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THE CENTURY 21 SYSTEM

In this book, we look at the Century 21 Phenomenon and 
why the group and the brand have been so successful across 
the globe irrespective of countries, cultures and languages 
differences. We have also included success stories as told by 
some of the most successful producers from around the world.

Founded in 1971 in California, Century 21 became the leading 
real estate franchisee company in the USA within a short span 
of five years. It has since grown to become one of the biggest 
real estate franchisee organizations in the world with Asia as 
one of its fastest growing regions.

THE BRAND

Founded in 1971 in California by two real estate brokers Art 
Bartlett and Marsh Fisher, in a few short years, the company 
has grown into one of the biggest real estate franchise 
organizations in United States. The company currently has 
6,800 independently owned and operated franchised broker 
offices worldwide supporting more than 100,000 property 
agents across 78 countries and territories. 

However, the greatness of Century 21 System was neither its 
number of offices nor the number of agents but more due to its 
well-established image amongst the general public. According 
to a US consumer survey done in 2012 by the global brand 
research firm Millward Brown, the brand of Century 21 has been 
ranked top in brand awareness ahead of its industry peers. The 
Century 21 brand has held this leading position for 14 years in 
a row, since 1999.

The recognition of the brand and its outstanding performance 
goes beyond the public perception. In fact, Century 21 is well 
received by investors and capital markets around the world, 
to name a few, Century 21 Japan is listed on the Tokyo Stock 
Exchange (Century 21 Real Estate of Japan Limited; 8898:JP 
), Century 21 Hong Kong Group is a subsidiary of 21 Holdings 
Limited which is a Hong Kong Main Board listed company 
(HKEX:1003) and Century 21 China is listed on New York Stock 
Exchange (US:CTC).
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THE OPERATION SYSTEM

The success of Century 21 rested on many reasons. Some say 
it is because of its CIS (Corporate Identity System); the name of 
Century 21 is well perceived by the public, the Black and Yellow 
Logo is sharp and furthermore the gold colour jacket worn by 
most Century 21 agents have won the respect of millions of 
customers worldwide. Others say it is because of the smart 
advertising and public relations campaigns Century 21 has put 
through the mass media since the company’s incorporation. It 
may also be due to the vast amount of resources invested in 
the comprehensive training program which had benefited all its 
members and agents. 

The company also takes great pride in its deployment of 
cutting-edge technology in the Century 21 System which has 
enabled the organization to provide comprehensive training 
and marketing support for its members as well as make each 
transaction as smooth and as convenient as possible. Its 
website www.Century21.com was the most visited real estate 
franchise website among US consumers looking to buy, sell or 
rent properties.

THE INTERNATIONAL NETWORK

Century 21 Real Estate has a global reach, with offices in 
78 countries and territories worldwide. There are more than 
4,700 international offices outside the United States in the 
following countries.

Albania
Angola
Anguilla
Aruba
Australia
Bahrain
Belgium
Belize
Bermuda
Brazil
Cambodia
Canada
Cape Verde
Cayman Islands
China 
Colombia
Costa Rica
Curacao
Czech Republic
Dominica
Dominican 
Republic 
Egypt
England
France
Germany
Gibraltar

Location

Guadeloupe
Guatemala
Honduras
Hong Kong 
Indonesia
Israel
Jamaica
Japan
Jordan
Kuwait 
Lebanon
Luxembourg
Macau
Malta
Martinique
Mexico
Mongolia
Montenegro
Morocco
New Zealand
Netherlands 
(St. Eustatius)
Nicaragua
Nigeria
Northern 
Ireland
Panama

Papua New 
Guinea
Philippines
Portugal
Puerto Rico
Qatar
Romania
Russia
Saba
Saudi Arabia
Scotland
Serbia
Slovakia
South Korea
St. Martin/St. 
Maarten
Singapore
South Africa
Taiwan
Thailand
Trinidad and 
Tobago
Turkey
Turks & Caicos 
Uruguay
Venezuela
Wales
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August 2014 Century 21 Real Estate announced that it has 
been ranked highest in overall customer satisfaction by the 
J.D. Power 2014 Home Buyer/Seller Satisfaction StudySM, 
released today. Specifically, CENTURY 21® Real Estate 
swept the awards by receiving the highest ranking among 
national real estate companies across all four customer 
satisfaction segments in the study, including: First-Time 
Home-Buyer Satisfaction, Repeat Home-Buyer Satisfaction, 
First-Time Home-Seller Satisfaction and Repeat Home-
Seller Satisfaction.

