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Buyer – INVESTOR 
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Once you capture all these leads, you will need a lead management system to 
track them.  You could use paper in a three ring binder, 3x5 note cards, or an 
excel spreadsheet.  But I recommend you invest in a computerized contact 
management software program.  Preferably one that is web based.  There are 
several options, but I recommend Top Producer (TopProducer.com).  They’re the 
largest real estate agent based lead management system, they’ve been around a 
long time, and they have great customer service. 
 
In the next chapter, we’ll discuss lead follow-up… 
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Chapter 14: Lead Follow-Up  
 
Lead follow-up is the key to success in all businesses.  Real estate agents are no 
exception.  The success of your real estate career will be in direct proportion to the 
strength of your follow-up skills.  And like all skills, follow-up can be learned, 
developed, and improved with practice and persistence. 
 
The key to follow-up is simple:  Just do it!  Many agents are nervous about follow-
up.  I know I was.  Don’t be.  Here’s why. 
 
Ask yourself these questions: 
 

1. Are you a good agent? 
2. Do you have the lead’s best interest at heart? 
3. Will you work hard for the lead? 
4. Are there other agents who would NOT protect the lead’s interest? 
5. Then the best thing for the lead is to work with YOU.  They just don’t know 

it yet.  Your job is to make sure they find out.  You have to tell them.  Once 
you start talking to them, they’ll figure it out…and be grateful you called. 

 
Like most things in life, 90% of success is simply showing up.  Your competition is 
going to drop the ball here.  You are going to pick it up and win. 
 
You’re learning proven, successful marketing methods and concepts in this 
program.  Leads are going to start flooding into your business.  Your primary job 
will be to follow-up with all the leads. 
 
When you follow-up with a lead, you have two goals: 
 

1. Qualify the leads and 
2. Set an appointment (but only with the qualified leads). 

 
When you talk to the leads, you’ll be friendly.  But your objective is to “remove” all 
unqualified leads from your system.  Why?  So you can focus all your time, effort, 
and resources on the qualified leads.  You don’t want to waste time on people who 
can’t move or don’t meet your standards.  The best way to have qualified leads is 
to eliminate unqualified leads.  Then only the premium leads remain. 
 
Qualified leads have two main characteristics. 
 

1. Ability and 
2. Timing. 

 
Qualified leads have ability.  Sellers have a house to sell.  Buyers have cash or can 
qualify for a mortgage.  Without those basics, you can not help them. 
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Qualified leads must also have timing inline with your standards.  You only want to 
follow-up with leads who plan to move in the next six months.  Any longer 
and the odds of them actually moving diminishes exponentially.  Those people are 
not serious and tend to push the date out forever.   
 
Here are the four main ways to follow-up: 
 

1. Face-to-face, 
2. Phone, 
3. Mail, and 
4. Email. 

 
These methods are in order of strength. 
 
Face-to-face is the strongest.  You will get answers and learn a lot by reading the 
person’s body language as well as their words.  However, face-to-face may not be 
possible or practical. 
 
Phone calls are the next strongest.  The phone is more convenient for you and 
your lead.  The phone is your best tool for follow-up.  You can make calls quickly 
and leave messages to those you don’t contact.  You can ask questions and get 
answers.  The phone is fast and interactive. 
 
Mail is good because it is tangible.  The prospect has something in their hand.  It 
puts your name and face in front of the lead.  However, it’s only a reminder.  The 
mail can not ask questions and hear the answers.  It’s not interactive. 
 
Email is cheap.  It is easy to set up and leverage to lots of leads.  It should be 
used.  However, just like mail, it is not interactive.  The lead can ignore it.  The 
other problem is delivery.  Your email could get caught in a spam filter or junk 
folder and never be seen. 
 
The best follow-up combines all of these methods.  The lead will see you through 
multiple mediums and become familiar with you.  This familiarity breeds trust.  
And trust is the foundation to any relationship. 
 
Think about why people “like” celebrities they have never met.  You see the 
celebrity on TV or the movie screen for a few hours and you begin to feel you 
“know” them.  That’s the same result you want with your follow-up. 
 
