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Chapter 1: Who Is Mike Cerrone? 
Why Is He Writing This Manual? 
What Will You Learn? 

 
My name is Mike Cerrone.  I’ve been a real estate agent in Colorado for 17 years.  
I’ve worked under a managing broker’s license, been a managing broker, and run 
a small real estate team.  I’d had failure…and I’ve had success.  Here’s what I’ve 
learned about real estate…  

The hardest part of real estate is finding clients. 

Once you have a buyer or seller singed up and committed to you, the real estate 
business is simple.  Not easy (there's still a lot of work to do), but simple.  Find a 
home.  Sell a home.  And close. 

Top agents have figured this out. 

Top agents spend 80% of their time, effort, and brain-power on finding 
clients.   

If you want to be a top agent, you should do the same. 

The key to success in real estate is this... 

Niche. 

A niche is a small sub-set of the market.  It can be a property type, property 
location, or group of people who share something in common.   There are 
unlimited niches available.  Niches are simply how you slice and dice the market 
into manageable piece so you can... 

Specialize. 

After you find a niche, you can position yourself as the specialist.  You become the 
"go-to" person for that niche.  When you specialize, you become an expert...you 
become valuable.  You’re no longer a low-value “commodity” that people trash and 
try to beat up on commission and fees.  (When's the last time you negotiated fees 
with your doctor?) 

When you can do things or see things that other people can't, you rise above the 
crowd.  Buyers and sellers notice.  Better yet, buyers and seller start tracking you 
down.  Everyone likes a winner and everyone wants a specialist helping 
them.  (Think about when you've had a major health problem...do you want a 
general doctor or THE specialist?) 

When you specialize, you get hired for your expertise.  You get paid more.  And 
soon... 
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You make a six figure income in real estate. 

That's the goal.  To move from “generalist” to “specialist” and start earning the big 
money.  (It’s more enjoyable too.) 

Understanding "why" you need to be a specialist is easy. 

Knowing "how" to do it is the hard part. 

That is why I wrote this program.  To help you figure out "how" YOU are going to 
find real estate clients. 

I understand the ugly truth of this industry. 

I've been there.  I remember being so excited about the business.  I studied so 
hard for the real estate exam.  After I passed it, I thought I was moving onto easy 
street.  Sadly, I didn't know how wrong I was. 

I thought my broker was going to help me.  I thought he would teach me how to 
make money in this business.  Instead, I got a desk (actually a small, cramped 
cubical I shared with others), access to a phone, and a pat on the back.  Oh, he 
also told me, "Good luck."  But I quickly learned... 

I was on my own. 

It's a cold, dark world when you are on your own.  I had no idea what to do 
next.  I ask some of the other agents in the office.  But it quickly became apparent 
that they did not know what to do either. 

I went to the "top agent" in the office. 

I tried to ask him what he was doing to be successful.  He just smiled at me and 
told me to go ask the broker.  In retrospect, I guess he thought he would be 
telling his secrets to the competition.  Of course, he was right. 

I asked the second best agent in the office what I should do.  She took pity on 
me.  She told me the truth.  I was on my own.  I would either figure it out or fail 
like the rest.  She told me there was an 80% failure rate in the first 
year.  She would not tell me "how" she was doing the business.  She told me she 
did not want to train her competition.  But she did give me some good advice... 

Read everything you can on real estate sales. 

I took her advice and bought a few real estate sales books.  Some were 
good.  Others were not.  Most were out of date. 

I tried a few of the ideas.  Most bombed, but a few worked. 
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I kept the winners and tossed out the losers. 

It was an expensive education.  But I started making progress.  In my first six 
months I closed five transactions.  I thought that was bad until I discovered... 

The average real estate agent closes 4 transactions per year. 

All I could think was:  How can they eat only closing 4 deals a year?  I just closed 
5 deals in six months and I am starving. 

In the next 12 months I only closed 7 transactions.  It was not working very well, 
but I was determined to succeed. 

Over the next few years I closed about 20 transactions per year. 

I was considered a success, but inside I felt like a failure.  I was barely paying my 
bills.  I was living in a rental (I didn't even own a home).  I drove an old car.  I ate 
Top Ramon™ noodles.  I would not call that success. 

Then I had a conversation with a veteran agent.  He told me a secret that changed 
everything.  He drew a picture on a piece of paper.  He said, 

This is the secret to real estate sales. 

He pointed at the picture and asked to me guess what it means. 

 

I had no idea.  The ideas I did have had nothing to do with real estate.  What did 
this mean? 

After he watched me squirm for a few minutes, he gave me the answer.  To be 
successful you have be... 

Bellybutton-to-bellybutton with clients everyday. 

In other words, you have to spend all your time finding and talking to clients.  A 
light bulb went off in my head.  I got it.  Then he drove it home... 

"Spend 80% of your time on finding a client." 
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I had spent time on finding clients.  But usually, it was only out of desperation.  I 
would bump into a new client somehow and start working with them.  After a few 
weeks or months, I would close the transaction and be back to where I 
started...with no clients.  I would stress about how to get a new client only long 
enough to find one. 

I had no "system" for finding clients. 

Bells went off in my head.  I had to develop a system for finding clients.  I had to 
get off this real estate roller-coaster where income went up one month and 
down the next. 

I locked myself in my room and wrote a plan.  I decided to spend one hour each 
day developing my business.  It worked.  By focusing on "how" to find clients, my 
business grew...dramatically. 

The next year I doubled my business. 

I closed 41 transactions.  Amazing! 

The thrill of success was invigorating.  I wanted to do it again.  The next year I 
spent two hours a day think about "how" I could find more clients.  It worked. 

The next year I doubled my business again and closed 95 transactions. 

Wow.  I was on to something.  The next year I wanted to maintain my volume, but 
make life easier.  So I focused on "how" to find clients and "how" make the 
business run smoother. 

That year I closed 113 transactions and made $367,339.62. 

It was glorious.  That year I was mentioned in the National Association of 
Realtors® Magazine in the Top 300 Salespeople in the nation.  I was listed as 
number 263.  Very exciting. 

After that I maintained my volume and worked out my systems. 

Now I am ready to share what I've learned. 

I decided to write down the lessons I learned and teach others how to make a six 
figure income in real estate. 

I am convinced that most real estate agents know "what" to do with a buyer or 
seller.  That’s not the problem.  The problem for most agents is "finding" the 
client.  So... 

I made of list of all the ways to find a real estate client. 
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I ended up with 101 ways. 

Now I can show you how to do it too.  Just read the 101 ways, pick the methods 
you like, copy them, and watch your business explode. 

Are these the only ways to find clients?  Of course not.  But these are the best 
ways that I know. 

Here's what you'll learn in the next chapters of this manual... 

You'll learn how to get more clients in a month than you are now getting all year. 

I outline 101 proven methods of lead generation used by myself and other real 
estate pros to find clients. 