September 2014 Century 21 Cambodia was officially 
launched to the market.

November 2014 Century 21 Real Estate announced that 
its global footprint has expanded in Asia, Africa and South 
America with the recent opening of master franchise offices 
in Cambodia, India, Peru, and Tunisia.

II
THE 

INTERNATIONAL 
CHAPTERS
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THE VISION OF CENTURY 21 REAL 
ESTATE    

Many of our Century 21 franchisees and salespeople have 
one thing in common – a deep respect for the synergy 
and power of the Century 21 System. They also share not 
only the wonderful memories and excitement of the sales 
rallies, conventions and awards they have won, but also the 
special moments when they were stopped on the street or in 
supermarkets because of the gold jacket they wear and the 
professional relationship with a highly regarded organization 
the apparel represents.
  
Founded in 1971, Century 21 Real Estate was the first true 
real estate franchise system which went on to become the 
most successful real estate sales concept ever created!
At the time of its conception, the powers in the real estate 
associations and owners of other major agencies were 
skeptical that anyone could lead the smaller independent 
offices under a common umbrella or big name brand. But 
the fact was that individual franchisees in the Century 21 
System and the system as a whole were out-producing the 
other chains within a few years. How did that happen?

Simply stated, Century 21 Real Estate was a visionary 
organization whose leadership was able to convey that vision 
to independent brokers looking for a change, something to 
hold onto to help make dreams come true, and a system 
that was loyal to its members and to itself and one which 
also imbues the pride of belonging. 

by Phil Yeager, Regional Founder, Century 21 

Those who left Century 21 often cherished memories of 
good times, synergy and friendships, especially when they 
opened their closets and laid their eyes again on the gold 
jacket. For that reason, many have returned to regain that 
camaraderie, status and professional recognition they had 
experienced under the Century 21 System. 

Like building blocks, the system has developed its own 
educational programmes, benefiting salespersons and 
brokers alike and provides directions toward individual 
achievement and professional stature. Century 21’s 
educational courses are the best in the world and have 
created the quality practitioners that are now well regarded by 
the public as “the professionals in the real estate business.”

Unlike most other real estate organizations, Century 21 from 
its inception, has always recognized the value of synergy 
as the key to the unlocking and creation of ever increasing 
growth and sales volumes.  

The Century 21 System wherever it is implemented has 
changed and upgraded the industry to the benefit of its 
franchisees, salespeople, the public and even competing 
practitioners in the real estate business. It has been the 
catalyst for change from the traditional business model of 
Mom and Pop styled outfits to business-oriented offices.  
It has taught brokers the value of co-operation when it 
comes to their inventories listing and how it can substantially 
increase their franchisee’s production volumes.  In addition, 
it has implemented and supported the Multiple Listing 
System eliminating the concept of open listings through the 
removal of exclusive right to sell listings which tends to cap 
potential commission incomes.  It is this very synergy that 
has attracted a higher proportion of quality salespeople and 
property listings to Century 21. The bottom line is that if you 
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have control of the areas’ listings, you will likely dominate the 
real estate business and its market share.

This is the vision of Century 21: To develop thriving offices and 
quality salespeople who are effective practitioners, always 
upgrading their real estate businesses. Given our worldwide 
track record, there is no doubt we have succeeded in that 
vision.