How often should you follow-up?  You base this decision on the initial conversation.  
You need to ask the lead the magic question:  “When are you thinking about 
moving?”  Whatever the answer, split the time in half and call back then.  For 
instance, if the lead says they are moving in 4 months, you call back in 2 months.  
In follow-up, it’s better to be too early than too late.  You don’t want to call up and 
hear, “We just signed up with Other Agent last night.  Isn’t it great?”  Not really… 
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Here’s a strong follow-up schedule for each method. 
 

• Phone or Face-to-Face – Half the time they said they want to move. 
• Mail – Monthly. 
• Email – Weekly. 

 
I recommend you use all three.  You can leverage the mail and email to fill the 
gaps in your phone and face-to-face contacts. 
 
Now here’s the best part of working a niche market.  Your niche marketing is a 
built in follow-up system when your leads are in your niche.  If you’re mailing your 
niche once a month and your lead is in your niche, you’re already following up by 
mail once a month. 
 
Also, if your lead is a buyer who requested a free list of home and you’re sending 
an updated list once a week by email, you’re already following-up these leads by 
email once a week. 
 
You just need to make the phone calls.  Nothing, and I mean NOTHING, beats 
talking one-on-one with the lead.  You’ll learn the most and build the relationship 
fastest by making these calls.  You must make your follow-up calls. 
 
I recommend you schedule them into your week.  Set aside two-hour blocks, four 
times a week.  Pick one morning, one afternoon, and one evening during the week 
and one Saturday morning.  For instance, call Tuesday morning 10-12, Wednesday 
afternoon 2-4, Thursday evening 6-8, and Saturday morning 10-12.  These eight 
hours of calls each week will make you rich.  There’s nothing you can do in 
your business that’s more profitable than these calls…nothing. 
 
You just need to know what to say.  Use the seller follow-up script and buyer 
follow-up script on the following pages as your guides.  Use them every time you 
need to follow-up with a seller or buyer. 
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Seller Follow-Up Script 
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Buyer Follow-Up Script 
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These follow-up scripts are powerful.  Always use them.  There are several 
benefits to using a script: 
 

1. You know exactly what to say and 
2. You can listen to the lead. 

 
Most salespeople ask a question, but don’t really listen to the answer.  Their mind 
tries to think about the next question while the lead is answering.  That’s not good.  
The script solves this problem.  The script will tell you what to ask next.  You want 
to focus on the response.  This is how you connect with the lead and determine if 
you can help. 
 
Track your leads.  Use a database management system (like TopProducer.com) to 
track all the details on each and every lead.  You can track their names, phone 
numbers, addresses, wants and needs, phone calls, conversations, mail sent, 
emails sent and more.  The more you know (and remember) about your lead, the 
stronger you will be as an agent.  Plus the lead will like you better when you start 
the next conversation right where the last one ended.  All you have to do is review 
your database notes before you pick up the phone.  Amazing!  
 
Finally, automate the follow-up process as much as you can.  The key is your 
contact management system.  The calls, mailings, and emails can be scheduled in 
advance.  Then you or your assistant can execute the scheduled mailings and 
emails.  However, YOU must make the follow-up calls yourself.  These calls are too 
valuable to delegate. 
 
Remember, the key to success in real estate is follow-up.  Practice and perfect 
your follow-up and watch your bank account explode. 

 
Now that you know what to do after you get a lead, let’s talk about how to 
generate them.  It’s time to look at the 101 Ways…
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Chapter 15: 101 Ways 
 
On the following pages are the 101 Ways to a Six Figure Income as a Real Estate 
Agent.  These ways are the Mediums you use to get your Message to your Market. 
 
Each of the 101 Ways is packed with information including: 
 

• Title, 
• Target market, 
• Cost estimate, 
• Description of way, 
• Best Offer to use, 
• Advantages of way, 
• Disadvantages of way, 
• Advanced Technique, 
• Preferred Vendor (when available), and 
• Sample advertisements.  

 
There are 527 sample ads for you to see and copy.  Use the ads exactly as you 
see them or modify them to your taste.  Just be sure to use the marketing 
principals discussed in this manual. 
 
