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SHANNON HESSE
Shannon Hesse came to real estate from a 
background in sales. “I had worked in sales 
my whole life, from pharmaceutical sales to 
TV advertising,” Shannon recalls. “I always 
wanted to go into real estate, and finally in 
2012, after moving back to Fairhope, I bit 
the bullet and got my license.” The rest is 
history, and throughout almost a decade in 
the industry Shannon has built solid, lasting 
relationships with her clients and helped 
make their real estate dreams a reality.

Shannon serves all of Baldwin County 
Alabama and specializes in the Eastern 
Shore of Mobile Bay, including Spanish Fort, Daphne, 
and Fairhope. The majority of Shannon’s business 
comes from repeat and referral clients, an impressive 
feat that speaks to the trust and confidence she inspires.

Clients especially appreciate the personal touch Shannon 
brings to her work. “I’m almost always available and 
quick to respond to my clients’ questions and concerns,” 
Shannon says. That availability doesn’t end at closing, 
either. “After the transaction, my clients and I usually 
become friends and I become a part of their lives. I’m 
passionate about making sure my clients are introduced 
to the community in more ways than just buying a house.”

When it comes to marketing her listings, Shannon uti-
lizes a range of techniques to ensure maximum exposure. 
This includes paid advertising on social media such as 
Facebook and Instagram, Homesnap, Google advertis-
ing, and promotion on her YouTube channel. The results 
speak for themselves: Shannon averages between $15-
17 million in volume each year.

Community involvement is important to Shannon, 
and she is very active locally. Shannon was recently 
elected to her second term on the Alabama Association 
of Realtors® Board of Directors, and she is proud to be 
one of only six Realtors® in the state certified to teach 
the Graduate, Realtor Institute program. She has her real 
estate brokers license, as well as multiple REALTOR 

designations. Shannon won the “Baldwin’s 
Local Rockstar” award in 2020, the only 
recipient out of 2000+ Realtors®. She 
is Stewardship Chairperson at Fairhope 
United Methodist Church, and is also the 
Chairperson for the Mystic Mutts of Revelry 
parade, an annual event that benefits the 
Haven for Animals in Fairhope. Shannon 
was appointed by County Commissioner 
Billy Jo Underwood to the Baldwin County 
Animal Advisory Board.

When she is not working or giving back, 
Shannon loves spending time with her 

friends and her twin daughters, who attend Mississippi 
State University, as well as rescue dogs Weezie and 
Drake. Shannon also enjoys taking part in all of the 
things Baldwin County has to offer. “There’s always 
something fun going on here,” she says.

In the future, Shannon plans to stay on her current path 
of providing top-quality personal service to her clients. 
“I adore what I do and I’m passionate about it,” Shannon 
says. “I love helping people realize their dreams of 
homeownership, whether it’s their first house or their 
second, whether they’re moving up or sizing down. I get 
to help people make big life decisions, and I feel hon-
ored to be part of that process.”

To find out more about Shannon Hesse,  
call 205-305-7200, visit www.mybaldwinagent.com  

or email mybaldwinagent@gmail.com
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There always seems to be people around 
you who find success with ease, but trust 
me, that is NOT the case. Although luck 
can often times play a role in someone’s 
success, most of the time it’s due to hard 
work and avoiding bad habits.

The best way to find your own success 
is to implement some of qualities you 
see in people you admire into your own 
life. The hard work part is still up to you, 
but by shifting your perspective a bit, 
and NOT doing some of the following 

things, that success might happen a little 
quicker.

1 
DON’T JUST WING IT

Successful people plan everything. Not 
only do they have yearly goals, but weekly 
and sometimes daily ones as well. By giving 
your time a purpose, and a clearly defined 
goal, you’ll eliminate the time you spend 
haphazardly doing things that might not be 
a priority. It will also make you feel less 
scattered, which is always a good thing.

8Things Successful 
People Never Do
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2 THEY DON’T TAKE ON MORE  
THAN THEY CAN ACHIEVE

Successful people take on what they can 
do well, and no more. That all starts with 
a daily ‘do to’ list. They always make sure 
their list is manageable and then they don’t 
sleep until that list is completed. If you 
find yourself not finishing your list, assess 
whether it was too much or if you slacked 
off. You’ll be surprised at the feeling of 
accomplishment you feel when you finish 
your list. Not finishing will bring you down, 
so make sure you aren’t biting off more than 
you can chew.