Phil Yeager has been consulting with 
Century 21 franchisees since 1972. His 
career started in Southern California in 1957 
as a salesperson for over 15 years before 
becoming the sales manager of an 8-office 
chain. Then in 1972, he became one of the 
first regional founders of Century 21. At one 
time, he owned and directed three Century 
21 regions supervising the operations of over 

500 Century 21 franchisees and 10,000 sales associates. He 
currently owns the controlling rights for Century 21 in Mexico 
and 13 countries in South America. He is known in some 
areas as “Mr. Century 21”.

WHY CENTURY 21? 

I started my career in the real estate business in early 1974 in 
Vernon, British Columbia in Canada, with a local real estate 
company. There was no training or systems. You were left to 
your own devices to make your way in a new business. One 
learned the ropes by watching others in our office. But then, 
the fact was that we were all in competition because we were 
all on commissions. 
  
In early 1975, Century 21 started an all-out effort to bring 
franchising to the real estate industry in Canada. This was 
a revolutionary concept. Franchising was in its infancy and 
Century 21 was being imported from Southern California by 
two partners, Peter H Thomas and Gary Charlwood, as the 
first of its kind in Canada. They started to market franchises 
on Canada’s west coast with a plan of moving east across the 
country. 

Our company was about 350 miles from their entry point in 
the largest city in the province, Vancouver. Our office was 
approached to consider purchasing a franchise. I was one of 
the salespeople and had for a short time acted as the general 
manager of the organization. So I was given the task of working 
with the owners to make a decision about becoming a Century 
21 franchisee. 

I had noticed the impact of the Century 21 brand in Vancouver. 
It was doing things very differently from other real estate offices. 
We decided to join in late spring 1976 and became Century 21 

By Don Lawby, Century 21 Canada 
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Aztec Realty and what a change it was! Century 21 became the 
talk of the industry not just in our city but all over the province. 
People were talking about this new real estate concept crossing 
the country. 

We stood out everywhere with the gold jackets and very large 
yard signs hanging from gold posts. We were introduced to 
marketing material, shown how to write creative advertising, 
provided with prospecting scripts and at the time we were 
introduced to the use of a video showcase to assist in making 
listing presentations. 

In addition to all of this, Century 21 became a leader in marketing 
by being the first major brand to advertise on television. We 
were becoming a leader in the Canadian real estate industry 
which gave independent real estate companies an opportunity 
to compete against some very large national companies that 
occupied a significant space in the real estate sector in the 
1970s. At that time, the majors had about 65% market share 
of the industry but nowhere near that percentage of offices or 
salespeople.

 In 1979, I was offered a position with Century 21 as the Director 
of Sales & Management Development. That was the start of 
an incredible career with the world’s leading real estate brand. 
We built a national operation across the country and dedicated 
ourselves to delivering world class tools and systems to our 
franchise base and to their salespeople. Less than a decade 
later in 1988, I became the president of Century 21 Canada 
after rising through the ranks. 
  
The power of the “Gold” is incredible. On many occasions while 
wearing the signature Gold Jacket, I have been stopped by 
total strangers who wanted information on real estate. By just 
looking at my Gold Jacket, they knew I was in real estate. The 

same jacket helped to open doors when I was prospecting for 
business. People knew immediately that I was in real estate. 
 
Soon, I was able to interact with other regional operators from 
the USA as well as those further afield such as Japan, France, 
Mexico and Australia. We were truly becoming a global brand. 
I came to understand that the basics applied around the world 
with minor cultural modifications and of course translation for 
any successful office and salespeople.  

The one thing that is foremost in my mind is what makes our 
global organization different from others, besides our training 
programmes and  Century 21 systems is that we are like family. 
I have had the honor of working with many regions and in many 
cases offices and salespeople all over the world. I have spent 
a significant amount of time in Asia and I have made friends 
worldwide who are committed to providing the consumer with 
the same quality service and a great real estate experience. 

Ours is a brand for yesterday, today and tomorrow. What an 
honour it has been to be part of Century 21.