Under each Way there are groups of sample ads.  Each ad in the group has been 
slightly modified to match the needs of the basic niche categories. 
 
Although the sample ads in each Way make look the same, they are not. 
 
Look closely and find how each ad has been modified to appeal to a target market 
niche.  Here’s the list of basic niche categories: 
 
Seller – SPHERE OF INFLUENCE  Seller – PAST CLIENT 
Seller – PEOPLE FARM   Seller – PROPERTY FARM 
Seller – EXPIRED     Seller – FOR SALE BY OWNER 
Seller – LUXURY     Seller – INVESTOR 
 
Buyer – SPHERE OF INFLUENCE  Buyer – PAST CLIENT 
Buyer – PEOPLE FARM   Buyer – RENTER 
Buyer – LUXURY     Buyer – INVESTOR 
Buyer – MOVE-UP, DOWN, OVER 
 
The sample ads use an imaginary agent named “Happy Agent”.  Don’t forget to 
change the picture and contact information in each ad before you use the it, 
otherwise, Happy Agent might get a lot of your phone calls. 
 
Now let’s look at the 101 Ways… 
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Way 1:  Business Card 
 
Targets: Sellers and Buyers. 
 
Cost:  Low.  1 cent to 2 cents per business card. 
 
Description: Hand out business cards everywhere you go. 
  People are trained to keep business cards for later reference. 
  Print your picture on the card.  More people recognize faces than names. 
  Print your contact information on one side. 

Use the back side.  Print offer on back of card (i.e. Free CMA, Free List of Homes). 
  Drive leads to phone, email, IVR, or website. 
  Hand out frequently.  For example:  When at a restaurant, 

ask waiter/waitress if own home and hand business card. 
 
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Cost.  Super cheap.  Almost free. 

Shelf-life.  Kept by most people in a card dex or filing folder. 
  Color.  Can be 1,2,3 spot color or full color. 
  Brand.  Use to build brand identity. 

Long lasting.  Impressions for life of card. 
 
Disadvantages: Copy.  Short copy.  Limited space. 
   Brief.  Need quick message like a billboard. 
   Leverage.  Must hand out one at a time. 
   Results.  Slow tracking results over time. 
    
Advanced Technique: Hand 3 business cards to your client at closing and ask them to hand 

out to family and friends (sometimes they ask for more).  
    Use a different business card for each marketing niche (see samples). 
 
Preferred Vendor: Company: Got Print 
   Address: 7625 San Fernando Rd., 8B 
     Burbank, CA  91505 

Phone:  1-877-922-7374 
Website: GotPrint.com 
Description: Super cheap, full color business cards. 
  $33.50 for 5,000 full color business cards. 

 
Sample: 
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Seller – SPHERE OF INFLUENCE 
Seller – PAST CLIENT 
Seller – PEOPLE FARM 

 
 
Seller – PROPERTY FARM 



 62

Seller – EXPIRED  
 

 
 
Seller – FOR SALE BY OWNER 
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Seller – LUXURY 
 

 
 
Seller – INVESTOR 
 

 



 64

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 
 

 



 66

Way 2:  Print - Newsletter 
 
Targets: Sellers and Buyers. 
 
Cost:  High.  50 cents to $1 per mailed piece. 
 
Description: Mail a series of newsletters to seller and buyer prospects. 
  Educate sellers on local area market (homes sold, prices, & days on market). 
  Educate buyers on how easy it is to buy (low down and low monthly payments). 
  Send out to a specific niche. 
  Position yourself as the expert/specialist in that niche. 
  Drive leads to phone, email, IVR, or website. 
  Can use white or color paper. 
  Print on 17” wide by 11” high page.  Then fold to 8½” by 11”. 
  Mail folded in half (8½” by 5½”).  Prospect can read without opening. 
 
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Copy.  Can use long copy to build relationship or explain market. 

Open.  Message is seen immediately. 
  Color.  Can use black ink or full color.  Can use pictures & graphs. 
  Brand.  Use to build brand identity. 