You’ll learn how to find: 

Buyers qualified and ready to buy today, including: 

• First-time buyers (renters), 
• Mid-range buyers, 
• Move-up buyers, 
• Move-down buyers, 
• Move-over buyers (across town), 
• Move-in buyers, 
• Luxury home buyers, and 
• Investor buyers. 

You’ll learn how to find: 

Sellers motivated and ready to price their homes to sell, including: 

• Starter-home sellers, 
• Mid-range sellers, 
• Move-up sellers, 
• Move-down sellers, 
• Move-over sellers (across town), 
• Move-out sellers, 
• Expired listing sellers, 
• FSBO sellers (for sale by owner), 
• Luxury home sellers, and 
• Investor sellers. 

You’ll learn the: 

• 28 free methods of finding clients, and 
• 46 super low-cost methods of finding clients (less than $100). 
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You’ll learn how to use new technology such as: 

• Email, 
• Personal websites, 
• IDX (internet date exchange), 
• Banner ads, 
• PPC ads (pay per click on Google, Yahoo, Bing), 
• CPM ads (cost per thousand), 
• Craigslist, 
• Social networks (Facebook, Twitter), 
• Webinars, and more. 

You’ll learn how to use old (but still powerful) technology such as: 

• Direct mail, 
• Newspapers, 
• Real estate magazines, 
• Personal magazines, 
• Bus benches, 
• Billboards, 
• Directional signs, 
• Telephone, 
• Shoe leather (door knocking),  
• Fax-back, 
• Flyers, 
• Business cards, 
• Live seminars, 
• Tele-seminars, 
• Sphere-of-influence, 
• Past client, and more. 

You’ll learn how to use lead capture systems: 

• Database management, 
• IVR (interactive voice response), 
• Website forms, and 
• Auto-responders. 

You’ll learn what to say to the leads: 

• Scripts, and 
• Dialogs. 

You’ll learn how your advertisements should look: 

• Sample advertisements (over 500 sample ads), 
• Tips, and 
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• Recommendations. 

Learn how to niche and specialize: 

• Identify a niche, 
• Evaluate the niche, 
• Select a niche, and 
• Become the niche specialist. 

You’ll learn it all in this easy-to-read manual showing each method step-by-
step.  You'll see all 101 ways to a six figure income as a real estate agent.  Just 
pick the methods you like, copy them, and watch your business explode. 

I hope you’re as excited as I am.  Let’s get started… 
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Chapter 2: Modeling:  Mimic Your Way to the Top 

 
In every business you have two options:  create-from-scratch or model. 
 
You can try to build your business from the ground up using only your own ideas.  
If you get it right, this method will be very satisfying.  The pride will be immense. 
 
However, creating a business from scratch is difficult.  Very difficult.  Almost 
impossible.  Why?  Because while you are learning “how” things work, your bank 
account is shrinking.  Plus, you’re going to make a lot of costly mistakes that eat 
up even more money. 
 
There’s a better, faster, cheaper way…modeling. 
 
Modeling is simply “copying”.  Here’s how you do it: 
 

1. Go out into the marketplace. 
2. Find people that do your kind of business. 
3. Identify the successful people. 
4. Watch the successful people closely. 
5. Document what the successful people do. 
6. Copy the actions of the successful people into your business. 
7. Watch your business leap frog over your peers. 

 
Remember the old game you played as a kid called “monkey see, monkey do”?  
You learned the skills to succeed at 3 years old.  You just didn’t know it yet. 
 
How did I get successful?  I modeled. 
 
How did other successful agents achieve greatness?  That’s right…modeling. 
 
I want you to remember this modeling concept as you read the rest of the manual. 
 
Use modeling and “mimic your way to the top”. 
 
Now let’s learn the difference between sales and marketing…
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Chapter 3: Sales vs. Marketing 
 
There are two ways to grow your business:  sales and marketing.  You need both.  
However, where you focus your time and energy will dictate how big you can grow 
your business. 
 
Sales and marketing are not the same.  You need to know the difference. 
 
Sales is active.  Marketing is passive. 
 
Sales is slow.  Marketing is fast. 
 
Sales is “push”.  Marketing is “pull”. 
 
In sales you speak one-one-one with a prospect.  You push a prospect into making 
a decision to “act” in a certain way (i.e. buy this, sell that, hire me, sign here, 
meet me at this time, etc.) 
 
In marketing you do not speak one-on-one with a prospect.  You pull a prospect 
into making a decision to act without direct personal contact. 
 
Sales is one-on-one.  Marketing is one-to-many. 
 
Sales is limited to talking to one person at a time.  Marketing is unlimited.  
Marketing can communicate with hundreds, thousands, even millions all at the 
same time.  Therefore, marketing has leverage. 
 
And leverage is the key to huge profits and success.  Leverage is multiplying your 
results with minimal effort. 
 
For instance, you could walk up to 100 people on the street and ask each one 
individually if they want to buy a home.  It will take you hours. 
 
Or you can grab a megaphone, stand on top of a raised platform on a crowded 
street, and shout your message out to 100 people in a few short minutes.  The 
megaphone creates leverage. 
 
Anytime you use leverage, you are faster and more productive. 
 
That’s why marketing is faster and more productive than sales. 
 
This manual will talk about sales.  However, this manual’s major focus is 
marketing.  It answers the question, “How can you leverage your time, effort and 
money to achieve maximum results.” 
 
Now it’s time to answer the question, “Should I be a generalist or a specialist?”  
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Chapter 4: Generalist vs. Specialist 
 
In real estate you can be a generalist or a specialist.  A generalist is someone who 
tries to be all things to all people.  The generalist will say “yes” to any type of 
business that walks in the door. 
 
Do you sell houses on the north side?  Yes.  Do you sell duplexes on the south side?  
Yes.  Do you lease out rental units on the west side?  Yes.  Do you sell apartment 
buildings on the east side?  Yes.  Do you lease out warehouses in the mid-town?  
Yes.  That’s a lot of running around.  And can you really be good in all those 
markets at the same time?  
 
A specialist only works with a specific type of property or specific group of people.  
A specialist often says “no”.  A specialist “narrows” the market to a specific target.  
For instance, I sell houses on the north side in the XYZ neighborhood to move up 
buyers with conventional financing in the price range of $300,000 to $500,000.  
Do you sell duplexes on the south side?  No.  Call someone else. 
 
Why does the specialist turn down business?  Because the “other” business 
opportunity is a “distraction”.  The specialist wants to focus all their effort on a 
single target.  Instead of going broad across the marketing, the specialist wants to 
go narrow and deep into a niche. 
 
Think about this.  How do you start a fire with sunlight?  If you put kindling on a 
hot sidewalk on a cloudless summer day, the fire will not start.  But if you focus 
the sunlight with a magnifying glass into a narrow beam of intense light, the 
kindling will warm up inside and burst into flames.  That’s the power of focus. 
 