Don Lawby,
Former President of
CENTURY 21 Asia Pacific
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MY SUCCESS WITH CENTURY 21

The success of Century 21 as I see it, is the synergy that is inherent 
across all its offices ever since its establishment. My personal 
experience with Century 21’s synergy is wonderful. I signed the sub-
franchisor Agreement for Hong Kong in 1993. As a former banker, I 
did not have much knowledge about franchising that time.
 
When I asked for help, help came pouring in from all over the world. 
Boxes of materials from USA, Canada, Australia, Japan, France and 
Mexico were couriered to the Hong Kong office. We hung up the 
poster from Japan in the meeting room, displayed all the training 
materials which filled up 3 bookshelves, placed all magazines 
and listing booklets on the conference table and the TV played 
advertisement clips from these regions. International Headquarters 
sent a team to Hong Kong: Mr Mike Evens, Mr Terry Copper and 
Mr Henry Webber.

Mike wrote me the ‘123’ of Franchise Sale: (1) Market Research, (2) 
Create the buzz and (3) Establish operation. Terry trained, guided 
and took the franchise sales team on their first field trip. Henry put 
on his sunglasses and sports jacket to visit prospective candidates 
and got the Conner Stone Agreement signed with one franchise 
owner who had 15 offices! Until this day, this owner still proudly 
told his friend that the big boss from America went to his office and 
invited him to join Century 21.

Although there were a lot of adaptations to the local practice, we 
followed closely the guidance provided by other Century 21 regions 
and that helped us successfully signed up a total of 30 offices. On 
May 31st 1994, we had the Inauguration Party with Mr. Dick Laughin 
(CEO of Century 21 International) as our guest of honor.

By Luke Ng – Chairman of CENTURY 21 Hong Kong & 
Singapore

Ever since then, I received from these Century 21 members 
valuable information about the real estate industry, new supporting 
technology and marketing skills. All these contributed positively 
to the development of the Hong Kong Region. On top of that, I 
received encouragement, support and assurance from Real Estate 
Guru such as Phil Yeager and Don Lawby, each of whom had over 
50 years of experience in the industry. Just imagine that at the most 
difficult times in down markets, these guys with their experience 
guided me and walked me through the tunnel of darkness. That 
spirit of sharing makes the Century 21 System great.

The Hong Kong Region had experienced astonishing growth since 
then. The top franchisee grew from one office to twenty five offices 
and there were 6 franchisees that have grown from one office to 
around 10 offices each.

All these successes not only came from the individual quality of each 
franchisee but were made possible by the franchisees’ ability to 
synergize with the Century 21 system within the Hong Kong Region 
and the other international offices.
That is:-

Having the same vision to provide excellent service, 
Utilizing the support from the regional office
And 
Sharing every resource with Century 21 members.

Luke Ng, 
Chairman of CENTURY 21 
Hong Kong and Singapore
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CENTURY 21 – FOR REAL ESTATE 
PROFESSIONALS SEEKING THE 
SAME VISION

Founded in 1971 in California, Century 21 is currently one of 
the biggest real estate franchise organizations in the world 
with offices supporting more than 100,000 property agents 
in more than 78 countries and territories worldwide. 

The brand Century 21 has been consistently ranked top in 
brand awareness ahead of its peers in the industry for 14 
years in a row, according to a US consumer survey done in 
2012 by the global brand research firm Millward Brown. It 
also noted that www.Century21.com was the most visited 
real estate franchise website among US consumers looking 
to buy, sell or rent properties. 

The company currently has 6,800 independently owned and 
operated franchised broker offices worldwide with more than 
4,700 outside of the United States, including Singapore, 
Indonesia, Taiwan and listed Asian offshoots in Japan, China 
and Hong Kong.

It takes great pride in its deployment of cutting-edge 
technology in the Century 21® System which has enabled 
the organization to provide comprehensive training and 
marketing support for its members as well as make each 

Our Vision Statement
“OUR CUSTOMERS DESERVE, AND WILL RECEIVE, THE 
FINEST SERVICE EVER OFFERED, BY ANY REAL ESTATE 
ORGANISATION.”

transaction as smooth and convenient as possible for its 
brokers and sales associates.