Leverage.  Broadcast your message to any number of prospects. 
Fast.  Get your message out in a few days. 
Results.  Success known within a week or two.  

 
Disadvantages: Cost.  It is expensive if it does not work. 
   Time.  Takes lots of time to create and maintain. 
 
Advanced Technique: Hire mail house to print & mail. 
    Make money selling ads in your newsletter to other 

service providers:  inspectors, pest control, 
title companies, mortgage brokers, etc. 

 
Preferred Vendor: Company: Colorado Data Mail 

Contact: Todd Bacon 
Address: 2525 West 4th Avenue, 

Denver CO 80219 
Phone:  303-629-6155 
Website: ColoradoDataMail.com 
Product: Excellent at printing, stuffing, and bulk mailing. 

 
Sample: 
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Seller – PROPERTY FARM 

Buyer – MOVE-UP, DOWN, OVER 
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Way 3:  Print – Personal Newspaper 
 
Targets: Sellers and Buyers. 
 
Cost:  High.  50 cents to $1 per mailed piece. 
 
Description: Mail a series of personal newspapers to seller and buyer prospects. 
  Educate sellers on local area market (homes sold, prices, & days on market). 
  Educate buyers on how easy it is to buy (low down and low monthly payments). 
  Send out to a specific niche. 
  Position yourself as the expert/specialist in that niche. 

Advertise your listings, pendings, sales, and opens. 
  Drive leads to phone, email, IVR, or website. 
  Black ink or full color. 
  Print on 23” wide by 16.75” high page.  Then fold to 11.5” by 16.75”. 
  Mail folded in half (11.5” by 8.375”).  Prospect can read without opening. 
 
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Copy.  Can use long copy to build relationship or explain market. 

Open.  Message is seen immediately. 
  Color.  Can use black ink or full color.  Can use pictures & graphs. 
  Brand.  Use to build brand identity. 

Leverage.  Broadcast your message to any number of prospects. 
Fast.  Get your message out in a few days. 
Results.  Success known within a week or two.  

 
Disadvantages: Cost.  It is expensive if it does not work. 
   Time.  Takes lots of time to create and maintain. 
 
Advanced Technique: Hire mail house to print & mail. 
    Make money selling ads in your newspaper to other 

service providers:  inspectors, pest control, 
title companies, mortgage brokers, etc. 

 
Preferred Vendor: Company: Signature Offset 

Address: 224 Commerce St. 
  Broomfield, CO 80020 
Phone:  800-678-9785 
Website: SignatureOffset.com 
Product: Excellent at printing and mailing personal newspaper. 
  Can print black and white or full color newspapers. 

 
Sample: 
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Seller – SPHERE OF INFLUENCE 

Seller – PAST CLIENT 

Seller – PEOPLE FARM 

Seller – PROPERTY FARM 

Seller – EXPIRED  

Seller – FOR SALE BY OWNER 

Seller – LUXURY 

Seller – INVESTOR 
 
Buyer – SPHERE OF INFLUENCE 

Buyer – PAST CLIENT 

Buyer – PEOPLE FARM 

Buyer – RENTER 

Buyer – LUXURY 

Buyer – INVESTOR 
Buyer – MOVE-UP, DOWN, OVER 
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Way 4:  Print – Personal Magazine 
 
Targets: Sellers and Buyers. 
 
Cost:  High.  $1.50 to $3 per mailed piece. 
 
Description: Mail a series of personal magazines to seller and buyer prospects. 
  Educate sellers on local area market (homes sold, prices, & days on market). 
  Educate buyers on how easy it is to buy (low down and low monthly payments). 
  Send out to a specific niche. 
  Position yourself as the expert/specialist in that niche. 
  Advertise your listings, pendings, sales, and opens. 
  Drive leads to phone, email, IVR, or website. 
  Full color and high quality paper. 
  Print on 16” wide by 10.5” high page.  Then fold to 8” by 10.5”. 
  Mail (8” by 10.5”).  Prospect can read without opening. 
 
Best Offer: Free CMA or Free List of Homes. 
 
Advantages: Copy.  Can use long copy to build relationship or explain market. 