3 THEY DON’T WORK HARDER,  
THEY WORK SMARTER

Yes, having a strong work ethic is key, but 
that doesn’t mean you should waste time on 
things that will have less of an impact on 
your success. Focus on the things that will 
give you the most bang for your buck. Bet-
ter to spend the majority of your time there, 
than spread yourself thin on numerous tasks.

4 THEY DON’T TRY TO  
PLEASE EVERYONE

This might seem like a bad call in busi-
ness, but successful people know when to 
cut your loses and move forward. Anything 
or anyone, that frustration into your life, is 
never a good thing.

5 
 REPEAT THE SAME MISTAKES

Similar to not trying to please everyone, 
successful people are also diligent about 
accepting when something isn’t working 

and moving on from mistakes. Yes, you 
learn from them, but don’t repeat them. Part 
of being innovative is trying new things, that 
will keep you fresh and energized, but learn-
ing how to let go is an equally important part 
of the equation.

6 
 GO FOR THE SHORT RUN SOLUTION

Successful people are in it for the long haul 
and therefore thinking long term. When you 
have a plan for success and the patience to 
see it through, while you might have a slow 
start, you’re establishing a foundation for 
long term success. Going for the easy fix, 
usually doesn’t pay off.

7 
 PAY ATTENTION TO THE NAYSAYERS

Lets face it, we all have people in our lives 
who might be a little more pessimistic than 
is healthy to be around. You can’t change 
them, all you can do is not let them drag 
you down into their ‘glass half full’ mental-
ity. Have your plans and goals, be confident 
about them. When you’re insecure, that’s 
when you’re most vulnerable to those types 
of people.

8 
 THEY NEVER QUIT

That doesn’t mean letting go of things that 
aren’t working. It means having an end goal. 
Whatever obstacles or challenges come up, 
you take them on, always with that end 
goal in sight. Successful people know that 
adversity and overcoming those challenges, 
is how you grow, and will ultimately make 
you a better business person.
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When house-hunters compile their lists of must-
have home items, a dreamy backyard space is 
often near the top. After all, who doesn’t want an 
outdoor oasis of their very own? From summer 
barbecues to open space for your dog to frolic—
everyone has their own aspirations when it comes 
to creating the perfect backyard paradise. But as 
homebuyers seek properties deeper within city 
limits, and Millennials opt for properties with 

urban amenities and access, home-connected out-
door spaces are becoming a bit smaller in stature. 
Of course, size isn’t everything when it comes to 
outdoor space. Even balconies, rear patios, and 
ultra-tiny yards can provide homebuyers with the 
outdoor reprieve they crave—even on a smaller 
scale. For a few ideas that can help you envision 
all the possibilities of a micro outdoor space, read 
on for inspiration. 

Small Yard? Big Statement:
How to Make the Most Out of Micro Outdoor Spaces
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Think vertically.

When space is at a premium, think up instead 
of out. In other words, make the most of small 
spaces by capitalizing on your backyard, bal-
cony, or patio’s overhead height. Mood-setting 
string lights, hanging pocket or wall gardens, 
floating shelves, and modern overhead hangings 
can create a sense of privacy and luxury without 
cluttering the square footage on the ground. 

Upgrade the look of 
structural components. 

Not in love with your patio pavers? Don’t have 
the sweetest view off your balcony? Whatever 
your small backyard living space gripe may be, 
there’s always a solution if you go back to the 
basics. Consider the structural components of 
your outdoor space that you aren’t in love with 
and there’s likely an affordable, eye-pleasing 
solution. For instance, plenty of home goods 

retailers make a variety of punchy or luxe out-
door rugs that can disguise stained or lackluster 
outdoor flooring. Power-washing is another 
great solution for old grime and dirt that’s an 
eyesore. Don’t have a great view? Planting 
ivy on bare walls, installing adjustable mood 
lighting, or hanging planters can create a more 
inviting ambiance. 