A specialist harnesses the power of focus by focusing all her energy on one target. 
 
Think about doctors for a minute.  Who makes more money: 
 

1. a general practice doctor who checks your temperature when you get 
a cold or 

2. a brain surgeon who operates on you after a car crash? 
 
Why is the brain surgeon more valuable?  Because he’s unique.  He’s rare.  He can 
do things that other doctors can not do.  He’s in low supply and high demand.  He 
is a specialist.  And you should try to figure out how to be a specialist too. 
 
In real estate, who makes more money, the generalist or the specialist? 
 
Hands down, it’s the specialist.  And by a large margin.  You should be a specialist. 
 
Next let’s talk about niche marketing… 



 14

Chapter 5: Niche Marketing 
 
When you hear interviews with top real estate agents in the nation, they all 
specialize in a property type, a client type, and/or a tight geographic area.  Often 
they are very specific about all three.  They know “exactly” who they want to work 
with and ignore everyone else. 
 
Niche marketing is picking a narrow part of the marketing and digging deep.  
Instead of trying to get a 1% share of the general market, they go for a 30% 
share of a niche market.  If the general market is 1,000 sales per year and the 
niche marketing is 100 sales per year, which strategy will yield a larger profit? 
 

• 1% of the general market would be 10 sales. 
• 30% of the niche market would be 30 sales. 

 
Even thought the general market is 10 times bigger, by focusing on the niche the 
agent can achieve 300% more sales.  And even more profit.  The expense to 
advertise to the smaller niche market should be 90% cheaper than advertising to 
the larger general market.  When you niche, everything goes in your favor.  
 
Decisions become much easier.  When you’re a generalist, it’s hard to decide 
which marketing to approve.  When you’re a specialist, it’s easy.  Ask one simple 
question:  “Will this marketing increase my market share in my niche?”  If yes, 
consider it.  If no, forget it and work on something that will. 
 
It works for almost all business questions. 
 

• Where should I locate my office?  Near my niche. 
• How should I decorate my office?  The way my niche would like. 
• What classes should I take?  The classes that educate me on my niche.  

 
Focus creates clarity. 
 
To become a niche specialist you need to identify, evaluate, and select a niche.  
 
Identify a niche.  Niches come in all shapes and sizes.  It’s really how you want 
to slice and dice the market into subsets.  Some are obvious (like a specific 
neighborhood).  Others are not as obvious until you dig into the market (like 
conventional financing only buyers).  Here are a few ways to slice the market. 
 
 
 

• Areas 
o Neighborhoods 
o Subdivisions 
o Side of Town 
o City 
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• Property Type 
o Starter Homes (1st time buyers) 
o Mid-Range Homes 
o Luxury Homes 
o Houses (too general by self) 
o Condos 
o Townhouses 
o Duplexes 
o Small Rental (2-4 unit) 
o Small Apartment Buildings (5-20 unit) 
o Medium Apartment (20-50 unit) 
o Large Apartment (50-100 unit) 
o Office Buildings 
o Retail Space 
o Warehouse 

• People Type 
o Your Family 
o Your Friends 
o Your Past Clients 
o Renters (1st time buyers) 
o Wealthy (luxury homes) 
o Investors (rental homes) 
o For Sale By Owners 
o Expired Listings 
o Professional Athletes 
o Doctors 
o Nurses 
o Janitors 
o Lawyers 
o Teachers 
o Mensa Members 
o Bowling League 
o Softball League 
o Little League 
o Swim League 
o Mountain Biker Club Members 

 
These are just some ideas.  Add more.  Mix and match.  The more specific you 
make your niche, the more successful you will be in it and the less competition 
you’ll have. 
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Evaluate the niche.  After you’ve identified a niche, you need to evaluate it.  
Does it make sense to pursue this niche?  What you really want to know is how 
“valuable” is this niche.  Use the following formula: 
 

Number of Properties/People in the Niche 
   x Average Property Worth 

x Turn Over Rate (homes sold per year ÷ total homes in area) 
x Average Gross Commission (as a percentage) 
= Niche Value 

 
Let’s use an example.  Say you identify a neighborhood with 1,000 homes.  The 
average property is worth $300,000.  The percentage of homes that sell every 
year is 10%.  Your average gross commission is 3%.  Here’s the math to 
determine the value of the niche: 
 
  1,000 
  x 300,000 
  x .10 
  x .03 
  = $900,000 
 
The niche is worth $900,000 in commissions each year.  If you achieved a 20% 
market share, you should earn $180,000 from this niche ($900,000 x 20%).  Not 
bad. 
 
Select a niche.  After you have evaluated multiple niches, you are ready to select 
one.  Pick the niche with the highest niche value that you would also feel 
comfortable working. 
 
For instance, if you have no affinity with luxury homes and can’t see yourself 
selling a million dollar home, you should probably avoid the five-million dollar 
home neighborhood for now, even if it had the highest niche value.  Otherwise you 
might sabotage your own efforts.  Make sure your niche is a good fit in both the 
math and your own personal comfort level. 
 
In the end, real estate is a people business.  You want to be comfortable with the 
people in your niche. 
 
Become the niche specialist.  Once you have selected your niche, its time to 
become the niche specialist.  This is often easier than it sounds.  Ninety-five 
percent of the agents in your market will never identify a niche, let alone “commit” 
to one.  So you are already way ahead of your peers. 
 
Here’s a quick list to become the niche specialist: 
 

1. Promote that you are the “#1 Agent in ______” even if you have 
never sold a home in the niche.  This is called “puffing”.  It’s legal and 
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ethical.  Why?  Because as the advertiser, you set the scale.  You 
could be the #1 Agent in _____ because you think so, because your 
parents think so, because your spouse thinks so, because your kids 
think so, or any other reason.  This is an important step.  Don’t skip it.  
Three amazing things will happen.  First, the niche will recognize you 
as the specialist.  Second, you will start to believe it.  Third, you will 
slowly become the specialist because this belief system will create its 
own reality.  There’s an old saying that works wonders here:  “Fake it 
till you make it”. 

2. Educate yourself on your niche.  Learn everything you can about the 
property and the people in your niche.  Preview the homes for sale.  
Study the MLS statistics.  Go to their meetings.  Interview them. 

3. Gear your marketing towards your niche.  Your niche will have special 
needs and desires.  Identify those needs and desires, then design your 
marketing to talk directly to your market.  For instance, if your market 
is Doctors working in Hospital X, you would promote that knowledge.  
For instance, “Stop worrying about late night ‘Call Duty’.  I specialist 
in luxury homes within 10 minutes of hospital X so you can get there 
fast when you are ‘on call’.” 

4. Base all your marketing and business decisions on how the choice will 
help you achieve your goal of dominating your market niche.  Ask 
yourself, “Will this decision improve my market share in my niche?” 