Open.  Message is seen immediately. 
  Color.  Can use full color.  Can use pictures & graphs. 
  Brand.  Use to build brand identity. 

Leverage.  Broadcast your message to any number of prospects. 
Fast.  Get your message out in a few days. 
Results.  Success known within a week or two.  

 
Disadvantages: Cost.  It is expensive if it does not work. 
   Time.  Takes lots of time to create and maintain. 
 
Advanced Technique: Hire mail house to print & mail. 
    Make money selling ads in your magazine to other 

service providers:  inspectors, pest control, 
title companies, mortgage brokers, etc. 

 
Preferred Vendor: Company: Century Publishing 

Address: E. 5710 Seltice Way 
  Post Falls, ID 83854 
Phone:  800-824-1806 
Website: CenturyPublishing.com 
Product: Excellent at printing full color, 

full size and digest size personal magazines 
Sample: 
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Seller – SPHERE OF INFLUENCE 

Seller – PAST CLIENT 

Seller – PEOPLE FARM 

Seller – PROPERTY FARM 

Seller – EXPIRED  

Seller – FOR SALE BY OWNER 

Seller – LUXURY 

Seller – INVESTOR 
 
Buyer – SPHERE OF INFLUENCE 

Buyer – PAST CLIENT 

Buyer – PEOPLE FARM 

Buyer – RENTER 

Buyer – LUXURY 

Buyer – INVESTOR 
Buyer – MOVE-UP, DOWN, OVER 
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Way 5:  Print - Group Magazine 
 
Targets: Sellers and Buyers. 
 
Cost:  High.  $250 to $1,000 per month. 
 
Description: Free group real estate magazine is given away at grocery stores and restaurants. 
  Usually read by home buyers. 

Display ad from ¼ of a page to a full page.  Try to get biggest can afford. 
Use lots of color property pictures.  People look for pictures. 
Advertise estimated monthly payment, property picture, and little else. 
Make lots of offers:  Free CMA and Free List of Homes. 
If you don’t have listings to advertise, ask to use other agent listings in your office. 
Stand out, be different. 

  Drive leads to phone, email, IVR, or website. 
   
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Target.  Direct to your target area. 
  Motivation.  People who pick up a real estate book are interested in real estate. 
  Brand.  Use to build brand identity. 
  Listings.  Use to promote at listing appointments. 

Leverage.  Get in front of a large number of future prospects. 
 
Disadvantages: Cost.  Large up front expense. 

Distribution.  Spread out over large area of town, not focused. 
   Copy.  Limited space. 
   Control.  Editor controls content. 
   Results.  Success over time. 
 
Advanced Technique: Take prime spots:  back-page, page 3, center-fold. 
 
Preferred Vendor: Company: Homes and Land 

Website: HomesAndLand.com 
Product: Display ad in free distribution magazine. 

 
Sample: 
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Seller – PEOPLE FARM 

Buyer – PEOPLE FARM 
 

 



 87

Way 6:  Print - Yellow Pages 
 
Targets: Sellers and Buyers. 
 
Cost:  High.  $500 plus per year. 
 
Description: Display ad in the yellow pages under “Real Estate”. 
  Look “Different” from everyone else. 
   If all other ads are in black and white, pay for color. 
   If all other ads are in color, put yours in black and white. 
  Most other ads promote the agent or company.  Be different.  Promote offers. 
   Free CMA and Free List of Homes. 
  Can place general offers or niche offers. 
  Double and triple check to make sure all your contact information is correct 

such the spelling of your name and your phone number.   
  Include your picture.  People who know you will find your ad faster. 
  Drive leads to phone, email, IVR, or website. 
   
Best Offer: Free CMA, Free List of Homes, and Personal Promotion. 
 
Advantages: Target.  Direct to your target area. 
  Motivation.  People looking up “Real Estate” in the yellow pages are motivated. 
  Brand.  Use to build brand identity. 

Leverage.  Get in front of a large number of future prospects. 
 
Disadvantages: Cost.  Large up front expense. 

Readership.  Fewer people look in the yellow pages first. 
   Copy.  Limited space. 
   Control.  Yellow pages editor controls content. 
   Results.  Success over time. 
 