Century 21 first established its foothold in Singapore back in 
August 1998 with ten franchisees. It has since expanded to 
24 franchisees with around 400 real estate salespersons in 
the Republic.

While Century 21 Singapore does not rank among the top 
property marketing companies in Singapore based on the 
number of agents, its chairman, Luke Ng, said that the 
company does not place top priority on quantity, but would 
rather focus on the quality of its agents and their service 
delivery to customers.

“Our goal is to work with people who want to develop to 
their full potential and have aspirations of a long-term career 
in the real estate business rather than short-term monetary 
rewards.“

“On our part, our brand make-up enables them to deliver 
professional and friendly services that will better satisfy the 
expectations as well as the accommodation needs of our 
customers via the standardized corporate image, continuous 
training regime, our robust operation system which is backed 
by state-of-the-art technology as well as our vast global 
network,” said Mr Ng.

“As a result, our agents tend not to be overly aggressive but 
would rather do a good job to ensure repeat business and 
referrals. Our role via the Century 21 System is to let them 
better interact with their clients as well as to recruit, train, 
motivate and grow their businesses,” he added.

Mr Ng also pointed out that agents can also leverage on 
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Century 21’s regional network to cater to a growing niche 
market such as expatriate rental needs as well as foreign 
buyers looking to purchase a Singapore property through 
referrals from Century 21’s regional offices such as those in 
China, Japan, Hong Kong and Taiwan. 

“For example, Century 21 agents in Hong Kong will refer 
their clients to counterparts in Singapore who can speak 
Cantonese for a co-broking or referral fee,” noted Mr Ng 
who was also instrumental in setting up Century 21 in Hong 
Kong back in 1994.

Winston Woon who helms one of the earliest Century 21 
Singapore franchisee, REA Realty Network Pte Ltd, said the 
standardised approach has led to greater bonding and co-
operation among the different offices.

‘With the standardisation and similar training set-ups, we 
now share a similar mindset and operational mode that has 
enhanced closer co-operation and business development. 
Our sales staff are better trained, more productive and 
committed.”

“The Century 21 brand also allows us to take on marketing 
of commercial and industrial projects as well as penetrate 
overseas market. For example, we now have a team that 
handles corporate businesses and relocation for foreign 
companies operating or looking to set up presence here in 
Singapore,” he added.

Mr Ng added that the regional headquarters often put in a 
lot of efforts to co-invest in their websites including listings 
promotion. That is on top of what the US-based parent and 
other regions have spent in the tune of millions for each of its 
worldwide web-based platforms.

In Singapore however, the reach out to investors is not 
merely through the Century 21 website but also the media.

In its strife for excellence, the Company teamed up in 2013 
with International Property Advisor – helmed by Ku Swee 
Yong – for his market insights, in-depth research and 
analyses. This ensures that Century 21 salespersons are up-
to-date in their knowledge of the various property market 
segments and are constantly upgrading themselves through 
regular seminars and workshops.

Besides authoring several books on the real estate sector, 
Mr Ku, who has since been appointed CEO of Century 21 
Singapore, is also frequently quoted by Singapore’s most 
respected print media such as the Business Times, Straits 
Times, Lianhe Zaobao and TODAY. 

He has also graced TV screens numerous times donning 
the Century 21 Gold Jacket. His frequent appearances on 
Channel NewsAsia and Channel 8 have brought the brand 
closer to investors in their own homes and enhanced the 
Century 21 brand image and recall amongst the public and 
within the industry.

