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J
ust 10 short months ago, HomeServices of 

America, a Berkshire Hathaway affliate, and 

Brookfeld Residential Property Services an-

nounced the launch of Berkshire Hathaway 

HomeServices, a residential real estate franchise 

brand that is set to reinvigorate the real estate in-

dustry. As if being one of the few companies to use 

the Berkshire Hathaway name isn’t enough, the level 

of energy and enthusiasm surrounding the launch 

of the Berkshire Hathaway HomeServices brand is 

a testament to just how big of a gamechanger the 

new brand will be. From the frm’s leaders Earl Lee 

and Stephen Phillips to the frst wave of transition-

ing affliates who are set to make the switch in the 

third quarter of 2013—the enthusiasm is evident, to 

say the least. As we look toward the future, it’s clear 

to see that the Berkshire Hathaway HomeServices 

brand has offcially come to life with designs to be-

come a huge player in the real estate space.  
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A Brand is Born

As Earl Lee, CEO of HSF Affliates LLC, can attest, 

launching a real estate brand doesn’t just happen at 

the drop of a hat. In fact, the whole process was set 

in motion when Brookfeld purchased Prudential Real 

Estate and Relocation Services in 2011. “Brookfeld 

began looking for an appropriate destination brand for 

Prudential Real Estate affliates and, in searching for 

that brand, they engaged with HomeServices of Ameri-

ca and the opportunity to use the Berkshire Hathaway 

name unfolded. That’s when HSF Affliates LLC, which 

operates Berkshire Hathaway HomeServices, was born.

“There are probably a lot of people out there sitting 

on the sidelines who can’t believe it took us this long 

to get started; however, it was important that we took 

our time and did our due diligence to fnd a brand that 

had the same core values as the Prudential Real Estate 

brand,” says Lee. 

For Lee, who has been actively involved in every as-

pect of the Prudential Real Estate brand for nearly 15 

years, reaching the summit in terms of getting the Berk-

shire Hathaway HomeServices brand off the ground is 

an incredible feeling. “I have an equal amount of pride 

and enthusiasm around being able to provide Pruden-

tial Real Estate affliates with the opportunity to join the 

Berkshire Hathaway HomeServices brand.”  

Keeping Up with Berkshire Hathaway  

HomeServices

As affliates begin transitioning, social media commu-

nication ramps up, new tools and systems are brought 

to the table and the brand is introduced to consumers 

across the country—and eventually around the globe—

all of the hard work that’s been put into bringing the Berk-

shire Hathaway HomeServices brand to life is paying off. 

“Right now is a really exciting time, as we’re begin-

ning to see things come to life around the new brand,” 

says Stephen Phillips, president of Berkshire Hathaway 

HomeServices. What began with the announcement of 

the brand’s visual imagery and high-level value propo-

sition, unveiled at the annual Prudential Real Estate 

Sales Convention in Las Vegas last March, has come 

full circle as the brand gets ready for its market debut. 

“Through highly effective lead-generation systems, a 

comprehensive new technology platform, the expertise 

and leadership of the HomeServices of America organiza-

tion, and the eventual expansion of the network interna-

tionally, the Berkshire Hathaway HomeServices network 

will provide a buying and selling experience that benefts 

affliates, agents and consumers to a level above any 

other brand in the industry,” adds Phillips. To success-

fully build out the brand’s marketing plan, HSF Affliates 

LLC recently named BBDO Proximity Minneapolis—a divi-

Berkshire Hathaway HomeServices 

launched its widespread social 

media effort last month. “Right now 

is a really exciting time, as we’re 

beginning to see things come to life 

around the new brand.”

– Stephen Phillips, President,  

Berkshire Hathaway HomeServices

Continued on page 70
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“This is a unique opportunity, and 

we are extremely excited and grate-

ful to be a part of this initial rollout,” 

says Leeann Iacino, COO, Prudential 

California Realty. As an 

early transitioning af-

fliate, Iacino is most 

looking forward to 

the brand’s backing 

itself. “The Berkshire 

Hathaway name has a high level 

of respect, integrity and admiration 

throughout the world, not just in the 

U.S., and we couldn’t have picked a 

better name to convert to.” 

The enthusiasm doesn’t stop 

there either. According 

to Candace Adams, 

president and CEO 

of Prudential Con-

necticut Realty, “The 

new brand carries on 

the tradition of excel-

lence with a deep commitment to 

providing the most extensive suite 

of services to clients and agents. 

Whether it’s tools to incubate and 

convert client inquiries for agents or 

improving the responsiveness to cli-

ents and customers, providing sales 

executives an online marketing cen-

ter, as well as a customer relation-

ship system, a national website that 

has an outstanding property search 

experience for consumers, in addi-

tion to an extensive social media 

platform, the Berkshire Hathaway 

HomeServices brand has covered 

all the bases,” Adams says. “We 

are beyond excited to be among the 

frst group of converting affliates.”  

As the brand solidifes its founda-

tion and charges full steam ahead, 

the level of enthusiasm 

surrounding its launch 

continues to grow. 

In fact, Mesa hit the 

streets last month with 

a coming-soon Berkshire 

Hathaway HomeServices Road Tour. 

“As we look at the real estate mar-

ket today, specifcally in Florida, not 

only are we experiencing a recovery, 

we’re also in the midst of an opportu-

nistic market,” says Mesa. “All of the 

elements are aligning themselves, 

making this a great time to take ad-

vantage of the new market recovery 

and strength of the housing market 

in general. Rebranding the company 

with a very strong brand will only pro-

vide additional exposure.” 

Whether its name recognition, the 

tools and services the brand is offer-

ing its affliates, or simply the oppor-

tunity to join forces with a worldwide 

presence, the Berkshire Hathaway 

HomeServices brand is already mak-

ing waves within the industry. 