Advanced Technique: Cut your ad size in half and place two different offers 

on two different pages.  
 
Preferred Vendor: Find your local yellow pages provider. 

If multiple yellow pages, use one with most circulation first. 
 
Sample: 
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Seller – SPHERE OF INFLUENCE 

Seller – PAST CLIENT 

Seller – PEOPLE FARM 

Seller – PROPERTY FARM 

Seller – EXPIRED  

Seller – FOR SALE BY OWNER 

Seller – LUXURY 

Seller – INVESTOR 
 
Buyer – SPHERE OF INFLUENCE 

Buyer – PAST CLIENT 

Buyer – PEOPLE FARM 

Buyer – RENTER 

Buyer – LUXURY 

Buyer – INVESTOR 
Buyer – MOVE-UP, DOWN, OVER 
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Way 7:  Print - Neighborhood Newsletter - Classified 
 
Targets: Sellers and Buyers. 
 
Cost:  Low.  $10 to $50 per ad. 
 
Description: Small distribution newsletter that covers a neighborhood or target area. 
  Often times this is a Home Owners Association newsletter. 
  Classified ad with few lines of text.  Sometimes pictures. 
  Promote self, offers, and neighborhood/area listings. 
  Drive leads to phone, email, IVR, or website. 
   
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Target.  Direct to your target area. 
  Color.  Can use black ink or full color.  Can use pictures & graphs. 
  Brand.  Use to build brand identity. 

Leverage.  Broadcast your message to large number of prospects. 
Fast.  Get your message out in publishers print cycle. 
Results.  Success known within a week or two.  

 
Disadvantages: Copy.  Short.  Limited space. 
   Cost.  It is expensive if it does not work. 
   Time.  Takes lots of time to create and maintain. 
   Control.  Publisher has veto over content. 
 
Advanced Technique: Show your neighborhood listings in ad.  Builds area expert image. 
 
Sample: 
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Seller – PROPERTY FARM  
 

 
 
Buyer – MOVE-UP, DOWN, OVER  
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Way 8:  Print - Neighborhood Newsletter - Display 
 
Targets: Sellers and Buyers. 
 
Cost:  Low.  $25 to $100 per ad. 
 
Description: Small distribution newsletter that covers a neighborhood or target area. 
  Often times this is a Home Owners Association newsletter. 
  Display ad is a space ad for 1/8, ¼, ½, ¾, or full page ad. 
  Promote self, offers, and neighborhood/area listings. 
  Educate on local area market (homes sold, prices, & days on market)  
  Drive leads to phone, email, IVR, or website. 
   
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Copy.  Can use long copy to build relationship, explain market, or make offer. 

Target.  Direct to your target area. 
  Color.  Can use black ink or full color.  Can use pictures & graphs. 
  Brand.  Use to build brand identity. 

Leverage.  Broadcast your message to large number of prospects. 
Fast.  Get your message out in publishers print cycle. 
Results.  Success known within a week or two.  

 
Disadvantages: Cost.  It is expensive if it does not work. 
   Time.  Takes lots of time to create and maintain. 
   Control.  Publisher has veto over content. 
 
Advanced Technique: Show your neighborhood listings in ad.  Builds area expert image. 
 
Sample: 
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Seller – PROPERTY FARM  
 

 
 
Buyer – MOVE-UP, OVER, OUT 
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Way 9:  Print - Neighborhood Newsletter - Column 
 
Targets: Sellers and Buyers. 
 
Cost:  Free. 
 
Description: Small distribution newsletter that covers a neighborhood or target area. 
  Often times this is a Home Owners Association newsletter. 
  Write column in newsletter and get free exposure. 
  Make sure to include your picture, name, and contact information. 
  Become area expert. 

Promote self at bottom of article. 
  Drive leads to phone, email, IVR, or website. 
   
Best Offer: Offers go at bottom of article. 

Free Advice to Home Sellers & Buyers. 
  Free CMA and Free List of Homes if publisher allows. 
 
Advantages: Cost.  Free. 

Copy.  You write message. 
Target.  Direct to your farm. 