“That is why Century 21 is often one of the most recognised 
real estate brand and the market leader in the many of the 
markets where it has a strong presence,” said Mr Ng.
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SUCCESS FROM MAKING 
THE RIGHT DECISIONS  

Shirley Kong had been in the real estate industry for about 
10 years before joining the Century 21 Celebrity Team 
in 1998 when Century 21 first started its operations in 
Singapore. She left for an associate company for three 
years before rejoining the Century 21 System in 2008. Her 
experience away however convinced her that Century 21 
is the right choice. “I finally decided to re-join Century 21 
after I noticed that there is better and much more support 
in terms of training programmes, upgrading of knowledge 
for agents as well as property listings.”

Consistently ranked as the top Centurion producer every 
year since 2008, Shirley’s road to success was neither 
smooth nor easy. As a young and successful housing 
agent in the private residential markets serving many high 
net worth clients, she had to make a very difficult choice 
back in 2003 when she ventured into the industrial sub-
segment of the property sector. Back then the private 
residential market was in the doldrums; transactions were 
few and new clients and customers were difficult to come 
by. At the time, Shirley was working very hard not only to 
keep up with clients’ demands but also to look for new 
opportunities that will give her a new breakthrough in her 
career. 

Shirley Kong, CENTURY21 Singapore 
TOP Producer (2008-2013) 

A chance meeting at a networking session with the 
developer of TradeHub 21 – an integrated industrial hub 
property located at Boon Lay Way slated primarily for light 
industrial use – prompted her to consider the possibility of 
switching to industrial properties.

It was not an easy choice.

“Factory spaces were going cheap and judging by 
the advertisements then, I could see that the sector 
was shunned by many agents,” Shirley recalled. “The 
commission income was not attractive to many agents 
but I saw big potential in the sector. While others shun 
it, I see big opportunities. Eventually I disappeared for 
a couple of weeks from the office and immersed myself 
in the mechanics of how to handle industrial property 
transactions and have not looked back since.”

The challenges during transition from residential to 
industrial focus were three-fold: technical know-how, 
team acceptance and sales performance. The working 
knowledge was quite different from dealing with residential 
properties. For a start, Shirley had to brush up her 
knowledge on technical aspects of industrial properties 
such as floor and electrical loading, ceiling heights, lift 
tonnage and permitted usage.

Initially, members of her project’s team were doubtful and 
reluctant to learn about handling industrial units due to 
the complex technical aspects of the job. But eventually, 
her passion for success, perseverance and mentoring 
abilities, helped her to bond the team and then their spirits 
soared. 
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Shirley said, “We prepared the essential projects details 
and technical specifications and trained all team members 
before presenting them professionally to prospective 
clients. As a team leader, I kept telling my team we need 
to continue learning to upgrade ourselves so as to provide 
sustainable and professional services to our clients.” 

Shirley had to initially work from her SUV to come up with 
proposals as the development site was under construction, 
although she did later manage to convince the developer 
to provide an onsite office space to enable her and her 
team to better market the units. The hard work paid off 
when she was given more projects by the developer to 
market. The team’s outstanding sales performances also 
convinced more agents to join them, especially when she 
has the backing of the Century 21 brand and network to 
enhance the team’s operational and sales capabilities.

She has since gone on to represent more industrial 
clients and developers. “It is really amazing to be able 
to market and sell a big project but I derive greater 
satisfactions in leading and motivating my team members 
to do exceptionally well in their endeavours,” said Shirley. 
However, the most rewarding aspect is “the long list of 
investors and end-users who repeatedly returned to 
enquire about new investment opportunities.”

A word of advice to aspiring agents, Shirley said, “The 
most important step is to stay focus positively and dare 
to make commitments. Be responsible and disciplined in 
whatever you undertake. You must also love your job and 
keep up the passion to serve, no matter which market 
segment you chose.”

“Always arm yourself with good market knowledge and be 
ready for change. In my case, I was lucky and grateful to 
be given an opportunity to change. I took my chances and 
seized that opportunity with the help of my team mates. In 
business, I feel that we shouldn’t be selfish and must be 
willing to share knowledge; pass on referrals; co-broke, 
share contacts and leads with your colleagues.”