 
In marketing it’s important to establish a Unique Selling Proposition (USP).  A 
USP is a simple statement describing “how” you are different from your 
competition and “why” a prospect should call and do business with you.  A good 
USP answers the prospect’s question:  “Why should I do business with you instead 
of with someone else, by myself, or not at all?” 
 
By becoming a specialist, you’re able to answer this question. 
 
Prospect asks, “Why should I do business with you?” 
 
Your answer, “Because I am the #1 Agent in _____ market.  I specialize in this 
market.  I know this market better than anyone else.  I know what homes are 
worth and where the buyers are.  I’ve already sold your neighbors homes and I 
can sell yours too.  Last year I sold homes for ___% more than the average agent 
and sold them ___ days faster.  When would you like to sit down and talk about 
the sale of your home?  Would ___ or ____ be better for you?” 
 
Having a strong USP is powerful.  Being a specialist gives you a strong USP. 
 
Next let’s talk about the difference between Institutional Advertising and Direct 
Response Advertising… 
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Chapter 6: Institutional vs. Direct Response Advertising 
 
There are basically two different categories of advertising:  institutional advertising 
and direct response advertising. 
 
Institutional advertising is also known as “image advertising” because it’s based on 
repetitive image blasting to everyone, all the time.  The marketer’s goal is to burn 
a “brand” image into the mind of the consumer.  Then when the consumer is in a 
buying situation, the consumer will remember the brand and make a purchase.  
This marketing works.  But it takes a long, long, long time and lots of money to 
build a brand. 
 
An example of institutional advertising would be Coca-Cola.  Coke advertises 
everywhere, all the time.  They place the red-and-white Coca-Cola logo on TV, 
newspapers, magazines, hats, shirts, balloons, and more.  Coca-Cola has been 
doing this for over one hundred years.  It works.  Last year, Coca-Cola spent over 
one billion dollars on advertising.  That’s a lot of money, but the long term results 
are spectacular.  Coca-Cola generated over thirty billion in revenue last year.  The 
problem is you don’t have a billion dollars.  If you did, you would be on a beach 
somewhere watching the waves, not reading this manual.  So what’s a small 
budget marketer do?  Direct response advertising is the answer. 
 
Direct response advertising presents a focused marketing message to a narrow 
target audience.  Instead of telling everyone how good you are and hoping some 
one raises their hand, you tell just a few pre-selected people.  Direct response 
marketers craft a very specific message for a very specific audience.  The result is 
a smaller revenue stream, but at a much lower cost.  It can be very profitable. 
 
Direct response marketers are conservative by nature.  They want to invest each 
dollar wisely.  Direct response marketers track the results of each advertisement.  
Most importantly they test each marketing message on a small audience.   Only 
after being successful on a small scale will they roll the advertisement out to a 
larger audience. 
 
Here’s the biggest difference.  A successful institutional ad may or may not 
generate an immediate sale.  A successful direct response ad MUST generate an 
immediate sale to be considered successful. 
 
Direct response advertising is much smarter for an individual or small company.  
Institutional advertising could bankrupt a small company before a single dollar of 
revenue is produced.  As a real estate agent, direct response advertising is the 
kind of marketing you should use. 
 
Direct response marketers can ride the winning ads and dump the losing ads. Why?  
Because they track ad results.  If you send out ad “A” and there is no response, 
stop sending it out.  If you send out ad “B” and you sell five homes, send out ad 
“B” again.  Institutional marketers never know which ad is working.  So they have 
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to spend money on everything…even things that don’t work.  That’s why direct 
response advertising is cheaper and more profitable. 
 
The advertising in this manual uses both institutional (image) advertising and 
direct response advertising.  Most ads have a mix of both.  But you will notice the 
ads are weighted 85% direct response and 15% institutional. 
 
The institutional portion of these ads is a “picture” of you and a tagline.  You are 
the “brand”.  You should promote your brand.  Don’t worry about how good 
looking you are.  Just dress professionally.  You don’t care what your doctor looks 
like.  You only care if the doctor knows how to cure your illness.  Buyers and 
sellers only care about your ability to help them buy or sell a home.  
 
Remember that 80% of the population are visual learners.  Most people want to 
see a picture.  They can remember pictures.  They enjoy pictures.  That’s why 
television is popular.  So give them a picture of the product…YOU. 
 
The direct response portion of these ads are the “offers”.  Each ad offers the 
prospect an exchange.  You’ll give the prospect something of value in exchange for 
their contact information.  Your ads will cause the prospect to raise their hands 
and tell you exactly who they are.  Then you just have to follow-up with them.  
How cool is that?  You don’t have to guess who is moving, they’ll tell you. 
 
The offers will be discussed in detail in a later chapter.  But here is a sneak peak.  
Buyers want homes.  So offer to send buyers a list of homes.  Sellers want the 
most money for their home.  So offer to send sellers a home valuation (CMA). 
 
From now on, when you send out an advertisement make sure you are using 
direct response advertising more than institutional advertising and you’ll see your 
production soar. 
 
Now let’s take a look at the 3 M’s…  
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Chapter 7: The 3 M’s 
 
A successful marketing campaign focuses on the 3 M’s.  They are: 
 

• Market (who), 
• Message (what), and 
• Medium (how). 

 
 
The “Market” is the target “list” of prospects who share something in common.  
It’s “who” you want to do business with.  It’s the universe of prospects in your 
niche.  For instance, if you pick a geographic property farm niche, it would be a list 
of all the homeowners who own property in that neighborhood.  The list would 
contain all the contact methods you have such as: mailing list, phone number list, 
or email list.  
 
The “Message” is the “what” you want to say to your market.  For direct response 
marketers it’s the “offer”.  For instance, in the geographic property farm niche the 
offer might be, “How much is your home worth?  Find out with a free home 
valuation.  Call Happy Agent today at 000-000-0000.”  
 
The “Medium” is the “how” you’re going reach your market with your message.  
This is the “ways” in this manual.  I’ll show you 101 ways to get in front of your 
market with your message later in this manual. 
 
By tweaking the 3 M’s you can control the quality and quantity of your lead flow.  
You can use these three dials to fine tune your leads.  For higher quality, restrict 
your market, refine your message, and/or reduce your mediums to screen out all 
but the most qualified leads.  For higher quantity, expand your market, open your 
message, and/or add more mediums.  This is powerful stuff.  Now you control your 
business, not the other way around. 
 
In next few chapters, we’ll take a closer look at the 3 M’s… 
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Chapter 8: The Market 
 
The “Market” is the target “list” of prospects who share something in common.  
It’s “who” you want to do business with.  It’s your niche. 
 
Here’s a list of common markets (targets) and definitions of each.  The niche you 
select will most likely with fall into one of these general categories.  
 