  Brand.  Use to build brand identity, if publisher allows your logo. 
Leverage.  Broadcast your message to large number of prospects. 
Fast.  Get your message out in publishers print cycle. 
Results.  Success known within a week or two.  

 
Disadvantages: Time.  Takes lots of time to create and maintain. 
   Control.  Publisher has veto over content. 
 
Advanced Technique: Ask publisher for free or discounted advertising space. 
 
Sample: 
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Seller – PROPERTY FARM  

Buyer – MOVE-UP, DOWN, OVER 
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Way 10:  Print - Neighborhood Newspaper - Classified 
 
Targets: Sellers and Buyers. 
 
Cost:  Low.  $10 to $50 per ad. 
 
Description: Small distribution newspaper that covers a neighborhood or target area. 
  Classified ad with few lines of text.  Sometimes pictures. 
  Promote self, offers, and neighborhood/area listings. 
  Drive leads to phone, IVR, email, or website. 
   
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Target.  Direct to your target area. 
  Color.  Can use black ink or full color.  Can use pictures & graphs. 
  Brand.  Use to build brand identity. 

Leverage.  Broadcast your message to large number of prospects. 
Fast.  Get your message out in publishers print cycle. 
Results.  Success known within a week or two.  

 
Disadvantages: Copy.  Short.  Limited space. 
   Cost.  It is expensive if it does not work. 
   Time.  Takes lots of time to create and maintain. 
   Control.  Publisher has veto over content. 
 
Advanced Technique: Show your neighborhood listings in ad. 
 
Sample: 
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Seller – PROPERTY FARM  
 

 
 
Buyer – MOVE-UP, DOWN, OVER 
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Way 11:  Print - Neighborhood Newspaper - Display 
 
Targets: Sellers and Buyers. 
 
Cost:  Low.  $25 to $100 per ad. 
 
Description: Small distribution newspaper that covers a neighborhood or target area. 
  Display ad is a space ad for 1/8, ¼, ½, ¾, or full page ad. 
  Promote self, offers, and neighborhood/area listings. 
  Educate on local area market (homes sold, prices, & days on market)  
  Drive leads to phone, email, IVR, or website. 
   
Best Offer: Free CMA and Free List of Homes. 
 
Advantages: Copy.  Can use long copy to build relationship, explain market or make offers. 

Target.  Direct to your target area. 
  Color.  Can use black ink or full color.  Can use pictures & graphs. 
  Brand.  Use to build brand identity. 

Leverage.  Broadcast your message to large number of prospects. 
Fast.  Get your message out in publishers print cycle. 
Results.  Success known within a week or two.  

 
Disadvantages: Cost.  It is expensive if it does not work. 
   Time.  Takes lots of time to create and maintain. 
   Control.  Publisher has veto over content. 
 
Advanced Technique: Show your neighborhood listings in ad. 
 
Sample: 
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Seller – PROPERTY FARM  
 

 
 
Buyer – MOVE-UP, DOWN, OVER 
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Way 12:  Print - Neighborhood Newspaper - Column 
 
Targets: Sellers and Buyers. 
 
Cost:  Free. 
 
Description: Small distribution newspaper that covers a neighborhood or target area. 
  Write column in newspaper and get free exposure. 
  Make sure to include your picture, name, and contact information. 
  Become area expert. 

Promote self at bottom of article. 
  Drive leads to phone, email, IVR, or website. 
   
Best Offer: Offers go at bottom of article. 

Free Advice to Home Sellers & Buyers. 
  Free CMA and Free List of Homes if publisher allows. 
 
Advantages: Cost.  Free. 

Copy.  You write message. 
Target.  Direct to your target area. 

  Brand.  Use to build brand identity, if publisher allows your logo. 
Leverage.  Broadcast your message to large number of prospects. 
Fast.  Get your message out in publishers print cycle. 
Results.  Success known within a week or two.  

 
Disadvantages: Time.  Takes lots of time to create and maintain. 
   Control.  Publisher has veto over content. 
 
Advanced Technique: Ask publisher for free or discounted advertising space. 
 
Sample: 