Soothing sounds set  
the mood.

While there may not be room for a swimming 
pool or pond in a micro yard or balcony, you 
can still bring the calming presence of water to 
your outdoor oasis. Fountains run the gamut in 
sizing and price, making this amenity an easy 
acquisition. What’s more, a running fountain not 
only adds a soothing sound to your space, but 
it also helps drown out noise from the street or 
the neighbors—making your space entirely your 
own and stress-free. 
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Don’t compromise on your 
culinary dreams. 

If you love to entertain in outdoor spaces or rel-
ish the chance to man the grill—small outdoor 
spaces don’t have to trip you up. Grill options 
(both propane and charcoal) come in a range of 
sizes, many of which can be outfitted securely 
to balcony posts or be tucked away and out of 
sight when out of use. Consider nesting tables or 
those with a removable leaf to adjust your seat-
ing and dining options depending on company. 

Another trick? A small, oscillating fan can keep 
air flow moving in a small space during grill sea-
son—and can be easily affixed to walls or posts, 
as well. 

Don’t let yourself or clients be discouraged by 
spaces with more limited square footage in out-
door areas. Furniture and design trends have 
already begun shifting toward providing better 
small-space options, and at the end of the day, 
a backyard space is all about providing an area 
for relaxation. With a few well-placed, strategic 
choices, you can still have it all. 
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Debra Lester began her journey in real 
estate through new construction, when 
she partnered with the builder who 
worked on her home. After working 
for years in construction management, 
Debra earned her license in 2008, and 

quickly became the top-selling agent in 
her company. “I loved everything about 
it,” Debra says. “I love helping people. 
And there’s nothing like seeing a tract 
of land go from raw dirt to the home of 
someone’s dreams.”

With her extensive experience and knowledge, 
Top Agent Debra Lester is able to offer 

her clients comprehensive and considerate service 
at every step of the process. 
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Fueled by her passion for the industry 
and for helping clients, Debra earned 
her Broker’s license, as well as many 
professional designations. She is 
Residential Construction Certified, as 
well as a Certified Residential Specialist, 
a Certified Negotiation Expert, an 
Accredited Buyer Representative, an 
Accredited Staging Professional, and a 
Certified New Home Specialist. 

In 2018, Debra decided to branch out on 
her own to open her Brokerage. When 

her life partner passed unexpectedly, 
Debra took time to grieve and to deter-
mine what was most important to her. “I 
still sold homes during that time,” Debra 
says. “Real estate was a life saver.” She 
also used this time to work on a spiritual 
based educational course called The 
Inner MBA, which focused on creating 
a conscious, values-aligned business. 
This past fall, Debra opened her real es-
tate company, Valley Homes Real Estate, 
on the anniversary of her partner’s death 
as a way to honor his memory. “When 
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I go out to see new land, I can hear his 
voice say to me as he did so many times, 
‘Look at all this land. Someday there 
will be homes here with people living 
in them. You will help them get there,’” 
Debra says.

With her extensive experience and knowl-
edge, Debra is able to offer her clients 
comprehensive and considerate service 
at every step of the process. Serving 
the Madison and Huntsville areas of 
Alabama, Debra specializes in new con-
struction, helping her clients plan and 

design their homes. Huntsville is one of 
the nation’s most educated cities with the 
most engineers per capita in the entire US. 
“We have four generations of engineers 
in my family,” Debra says. “I think this 
prepared me for helping detailed-oriented 
customers, especially when designing 
and building a new home.”

While Debra uses digital tools to keep in 
touch with her past clients, she prefers 
personal phone calls to check in. “I like to 
call because I build relationships with my 
clients,” Debra says. “They become my 
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friends.” Debra provides complimentary 
staging services to all of her clients, cu-
rating their homes to advertise them in 
their best light. Debra leverages digital 
marketing tools as well as her extensive 
referral network to attract competitive of-
fers. Every year since 2012, she has been 
in the Top 50 in sales volume of over 
3,000 active agents in North Alabama. 
Cumulative Sales from 2012-2020 rank 

her in the top 10 selling agents in the area.