SPHERE OF INFLUENCE (sellers & buyers) – Your sphere-of-influence is your 
circle of friends, family members, and acquaintances.  This is anyone who might 
do business with you because they “already know you”.  If you haven’t done it yet, 
you should develop this list immediately.  This list is one of the lowest-cost 
sources of real estate business.  These people already know you and trust you.  
And that’s the hardest part of any sale, the trust. 
 
PAST CLIENT (sellers & buyers) – Your past clients is a list of all the people who 
have already hired you and used your services.  These people already know you, 
trust you, and best of all, know you can perform.  This is your hot list.  This list of 
past clients will become your most valuable real estate business asset.  If you ever 
decide to sell your practice, this is what a buyer wants to see first. 
 
PEOPLE FARM (sellers & buyers) – A people farm is a group of people who share 
a common characteristic.  That shared characteristic creates common needs and 
desires in their real estate holdings.  Examples would be:  professional athletes, 
doctors, nurses, janitors, lawyers, judges, CEOs, PTA members, social club 
members, sports club members, school alumni, and many more.  Look for 
commonality in the group and then become the “go to” person for their real estate. 
 
PROPERTY FARM (sellers) – A property farm is a group of homes that share a 
common location (neighborhood, subdivision, town) and/or property type (house, 
townhouse, condo).  Property farms have the advantage of proximity.  They’re 
easy to locate, drive through, and contact.  They’re easy to group together.  They 
have similar concerns about the value of their homes and the quality of their 
schools, parks, and neighborhood.  By learning these things, you can quickly 
become a neighborhood specialist.  
 
EXPIRED (sellers) – An expired listing is a home that did not sell.  The home was 
listed on the MSL, but the previous agent failed to sell the home.  These people 
are frustrated and need your help.  These prospects have two HUGE advantages 
over all other prospects:  1) they want to sell their home and 2) they’re willing to 
pay a commission.  In today’s market, these prospects are plentiful.  One word of 
caution:  these people are mad.  They are mad at their last agent for not selling 
their home.  They think the previous agent did not work hard enough.  Now they 
are suspicious of all agents.  Of course, the real reason the home did not sell was 
because the price was too high.  But the expired listing does not want to hear that.  
You’ll have to convince these people that you are “different” from their last agent 
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and that you can get the job done.  Oh, and don’t forget to the get the price down 
on the new listing or you’ll become the next expired agent they’re mad at. 
  
FOR SALE BY OWNER (sellers) – A for-sale-by-owner (FSBO, pronounced Fizz-bo) 
is a homeowner who tries to sell their home without a real estate agent.  This is a 
small percentage of the overall market.  It ranges from 5%-20% depending on the 
strength of the market.  The ONE benefit to this group is you know they want to 
“sell” their home.  The draw back is they often don’t like real estate agents.  But 
keep this in mind, 90% of all FSBO’s will eventually list with an agent.  And a lot of 
FSBO’s simply put a for-sale sign in the yard to locate a good agent.   
 
LUXURY (sellers & buyers) – Luxury home sellers and buyers live or want to live 
in an upper-end area of town.  These are the exclusive, above-average homes 
usually clustered together in specific subdivisions, estates, and gated-communities.  
In this market, you usually sell fewer homes, but make a larger commission on 
each one.  These folks are looking for personal service, hand holding, and access 
to you on a moment’s notice.  Reputation and quality service spread through this 
group by word-of-mouth once you become established.  
 
INVESTOR (sellers & buyers) – Investors sell and buy homes as investments, not 
as a primary residence to live in themselves.  There are two main types of 
investors:  1) buy-and-hold and 2) fix-and-flip.  The first group wants positive 
cash flow and appreciation over time.  The second group wants to buy at a deep 
discount, fix up, and sell for more than their total investment.  Both want to find a 
good deal and a low price when they buy.  Both will be logical and number 
oriented.  Think “profits” when working with investors. 
 
RENTER (buyers) – Renters become homeowners when they buy their first home.  
They need you to walk them through the process.  They are scared, timid, and 
nervous because they have not owned a home before.  They have lots of basic 
questions about homeownership.  They are looking for a champion and grateful for 
your service when they move in. 
 
MOVE-UP, DOWN, OVER (buyers) – Many buyers have a home to sell.  They 
may be moving up from a smaller home, moving down from a larger home, or 
moving over from the other side of town.  Often they need to sell their existing 
home before they can close on a new home.  However, they do not want to put 
their current home on the market until they know there is a new place to move 
into.  This Catch-22 creates opportunity for a skilled real estate agent to solve 
their problem and earn two commissions (one for the sale and one for the buy). 
 
 
Now let’s talk about the message… 
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Chapter 9: The Message 
 
The “Message” is the “what” you want to say to your market.  For direct response 
marketers it’s the “offer”.  An offer is simply a proposal to exchange:  I’ll give 
you something if you give me something.  For instance, “I’ll give you free real 
estate information if you give me your contact information.” 
 
Your message must resonate with the prospect.  It must make sense to her.  You 
need her to nod her head in agreement and want to move forward with you. 
 
The basic structure of your message is problem/solution.  The prospect has a 
problem and you have a solution. 
 
Your message must also have a call-to-action (CTA).  Direct response marketers 
want our prospects to “do” something immediately while they are in the heat of 
the moment.  Otherwise, they’ll move on to something else and forget us. 
 
Here are some common CTA’s:  call me, write me, email me, come to my office, 
listen to a pre-recorded message, or visit my website.  Notice how these are all 
“action” words.  You want the prospect to move towards you and start doing 
business with you. 
 
There are two basic ways a prospect can move towards you.  I call them: 
 

• Direct and 
• Indirect. 

 
Direct CTA’s asks the prospect to contact you directly.  Examples are:  call me, 
write me, email me, and come to my office.  This directness is good, but 
threatening to many prospects.  They don’t want to speak directly to a 
salesperson…you might make them buy something. 
 
Indirect CTA’s asks the prospect to contact you indirectly.  Examples are:  listen 
to a pre-recorded message or visit my website.  This indirect approach is less 
threatening.  The prospect is in total control.  She can hang up the phone or close 
the website with a click of the mouse. 
 
You should offer both.  The hottest prospects will want to speak right away and 
will contact you directly.  However, studies have shown that three times as many 
people will contact you through indirect CTA’s.  To open your lead flow, you should 
offer indirect CTA’s and gain 300% more leads. 
 
The most important part of any advertisement is the headline.  The headline is the 
large, bold statement at the top of your ad.  The headline entices the prospect to 
read the body copy of the ad.  Most readers will not read the body copy if they’re 
not intrigued by the headline.  In fact, it has been estimated that 90% of the 
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success of any ad is due to the strength of the headline.  Make sure your 
headline captures the prospects attention and entices them to read the body copy. 
 
The body copy is the words you use to sell your services.  It’s your sales pitch in 
print.  A famous copywriter referred to copywriting as “salesmanship in print”.  
That’s accurate.  Your words must convince the prospect to take action or you 
have wasted your message, your time, and your money.  
 