No matter where you look, there’s an air of excitement surrounding the birth and launch of the Berkshire Hatha-

way HomeServices brand. For Rei Mesa, president and CEO of Prudential Florida Realty—the frst Prudential Real 

Estate affliate to sign a long-term contract with Berkshire Hathaway HomeServices—“affliating with a company 

of this magnitude, stature and fnancial success creates a new set of opportunities for our sales professionals 

and consumers.” Mesa, who always strives to position his company at the forefront when it comes to setting 

trends, goes on to say that this opportunity will be a gamechanger in the real estate industry.  

An Eye on Growth

“The Berkshire Hathaway 

name has a high level 

of respect, integrity and 

admiration throughout the 

world, not just in the U.S., 

and we couldn’t have picked 

a better name to convert to.”

– Leeann Iacino, COO, 

Prudential California Realty
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sion of BBDO Worldwide—as the advertising agency for 

the Berkshire Hathaway HomeServices network. BBDO 

has been charged with developing and executing a com-

prehensive brand-awareness campaign to support the 

launch of the new brand. By deploying a full range of 

marketing channels, including print, broadcast, social 

and new media, the brand’s market positioning, value 

proposition and competitive differentiation will be shared 

with both consumers and real estate professionals.

Adding additional creative frepower, New York City-

based Edelman will provide the brand with public rela-

tions support. HSF Affliates LLC also recently rolled out 

Facebook, Twitter and Instagram accounts for Berkshire 

Hathaway HomeServices, which provide a large dose of 

brand positioning, in addition to a space where both 

pride and enthusiasm surrounding the brand are run-

ning rampant. “The enthusiasm surrounding the launch 

of the brand is especially noticeable on our Facebook 

page,” says Lee, “where people who aren’t even part 

of the network are coming and showing their interest.” 

In addition, the brand’s communications and PR de-

partment have been amped up signifcantly to keep up 

with the growing affliation base. “In anticipation of the 

new brand, we’ve increased the size of our corporate 

communications and PR department so that we can 

truly position ourselves to be a trusted source of infor-

mation and content regarding the residential real estate 

industry,” says Phillips. By utilizing various levels of con-

tent distribution, affliates, their agents and consumers 

will have access to the information they need.  

Maintaining Momentum

“The Berkshire Hathaway HomeServices brand is not 

only a brand that’s very fresh, it’s also associated with 

being a very smart brand,” says Lee. “One reason the 

real estate industry is so excited is because it brings a 

whole new level of awareness into the real estate busi-

ness. When one of the world’s most respected com-

panies puts its name on a real estate sign, it means 

something. I think the aura around the branding is driv-

ing a lot of the enthusiasm.” 

And the enthusiasm is catching on, as hundreds of 

franchisees are set to transition over the next 18-24-

36 months. “In hand, we have written commitments 

representing close to about 20 percent of the existing 

Prudential Real Estate network in agent count,” says 

Lee (at press time). “We’re full up in terms of schedul-

ing conversions throughout the remainder of 2013. As 

we move into 2014, we’ll continue to adjust our model 

based on who’s signing up to transition. We expect 

to have a bulk of the largest companies transitioned 

through the third quarter of 2014,” adds Phillips.  

As the brand picks up speed, the team working be-

hind the scenes will continue to go above and beyond 

by putting the needs of each and every one of its affli-

ates—and their clients—at the forefront of every deci-

sion. “In bringing this brand to life, our main goal was 

to create a vision and mission statement focused on 

creating the best recognized and most highly respect-

ed brand in homeownership services in the U.S. and 

around the world,” adds Phillips. “And every decision 

we make is based on what we can do to signifcantly 

increase the growth and proftability of our affliates and 

their agents.”   

When it comes to working with today’s buyers and 

sellers, the Berkshire Hathaway HomeServices brand 

will be instrumental, especially as the industry contin-

ues to recover. “The real essence of the brand is in 

its strength and integrity, as well as the sense of trust 

it evokes,” continues Phillips. “Being involved with a 

brand such as Berkshire Hathaway HomeServices will 

help transition us from a time when there was a lot of 

anxiety, stress and fear surrounding real estate trans-

actions to a period when consumers can be confdent 

through the home-buying or -selling process.”

Looking Toward the Future

“From an emotional as well as a logical and reputation-

al standpoint, Berkshire Hathaway is the best destina-

tion that we as a company can be afforded,” says Lee. 

“Not only is it a brand that represents well within the 

industry, it will resonate well with buyers and sellers.”

In fact, a survey conducted by Prudential Real Estate 

during the frst quarter (the quarterly Consumer Outlook 

Survey), asked buyers, sellers and those contemplating 

buying/selling as to their name awareness of Berkshire 

Hathaway HomeServices. Warren Buffett came in at 88 

percent recognition and Berkshire Hathaway came in at 

43 percent, providing a great benchmark as the brand 

starts its upward journey. “In a year’s time, we’ll have 

brought those numbers up substantially,” says Lee.

“We are very pleased at the momentum and excite-

ment that is building around the launch of this brand,” 

concludes Ron Peltier, chairman and CEO of HomeSer-

vices, parent of HSF Affliates LLC. “Berkshire Hatha-

way HomeServices is well positioned for growth, and 

we are looking forward to watching the network expand 

throughout 2013 and beyond.” RE

For more information, please visit www.berkshirehathawayhs.com,  

Facebook.com/BHHSRealEstate, Twitter.com/BHHSRealEstate,  

Instagram.com/BHHSRealEstate.

“When one of the world’s most respected 
companies puts its name on a real estate 
sign, it means something. I think the aura 
around the branding is driving a lot of the 
enthusiasm.”

– Earl Lee, CEO, HSF Affliates LLC
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