Debra still finds great fulfillment from 
what she does. “I love every minute of it, 
from when I first meet the customers to 
when they move in,” Debra says. “I don’t 
feel like I’ve worked a day in my life!”

Dedicated to her community and giv-
ing back, Debra makes a donation on 
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For more information about Debra Lester, 
please call 256-513-0600, 
email Debra@DebraLester.com, 
or visit DebraLester.com

behalf of her clients from every trans-
action. When Debra is not helping her 
clients, she loves to spend time with her 
family and her 2 dogs and cat. “Summers 
in Alabama are especially fun. With 5 
grandsons, the ballpark and the lake are 
my favorite places.”

Debra is excited about what the future 
holds. “I want to continue doing what 
I’m doing, to help more people, and to 
continue to be a top-performing agent,” 
Debra says. “Homeownership is still the 
American Dream and it brings me great 
joy to be a part of the process!”

mailto:Debra@DebraLester.com
http://www.debralester.com
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A couple of weeks ago we were conducting 
a workshop when we were asked two excel-
lent questions about content marketing:

• People don’t want to hear from a 
roofing company every day. So how 
do you produce fresh and interesting 
content for social media that goes 
beyond your core services and yet 
ties back to your business?

• Can you extend your social media 
presence and content to include per-
sonal things (like your hobbies) and 
how does that affect your overall 
business image?

The workshop attendee who asked the first 
question was right. Almost no one wants 
to hear from any company every day…
especially if all the content is about products 
and services…and yes, even if they’re giving 
helpful tips and information. Does that mean 
you should stop producing excellent daily 
content related to your business? No, of 
course not! Content is created for two reasons. 
First, to provide knowledge, expertise and 
even entertainment to your ideal customers 
in order to achieve top of mind awareness as 
an authority in your industry. And second, 
to produce SEO-rich results that keep you at 
the top of search engines. You must strike a 

5 Fresh New Approaches  
to Content Marketing
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balance between the two, and try to include 
content that draws people in by being super 
interesting and entertaining….and yes, 
sometimes personal. 

To help answer those content questions 
above, here are five different types of con-
tent (beyond the traditional stuff) that can 
give your brand a fresh, unique and bal-
anced approach:

1. PHILANTHROPIC 

Your community efforts say a lot about who 
you are, and people will make an extra effort 
to do business with you as a result of this 
connection. We’ve consulted business own-
ers who are very hesitant to promote these 
efforts because they don’t want it to seem 
as though they are exploiting the charities 
and organizations—and most especially 
because they don’t do it for the promotional 
aspects. They do it to give back. I ask you 
to keep this in mind. Nonprofit and chari-
table organizations very often have small 
marketing budgets. Not only do they rely on 
outside marketing forces to promote their 
initiatives, they would likely be forced to 
close their doors without that support. That 
means that when someone with a strong 
brand and presence promotes them, it’s a 
highly trusted and personal connection, and 
you can’t buy that kind of support. In other 
words, they not only need you to promote 
them, they want you to promote them. But 
your instincts are correct. It’s not about 
you. So just make sure your entire content 
focuses on the organization you’re helping, 
what they do for the community and how 

others can join in the cause. Then it becomes 
a huge win for all.

2. HOBBIES 

You bungee jumped from four of the tallest 
bridges in the U.S. In your spare time, you 
go fly fishing. You love playing chef and 
use only locally grown, organic foods. Your 
friends are always begging you to go to 
Vegas with your card shark talents. You’ve 
done mission work in Africa and would like 
to start your own group. You almost played 
professional baseball. You have an insane 
talent for gardening design or bass guitar. 
Your family works at a soup kitchen once 
a month. Ok…you get the picture. And two 
more words. Reality TV. People are inter-
esting…and people are interested in inter-
esting people. We remember others based 
on these unique traits. And most of all, peo-
ple love the story behind the face.  Don’t be 
afraid to share your hobbies.  Quite often, 
it’s the first thing that will personally con-
nect you to a prospect.