Your headline should make the prospect want to read the body copy.  The body 
copy should make the prospect want to act on your call-to-action.  Successful ads 
create a natural flow from one to the other. 
 
One more advertising lesson, the most powerful word in marketing is “FREE”.  
Whenever you can give something to your prospect for free, you should advertise 
it.  “FREE” out pulls all other words. 
 
Now let’s look at the basic messages (offers) you should make to your prospects.  
Remember the best format is to pose a problem and then give a solution. 
 
Sellers.  What do home sellers want?  In studies, sellers repeatedly answer the 
same way.  Sellers want: 
 

1. The most money, 
2. In the shortest time, 
3. With the fewest hassles. 

 
If that’s what sellers say they want, then you should offer it to them.  In your offer, 
you should focus on the number one desire of the seller.  She wants the “most 
money”.  How will she know she is getting the most money for her house unless 
she first knows how much it is worth?  She can’t.  So you’ll solve her problem.  
You’ll offer to exchange the information she wants for the information you want, 
her name and contact information. 
 
Here’s the basic SELLER offer: 
 
  Direct: 

How Much Is Your Home Worth? 
Find out today.  It’s easy. 
For a FREE Home Valuation, 
Call Happy Agent at 000-000-0000 
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Indirect: 
How Much Is Your Home Worth? 
Find out today.  It’s easy. 
For a FREE Home Valuation, 
Listen to Free Recorded Message 
800-000-0000 x 0000 
 
Indirect 2: 
How Much Is Your Home Worth? 
Find out today.  It’s easy. 
For a FREE Home Valuation, 
Go to: www.FreeHomeValuation.com 

 
Notice how the indirect offer is less threatening to a prospect.  That’s why you’ll 
get three times as many leads with indirect ads. 
 
Buyers.  What do home buyers want?  In studies, buyers repeatedly answer the 
same way.  Buyers want: 
 

1. Selection, 
2. Location, and 
3. Best value. 

 
If that’s what buyers say they want, then you should offer it to them.  For your 
offer, you should focus on the number one desire of the buyer.  He wants 
“selection”.  He wants to make sure he doesn’t miss a great home at a great price.  
The only way to do that is to see all the homes on the market.  He wants to see a 
huge list of homes and pare down the list himself.  So help him do what he wants 
to do.  You’ll solve his problem.  You‘ll offer to exchange the information he wants 
for the information you want, his name and contact information. 
 
Here’s the basic BUYER offer: 
 
  Direct: 

FREE List of MLS Homes. 
Custom designed just for you. 
For your FREE List of Homes, 
Call Happy Agent at 000-000-0000 
 
Indirect: 
FREE List of MLS Homes. 
Custom designed just for you. 
For your FREE List of Homes, 
Listen to Free Recorded Message 
800-000-0000 x 0000 
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Indirect 2: 
FREE List of MLS Homes. 
Custom designed just for you. 
For your FREE List of Homes, 
Go to: www.FreeMLSHomeList.com 

 
Again notice how the indirect offer is less threatening to a prospect.  It’s easier for 
the prospect to call an 800 number and listen to a free recorded message or visit a 
website then to call direct. 
 
An advanced buyer offer is a Free List of Foreclosures.  Everyone likes a 
bargain...and everyone thinks a foreclosure home is a steal.  When you advertise 
a foreclosure list, tons of leads will flow in.  Most of these buyers do not end up 
buying a foreclosure because of the condition, location, or difficulty in closing.  
However, those same buyers want a home.  So they turn around and buy a non-
foreclosure home.  Either way, they should buy with you. 
 
Here are some hot foreclosure headlines: 
 

• FREE List of Foreclosure Homes 
• FREE List of XYZ Area Foreclosure Homes 
• FREE List of Foreclosure Starter Homes 
• FREE List of Foreclosure Rental Homes 
• FREE List of Foreclosure Luxury Homes 

 
We will talk more about specific offers when we review all the ads later in the 
manual. 
 
Now let’s talk about the medium… 
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Chapter 10: The Medium 
 
The “Medium” is the “how” you’re going reach your market with your message.  
This is the “ways” in this manual.  I’ll show you 101 ways to get in front of your 
market with your message later in this manual. 
 
For now I just want to talk about which comes first:  the market, the message, or 
the medium? 
 
You may be tempted by a good advertisement salesperson to start with the 
medium.  The salesperson offers you a great deal on a display ad in the 
newspaper.  Normally the price is $500, but you can get your first ad for only 
$125 (75% off).  Maybe it would be worth it to take a chance. 
 
Not a good idea.  You’re putting the cart before the horse.  Until you know “who” 
your niche is, how can you decide “how” to get in front of them? 
 
That is why you always start with the niche.  “Who” do you want to work with?  
Once you answer that question, you can craft your message and then pick your 
medium. 
 
When considering a new marketing campaign, always use this order: 
 

1. Market, 
2. Message, and then 
3. Medium. 

 
It will save you time, money, and heartache. 
 
Let’s talk about the business development funnel… 
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Chapter 11: Business Development Funnel 
 
The lifeblood of your business is your business development funnel. 
 
All new business flows through your funnel.  The top is wide and the bottom is 
narrow.  At the top, you put in raw leads.  At the bottom, you take out closing 
checks.  The quality at the top is unknown.  The quality at the bottom is premium. 
 
The funnel sifts, sorts, and qualifies.  The funnel moves leads along until they 
mature into appointments, clients, and closings.  Along the way, some leads are 
discarded because they don’t measure up, don’t match up to your standards, or 
don’t show up.  And that’s ok.  The funnel helps you focus your time and energy 
on the highest quality people. 
 
Have you (or someone you know) ever run a buyer around for weeks (maybe 
months) showing them dozens of homes only to find out they were not qualified?  
Or not serious?  Or not moving for three years?  Or looking for a “friend”?  Or two-
timing you (working with you and another agent at the same time)?  You could be 
mad at them, but it’s really your fault.  You did not run them through your 
business development funnel. 
 
These problems tend to happen when business is slow and you don’t have anyone 
else to work with.  Your logic is “working with them is better than nothing”.  But 
the logic is flawed.  While you’re spinning your wheels with this bad lead, you’re 
missing other opportunities to find and work with better leads. 
 
The real problem is a lack of new leads.  When you have dozens of leads coming 
into your business, you have options.  You can pick the best and leave the rest for 
someone else. 
 
This business development funnel is a powerful tool.  It will make you more 
efficient and focus your energies on the best leads.  And the result is a more 
profitable business. 
 
Here are the steps in the business development funnel from top to bottom: 
 

1. Lead Generation 
2. Lead Capture 
3. Lead Follow-Up 
4. Appointment 
5. Client 
6. Fulfillment 
7. Closing 
 
8. Past Client Follow-Up 
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Let’s look closer at each step down the funnel. 
 