3. CREATIVE CONNECTION 

This one is perhaps our favorite. While we 
can’t imagine seeing something come across 
our news feed from a landscaping company 
every day, imagine this for a moment. What 
are we always told to remember in this hectic 
world? Stop and smell the roses, right? So 
what if…a landscaping company posted a 
beautiful flower each day, just to remind you 
to ‘stop and smell the roses’. And at the bot-
tom of that photo (small print), you included 
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the type of flower and type of environment 
needed to make it flourish (moist soil, full 
sun, etc.). And then, of course, watermarked 
it with your logo….and a title like, “Sam’s 
Daily Reminder:  It’s Time to Stop & Smell 
the Roses”. You could even include some 
great, thought-provoking quotes. It has the 
personal connection (Sam), the business 
connection (flowers & logo watermark) and 
a cool creative connector (pause the meet-
ings and paperwork to take a moment and 
appreciate life by noticing this beautiful 
flower). This is a great idea for staying ‘top 
of mind’ and connecting business with the 
kind of creative messaging people wouldn’t 
mind seeing every day. 

4. EXPERIENCES 

This one is similar to hobbies from the per-
sonal aspect, but instead of something that 
identifies us like our hobbies, our experiences 
are random happenings that can have great 
interest and meaning to our audience. 
Whether you have a unique experience 
buying a new car or a fateful conversation 
with a stranger in the airport, if you feel 
it ties into a life lesson or business lesson 
you’d like to share, by all means do. The 
lesson is to keep your radar up 24/7. Any 
experiences you have which relate to your 

ideal customer are an opportunity to con-
nect beyond the business world. And when 
we do that, we become a part of the family.

5. INFLUENCERS 

“Show me your friends and I’ll show you 
your future”. You’ve probably heard that 
saying, and the same is true whether you 
are a teenager or a business owner. Maybe 
you’ve learned a lot of your business knowl-
edge from Bill Gates, Steve Jobs or War-
ren Buffet…or you like to quote Benjamin 
Franklin. Perhaps you have some mentors 
you’d like to recognize and tell why they’re 
important to you. Sharing the people and 
things that influence us is what makes us 
human. No matter how successful your 
business, you didn’t get there alone. Peo-
ple and circumstances shaped you along the 
way. Recognizing others for their contribu-
tion in our lives, large or small, is important 
in staying connected and grounded.

We hope these five types of content help 
you to put a fresh spin on what you share 
with your audience, whether personal or 
professional. We believe you must have the 
combination of both to build an incredible 
brand.

Tonya Eberhart is the Branding Agent to Business Stars and founder of BrandFace®, LLC. 
Michael Carr is America’s Top Selling Real Estate Auctioneer & BrandFace® partner. Together, 
they focus on personal branding and marketing designed to help real estate professionals 
become the face of their business & a star in their market.  BrandFace® for Real Estate 
Professionals is a book, professional speaking series and an exclusive workshop for agents, 
and is currently active in 18 U.S. states, Canada and New Zealand. For more information, 
visit www.BrandFaceRealEstate.com.

http://www.BrandFaceRealEstate.com
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There are many factors when it comes to knowing how to sell your home 
to the Millennial generation. Millennials are becoming an important part 
of the buyer market, and to fail to cater to their needs will cut you off from 
a large and important segment. But, why have Millennials all of a sudden 
become interested in buying houses when they were perfectly content to 
rent for the rest of their lives?

Why Millennials Are Now  
the Hottest Segment of  

the Buyers Market

and 
How You Can Attract  
Them to Your Home
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A number of factors contribute to what has recently made Millennials 
the hottest segment of the Buyers market. One factor is the improved job 
outlook for Millennials. Millennials took a serious blow during the recession. 
Unemployment in this group soared to 14 percent, compared to the 9.6 
percent for the population as a whole. But, in recent years that number has 
been decreasing, with unemployment for Millennials being 9.3 percent this 
past year. 

Rising rents are also contributing to making Millennials more interested in 
purchasing homes now. Rents have risen so much that buying a home now 
just makes more sense. Half of all renters spend more than 30 percent of 
their income on housing. Millennials are becoming increasingly stressed 
over the constantly increasing financial obligation to something that isn’t 
even theirs to own. 

The near-historic low mortgage rates are luring Millennials towards 
purchasing a home with their promise of affordability. When compared with 
the skyrocketing rental rates, buying a house looks even more enticing. 

Another factor helping Millennials get over the hump of purchasing a house 
is the lower down payment requirements. Fannie Mae and Freddie Mac 
are now offering new loan programs that require as little as a 3 percent 
down payment. This may just be the last push the Millennials needed to turn 
toward buying a home rather than rent. 

So, now that we’ve established that Millennials are finally joining the 
Buyers market, the next thing that it is important to understand is what 
exactly Millennials are looking for in a home. What kind of floorplans do 
they prefer? What locations are they interested in? Here are some of the 
essentials that Millennials are looking for in a home:

•	 	Updated	 Kitchens	 and	 Baths:	 Almost everyone wants to buy a 
home with new kitchen and bath fixtures, but this is especially true for 
Millennials Buyers. Millennials are going to spend most of their savings 
on the down payment and furnishings, leaving little room to update the 
Kitchen and Bath, which are also the most expensive parts of a home to 

You’ll learn a lot 
by listening to 
agents’ opinions.
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their income on housing. Millennials are becoming increasingly stressed 
over the constantly increasing financial obligation to something that isn’t 
even theirs to own. 

The near-historic low mortgage rates are luring Millennials towards 
purchasing a home with their promise of affordability. When compared with 
the skyrocketing rental rates, buying a house looks even more enticing. 

Another factor helping Millennials get over the hump of purchasing a house 
is the lower down payment requirements. Fannie Mae and Freddie Mac 
are now offering new loan programs that require as little as a 3 percent 
down payment. This may just be the last push the Millennials needed to turn 
toward buying a home rather than rent. 

So, now that we’ve established that Millennials are finally joining the 
Buyers market, the next thing that it is important to understand is what 
exactly Millennials are looking for in a home. What kind of floorplans do 
they prefer? What locations are they interested in? Here are some of the 
essentials that Millennials are looking for in a home:

•	 	Updated	 Kitchens	 and	 Baths:	 Almost everyone wants to buy a 
home with new kitchen and bath fixtures, but this is especially true for 
Millennials Buyers. Millennials are going to spend most of their savings 
on the down payment and furnishings, leaving little room to update the 
Kitchen and Bath, which are also the most expensive parts of a home to 

You’ll learn a lot 
by listening to 
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update. Millennials who are on a budget simply won’t have the money to 
sink into those areas. An updated Kitchen and Bath is sure to bring in a 
younger crowd. 

•	 	Big	Kitchen	with	Open	Floor	Plan: For Millennials, the kitchen has 
become the room where they hangout in addition to the family room. This 
is why having an open space that can transition easily from the kitchen 
to the TV room is high on the list of things Millennials are looking for in 
a home. Along a similar vein, Millennials are attracted to an open floor 
plan rather than one that compartmentalizes the home. This has to do with 
how Millennials entertain. Millennials want their guests to flow through 
the rooms and mingle together, rather than be sectioned off in different 
rooms. 

•	 	Home	Office: More than 13 million Americans now work from home, 
and if you look at the trend, that number is only going to increase as the 
time goes on. With technology steadily increasing, more Millennials than 
ever have the flexibility to work from home. But, the home office isn’t 
just for someone working from home full time. Having a separate space 
dedicated to work helps people concentrate and focus on work while they 
are at home. They can separate themselves from the activities going on 
around the house and have a quiet space where they can set up their 
workday, plan a presentation, hold a meeting on Skype, or even pay bills. 
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•	 	Less	Maintenance: Many Millennials work different schedules that 
don’t conform to the 9 to 5 workday, as well as full social calendars. This 
doesn’t leave them much time to clean a big house. Lawn services and 
low-maintenance front yards are particularly appealing, as they take less 
responsibility to still keep the curb appeal high. 

•	 	Energy-Efficient	 Appliances: Millennials have been educated on 
keeping the Earth clean from the time they were born. They want to 
do their part to help the environment and appreciate the long-term cost 
savings that come with it. Energy-efficient appliances and greener ways 
to heat and cool the home might end up being the tipping point that makes 
them choose one house over another. 

•	 	Hardwood	Floors: Millennials don’t have the time or patience to clean 
dirty carpets, especially those that own pets. Hardwood and laminate 
flooring is easy to mop up if there’s been a mess. The more time they can 
conserve, the better.