Lead Generation – In lead generation, you make an offer to a large pool of 
people in your niche.  You offer something valuable for free in exchange for a 
prospect’s contact information.  A small percent will raise their hand and accept 
your offer.  These people will act on your call-to-action.  They will call you, write 
you, email you, listen to your pre-recorded message, or visit your website. 
 
Lead Capture – In lead capture, you collect the lead’s contact information.  Leads 
come in direct or indirect.  With direct leads, you’ll immediately interact with the 
leads and ask for their contact information.  With indirect leads, you will need to 
have your automated systems capture their contact information.  (We will talk 
about this in detail in a future chapter.) 
 
Lead Follow-Up – In lead follow-up, you contact your leads.  You have two goals:  
1) qualify the lead and 2) set an appointment with the qualified.  To qualify, you 
ask the lead a series of questions to make sure they are worthy of your time and 
effort.  (I’ll give you a script in a future chapter.)  Don’t be afraid to eliminate a 
bad or poor lead.  Know this: the success and profitability of your business 
will be indirect proportion to the “quality” of your leads.  The best way to 
improve quality is to remove low quality leads.  What remains are the best leads.  
To set an appointment, ASK.  It’s that simple.  Ask the lead to meet you to discuss 
their real estate goals in person.  The serious ones say yes.  (More on this in a 
future chapter).  
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Appointment – At the appointment, you interview the lead.  Is this lead worth 
spending the next week or month of your life with?  The only way to find out is to 
ask the lead a series of questions.  Based on those answers, you decide if you 
want to work with them.  After you’ve made that decision, you present your 
services and ask if they would like to work together to achieve their real estate 
goals. 
 
Client – When the lead accepts and agrees to your relationship terms, you have a 
client.  Notice YOU set the terms of the relationship.  You are in control.  It must 
be this way and most clients prefer it.  Next review all the paperwork with the new 
client and sign them up.  Now you have a legal relationship with the client.  You 
represent them, and they’re loyal to you.  Warning:  NEVER, NEVER, NEVER go to 
the next step until the client has committed to you AND signed an agreement to 
hire and pay you. 
 
Fulfillment – At fulfillment, you perform on your promises made at the 
appointment and in your client agreement.  In other words, you sell a home for a 
seller or find a home for a buyer.  Then you monitor the transaction and make 
sure it gets to closing. 
 
Closing – At the closing, you complete your duties to your client and receive your 
commission check for a job well done.  Be sure to ask for testimonials from your 
clients at this time and have a picture taken of your clients for future marketing.  
Have the client sign off that it is ok for you to use their testimonial in your future 
marketing.  Have all the paperwork for this testimonial ready to go “before” you 
arrive at the closing.  You should have a “testimonial form” pre-designed with an 
open space for the client to write in their comments and a signature line giving 
you permission for future use in your marketing.   
 
Past Client Follow-Up – After closing, don’t drop the ball.  Your past clients 
know you, trust you, and have confidence in your ability.  Stay in touch.  They will 
move again in your career, maybe multiple times.  Make them “Clients for Life”.  
Even better, they’ll refer their friends and family to you.  This is the easiest 
business to work because the referral believes in you.  It’s also the most profitable 
business because you did not have to spend tons of marketing dollars to find them.  
 
Once you have your business development funnel up and flowing, you want to 
track your results.  Here are the Key Ratios you want to track: 
 

1. Leads to Appointments 
2. Appointments to Clients 
3. Clients to Closings 

 
You will not be able to convert 100% of the leads to appointments, clients, and 
closings.  That’s ok.  You don’t want or need all the leads to make it through.  You 
only want the highest quality leads making it out the bottom. 
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However, you should track these ratios and work to improve them over time. 
 
Next we will talk more about lead generation… 
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Chapter 12: Lead Generation 
 
The goal of lead generation is to find someone interested in doing business in your 
niche.  You’ll employ the 3 M’s (market, message, and medium).  You choose a 
market, design a message, and present it through a medium.  This effort will 
result in leads.  The leads will call, write, email, listen to a pre-recorded message 
or visit your website. 
 
Lead generation consists of an “offer” and a “call-to-action”. 
 
Offer.  You’ll make an offer to the market.  You’ll give prospects what they want if 
they’ll give you what you want.  Prospects want real estate information.  You want 
contact information.  You propose an exchange. 
 
In general, sellers want to know how much their home is worth.  Buyers want to 
see list of homes that match their home buying criteria. 
 
The best offers appeal only to your target market, your niche.  The more specific 
you can make your offer to your niche, the more successful it will be.  When the 
offer is specific, it actually screens out everyone else.  It will only make sense to 
your niche. 
 
Look at beginning of these two offers: 
 
 1)  How Much Is Your Home Worth?  Find out by… 
 
 2)  How Much Is Your Luxury Home Worth?  Find out by…. 
 
Offer #1 speaks to a general sub-market (homeowners).  People who do not own 
homes will stop reading.  It’s a good offer. 
 
Offer #2 speaks to a specific sub-set of the sub-market, specifically, homeowners 
of luxury homes.  In fact, the offer stops non-luxury homeowners in their tracks.  
Regular homeowners will not respond.  They screen themselves out.  But luxury 
homeowners (feeling a bit of pride) will respond.  This message appeals to them 
as an exclusive group.  You’re calling out to them. 
 
Notice it did not take much of a change to the offer to dramatically affect who 
responses to the ad.  You simple added one word “luxury”.  Most niches can be 
called out in this way.  The change is subtle, but the result is dramatic. 
 
How often should you send out your message?  I recommend sending offers to 
your niche at least once a month and preferably every two weeks.  You want to 
get in front of your niche and stay in front of them.  You don’t know what day the 
prospect will wake up and say, “I think it’s time to move.”  So you need to 
improve your chances with frequent contact. 
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We will review other targeted offers in the 101 Ways chapter later in the manual. 
 
Call-To-Action (CTA).  You want the prospect to raise her hand and take some 
kind of action.  The action is what the prospect must “do” in order to receive the 
real estate information presented in the offer. 
 
Remember CTA’s fall into two categories: 
 

1. Direct and 
2. Indirect. 

 
Examples of direct CTA’s are:  call me, write me, email me, and come to my office. 
 
Examples of indirect CTA’s are:  listen to a pre-recorded message and visit my 
website. 
 
The hottest leads will call you direct.  So you need to give these prospects a direct 
option.  However, you should also offer indirect.  People are more comfortable 
with indirect contact.  You’ll generate 300% more leads with indirect CTA’s.  So 
use both. 
 
Test & Track.  You must test your offers and track their results.  You want to be a 
direct response marketer who makes every ad accountable.  Each ad must 
generate more revenue than the cost of the ad.  There is only one way to know for 
sure.  Track. 
 