•	 	Good	Location: Millennial buyers are looking for homes that are in 
proximity to public transportation and have a good walking score. Young 
Millennial buyers without children are more likely to want a location 
closer to the action of the city, while Millennials with children would 
prefer more residential areas. 

•	 	Technology: Technology rules the Millennial’s life. They do work on 
their computers through an Internet connection and solely use cellphones 
for communication. They are going to ask about how strong the cell service 
is and about the Internet service provider. While these amenities are out 
of the seller’s hands, Millennials are still going to ask these questions, 
and you will need to know how to answer them. 

Knowing what Millennials are looking for in a home will ultimately help 
you make the necessary changes that will attract these buyers to your home. 
Since they are the a serious segment of the market now, updating your home 
to fit their needs will lead to more buyers and better offers. So, get with the 
times and embrace the Millennial buyer.
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SHANNON HESSE
Shannon Hesse came to real estate from a 
background in sales. “I had worked in sales 
my whole life, from pharmaceutical sales to 
TV advertising,” Shannon recalls. “I always 
wanted to go into real estate, and finally in 
2012, after moving back to Fairhope, I bit 
the bullet and got my license.” The rest is 
history, and throughout almost a decade in 
the industry Shannon has built solid, lasting 
relationships with her clients and helped 
make their real estate dreams a reality.

Shannon serves all of Baldwin County 
Alabama and specializes in the Eastern 
Shore of Mobile Bay, including Spanish Fort, Daphne, 
and Fairhope. The majority of Shannon’s business 
comes from repeat and referral clients, an impressive 
feat that speaks to the trust and confidence she inspires.

Clients especially appreciate the personal touch Shannon 
brings to her work. “I’m almost always available and 
quick to respond to my clients’ questions and concerns,” 
Shannon says. That availability doesn’t end at closing, 
either. “After the transaction, my clients and I usually 
become friends and I become a part of their lives. I’m 
passionate about making sure my clients are introduced 
to the community in more ways than just buying a house.”

When it comes to marketing her listings, Shannon uti-
lizes a range of techniques to ensure maximum exposure. 
This includes paid advertising on social media such as 
Facebook and Instagram, Homesnap, Google advertis-
ing, and promotion on her YouTube channel. The results 
speak for themselves: Shannon averages between $15-
17 million in volume each year.

Community involvement is important to Shannon, 
and she is very active locally. Shannon was recently 
elected to her second term on the Alabama Association 
of Realtors® Board of Directors, and she is proud to be 
one of only six Realtors® in the state certified to teach 
the Graduate, Realtor Institute program. She has her real 
estate brokers license, as well as multiple REALTOR 

designations. Shannon won the “Baldwin’s 
Local Rockstar” award in 2020, the only 
recipient out of 2000+ Realtors®. She 
is Stewardship Chairperson at Fairhope 
United Methodist Church, and is also the 
Chairperson for the Mystic Mutts of Revelry 
parade, an annual event that benefits the 
Haven for Animals in Fairhope. Shannon 
was appointed by County Commissioner 
Billy Jo Underwood to the Baldwin County 
Animal Advisory Board.

When she is not working or giving back, 
Shannon loves spending time with her 

friends and her twin daughters, who attend Mississippi 
State University, as well as rescue dogs Weezie and 
Drake. Shannon also enjoys taking part in all of the 
things Baldwin County has to offer. “There’s always 
something fun going on here,” she says.

In the future, Shannon plans to stay on her current path 
of providing top-quality personal service to her clients. 
“I adore what I do and I’m passionate about it,” Shannon 
says. “I love helping people realize their dreams of 
homeownership, whether it’s their first house or their 
second, whether they’re moving up or sizing down. I get 
to help people make big life decisions, and I feel hon-
ored to be part of that process.”

To find out more about Shannon Hesse,  
call 205-305-7200, visit www.mybaldwinagent.com  

or email mybaldwinagent@gmail.com

http://www.mybaldwinagent.com
http://www.mybaldwinagent.com
mailto:mybaldwinagent@gmail.com
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