Here is an easy way to track.  Every time you advertise, make a copy of the ad.  
On top of the page, write the date, the medium, and the total ad cost.  Then put it 
in a 3-ring note book.  When a lead comes in on that ad, write down the name of 
the lead on that sheet.  When the lead closes, go back and write the commission 
check amount on next to the lead name.  Later, add up all the commissions 
generated by that ad.  If the commission income is more than the cost to run the 
ad, you have a winner. 
 
Try different headline, offers, and CTA’s.  Track each combination, then compare.  
Keep the winners and toss the losers.  Soon you will have a profitable marketing 
machine. 
 
Now let’s talk about lead capture… 
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Chapter 13: Lead Capture 
 
Once the lead generation starts working, you need to capture the leads.  You will 
capture the lead based on how the lead arrives:  direct or indirect. 
 
Direct Leads.  When a prospect contacts you directly, they are usually “hot” to do 
something.  Typically, these are “now” buyers and sellers.  You should make every 
effort to answer the inquiry as it comes in. 
 
With direct leads, you have one goal: get the prospect’s contact information.  
Focus on that goal.  You can not do anything with this lead unless you get the 
contact information.  At a minimum you want the name and phone number.  It’s 
also helpful to have the physical address and email address.  Use the “follow-up 
script” in the next chapter as your guide.  It will walk you through the questions 
you need to ask to make sure you capture the caller’s contact information and ask 
the proper qualifying questions. 
 
Indirect Leads.  When a prospect contacts you indirectly, they can be any level 
of motivation.  They can be hot, warm, or cold.  The only way to know for sure is 
to follow-up quickly.  (We will discuss follow-up in the next chapter).  In order to 
follow-up, you need to capture the lead’s contact information. 
 
Indirect leads come through two main systems:  IVR and web.  Let’s look at both. 
 
IVR (Interactive Voice Response).  IVR is a sophisticated computer program 
connected to a phone line.  Prospects call a 1-800 number and hear a free 
recorded message about one of your offers.  At the end of the message, prospects 
are prompted to leave their contact information in exchange for a “free” something.  
It could be a free CMA, a free list of homes or a free report. 
 
IVR’s have a high success rate at capturing prospect’s contact information.  The 
recorded message is less threatening than a salesperson.  Prospects listen to a 
detailed pitch.  And best of all, the 800 number captures the caller’s phone 
number.  Anyone who calls an 800-number must expose their real number since 
the receiver is paying for the call.  Because of this, the IRV has a great tracking 
system.  The computer tracks every call, caller, and ad. 
 
Here are the scripts to record on your IRV message boxes based on the type of 
offer you make in your ad. 
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Seller – SPHERE OF INFLUENCE 
Seller – PAST CLIENT 
Seller – PEOPLE FARM 
 

 
 
Seller – PROPERTY FARM 
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Seller – EXPIRED  
 

 
 
*Note:  You make up your own report on the 7 Techniques.  Just make sure one of 
the techniques is “Price the Home to Sell”. 
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Seller – FOR SALE BY OWNER 
 

 
 
*Note:  This is an Exclusive Listing (not Exclusive RIGHT Listing).  The seller is 
excluded from your listing agreement per paying a commission when the seller 
brings the buyer.  However, all real estate agents must go through you.  Your 
state might use a different term for this agreement.  Ask your broker and legal 
counsel for assistance. 
**Note:  Even if the seller does bring a buyer, you might do the paperwork for 
free if the FSBO will hire you as a buyer broker to purchase their replacement 
home. 
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Seller – LUXURY 
 

 
 
Seller – INVESTOR 
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Buyer – SPHERE OF INFLUENCE 
Buyer – PAST CLIENT 
Buyer – PEOPLE FARM 
Buyer – MOVE-UP, DOWN, OVER 

 
 
Buyer – RENTER 
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Buyer – LUXURY 
 

 
 
Buyer – INVESTOR 
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Web (Website Landing Page).  When you send prospects to your website, you 
want do not want to send them to your main homepage.  The homepage is the 
main entry page for your website.  Instead, you want to send the prospect to a 
special “landing page” inside your site.  The landing page is designed exclusively 
for this type of lead. 
 
For instance, when you offer a free CMA, you want to send the prospect “directly” 
to the free CMA page.  You do not want the prospect to have to search around 
your homepage trying to find the CMA page link.  This saves time and improves 
lead capture rates. 
 
You also need to make it easy for the prospect to type in the name of the landing 
page.  You do not want to ask the prospect to type in the following: 
 
http://www.HappyAgent.com/FreeCMA.htm 
 
That looks complicated and mysterious.  The prospect will probably avoid it. 
 
Instead reserve an easy to spell domain name from a domain name registry (i.e. 
godaddy.com) and point it to your landing page.  Now the prospect only has to 
type in something like the following: 
 
www.FreeHomeValue.com 
 
That looks much better, safer, and easier to the prospect.  Plus, you can now track 
your web campaigns.  Here’ s how. 
 
Create a unique domain name for each marketing campaign.  Then you can track 
the visitors that go through each domain name and responded to each campaign.  
There are many ways to do this for free such as Google’s Analytics (see 
Google.com).   
 
Once at the landing page, a prospect reads an offer and is prompted to enter their 
contact information in exchange for free real estate information.  It could be a free 
CMA, a free list of homes or a free report. 
 
Web’s have a high success rate at capturing prospect’s contact information.  The 
webpage is less threatening than a salesperson.  Prospects read at their own pace 
and enter their contact information when they’re ready.  This is logical to the 
prospect since you’ll have to send the information to them.  The computer tracks 
every time the domain name is entered and landing page is visited. 
 
Here’s the copy for each landing page based on the type of offer you make in your 
ad. 
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Seller – SPHERE OF INFLUENCE 
Seller – PAST CLIENT 
Seller – PEOPLE FARM 
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Seller – PROPERTY FARM 
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Seller – EXPIRED  
 

 
 
*Note:  You make up your own report on the 7 Techniques.  Just make sure one of 
the techniques is “Price the Home to Sell”.  
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Seller – FOR SALE BY OWNER 
 

 
 
*Note:  This is an Exclusive Listing (not Exclusive RIGHT Listing).  The seller is 
excluded from your listing agreement per paying a commission when the seller 
brings the buyer.  However, all real estate agents must go through you.  Your 
state might use a different term for this agreement.  Ask your broker and legal 
counsel for assistance. 
**Note:  Even if the seller does bring a buyer, you might do the paperwork for 
free if the FSBO will hire you as a buyer broker to purchase their replacement 
home.
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Seller – LUXURY 
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Seller – INVESTOR 
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Buyer – SPHERE OF INFLUENCE 
Buyer – PAST CLIENT 
Buyer – PEOPLE FARM 
Buyer – MOVE-UP, DOWN, OVER 
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Buyer – RENTER 
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Buyer – LUXURY 
 

 




