
How to Make 
Yourself a 

Go-To Agent 
 
 

By Simon Payn 
Ready to Go Newsletters 

http://www.readytogonewsletters.com
support@readytogonewsletters.com 

 

 
 
 
This guide demonstrates how by sending a newsletter you can build your farm and win 
more listings. It also shows you how to create your own successful customer newsletter. 
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Secret of Success 
 

1: Build a list of clients who use you as 
their agent every time they buy or sell 
property. 
 
2: Build a trusted relationship with a list of 
hot prospects who make you their natural 
choice when they want to buy or sell 
property. 
 

 



 
 

The Problems 
 

The Commodity Problem: Why Only 
Trusted Experts Build a List of Hot 
Prospects 
 
The Loyalty Problem: Why Being a Good 
Agent Isn’t Good Enough 
 

 



The Commodity Problem: 
Why Only Trusted Experts 
Build a List of Hot Prospects 
 
Have you ever said to yourself, "I provide a great service…the 
best in town… but I’m still not getting the number of clients I 
deserve. How can I make sure people recognize what I can 
offer…and contact me first when they want to enter the 
property market?” 
 
It’s a common problem. With so many agents chasing a finite 
about of business, it’s difficult to stand out from the crowd, 
particularly as: 
 

• Clients increasingly view your service as a commodity 
which can be bought anywhere 

• Realtors use marketing techniques (flyers, benches, etc) 
that are very similar to each other, confusing clients 

• Clients have a low trust of Realtors in general 
 

So what happens? Maybe… 
 

• Your service is devalued in the eyes of your prospects 
• You fail to stand out from other agents; you’re just one 

of the herd 
• You have a poor relationship with clients and prospects, 

based on mistrust and skepticism

 



 

The Commodity Solution: 
Why Being Seen as a Trusted 
Expert Is the Secret to 
Success 
 
Your aim should be to position yourself as a trusted expert in 
their field. Doing this bring several benefits: 
 

• You are perceived in the eyes of clients and prospects as 
being ‘more’ than just a Realtor 

• You demonstrate that you put clients’ needs first 
• You are able to build a relationship with your farm on the 

basis of being of service 
 
In order to be viewed as a trusted expert, you need to: 
 

• Prove that you will provide information that meets 
clients’ needs, not just yours 

• Prove that you know about real estate in your area 
• Prove that you will be there for the long term, not just 

until a transaction closes 
 
By becoming a trusted expert, you are already building a 
relationship with your prospects, even before they become 
clients. 

 



The Loyalty Problem: Why 
Being a Good Agent Isn't 
Good Enough 
 
Have you ever wondered why a client whom you’ve helped in 
the past doesn’t contact you again when they’re considering 
selling their home? 
 
That's a common problem for real estate agents. And it's a 
problem that's getting worse by the day. Clients just aren't as 
loyal as they used to be, for several reasons: 
 

• They are busy and forgetful - they simply don't remember 
you exist 

 
• Loyalty for the sake of loyalty is a thing of the past 

 
So what happens? Maybe you… 
 

• Spend increasing sums of money chasing after new 
clients…while past clients fade away 

 
• You fail to make as much money as you could from your 

existing clients 
 

• You are continually chasing your tail to make the rent 

 



The Loyalty Solution: Why 
Building a Foundation of 
Loyal Clients Is the Secret 
of Success 
 
The goal of many businesses – and that includes real estate - is 
to build a firm foundation of loyal clients who keep coming 
back. There are many good reasons for having this as an aim: 
 

• Loyal clients spend more money with you. They already 
know you provide a quality service and so trust you with 
their business the next time they are in the housing 
market.  

 
• Loyal clients are more likely to pay the percentage you 

ask because they are no longer price shopping -- they 
are not as influenced by cost as first-time clients. That 
means you can charge a percentage fee that adequately 
reflects your costs and effort. 

 
• Loyal clients don't easily switch to another agent - they 

have invested time and energy in their relationship with 
you.  

 

 



• Loyal clients save you money because you don't need to 
spend your resources finding new clients. It's estimated 
it costs around 5 times as much to find a new client as it 
does to keep an old one -- so you will save considerably 
by maintaining a loyal client base. 

 
Loyal clients allow you to take more satisfaction in your work 
because you are able to build a relationship by doing business 
with someone on a long-term basis – perhaps for life. 

 



 
 

The Key Becoming the 
Go-To Agent for Past 
Clients and New Clients 
 
You no doubt create a great relationship with your clients when 
you meet them in their homes. But it's difficult to continue that 
relationship when they are out of sight. 
 
And it’s even more difficult to build a relationship with your 
farm. 
 
The key to building a strong relationship with your clients and 
prospects is to contact them on a regular basis with information 
that will help solve their problems and fulfill their wants. 
 
And the best way to do this is to publish a customer newsletter. 

 



Why a Newsletter is  
the #1 Way to Keep Your 
Customers Coming Back  
and Build Your Reputation  
as a Trusted Expert 
 
Research among newsletter readers in the financial services 
industry found that a majority took action after reading a 
newsletter. And the same applies to every industry. 
 
There are several reasons why newsletters are so powerful: 
 
They make you the 'go-to guy or gal'. Publishing a newsletter 
turns you into an expert in the eyes of your clients. The reason for 
this is that print gives immediate authority to your ideas --there's 
something about ink and paper that lends huge credibility. You 
become the published expert about local real estate and the 
person clients think of right away when they are thinking of buying 
and selling. 
 
Newsletters allow you to keep in contact with your clients. 
Without constantly keeping in touch, clients begin to forget about 
you. After all, everyone is very busy and has continual demands 

 



on their time. A newsletter allows you to gently remind people 
that you exist, without appearing like a pushy salesperson. 
 
Publishing a newsletter differentiates you from your 
competitors. While everyone else is just a vendor of a product or 
service, you are the person who writes the newsletter packed 
with useful information. That makes you stand apart from 
everyone else. 
 
A newsletter allows you to gently market yourself to your 
clients. You can use the newsletter to include information about 
your service and to make offers that will encourage people to 
contact you again. 
 
You become an advisor, not a salesperson. If you publish a 
newsletter you'll slowly build on the relationship you have with 
your clients by becoming a trusted advisor rather than a vendor. 
You'll be able to connect with them on a regular basis, even when 
you aren't in direct contact with them. 
 
A newsletter allows you to be 'top of voice'. It means your 
business is able to be heard over all the competitors out there - 
and your voice as an expert is loudly communicated to your 
clients. 

 



6 Secrets of a Perfect 
Customer Newsletter 
 
There are some essential elements of a successful newsletter -- 
without these, it might not have the intended effect. 
 
First of all, the newsletter should be an extension of your 
businesses. You strive to give personal, professional service, so 
your newsletter must reflect that.  
 
There are also things you must do in order to stimulate response 
among clients. 
 
Here are some essentials: 
 

• The content should be about your clients, not about you. 
Many agents think all they need to do is say how great 
they are and people will come rushing. Unfortunately, 
that's not the case; it will seem like bragging and you 
won't engage the reader. Instead, the content should be 
about topics that interest the client. When you've 
engaged your reader with interesting and useful articles, 
you will have earned their trust, which will in turn lead to
more repeat visits. 

 

 

 



• It should be a 'must read' for your clients, with content 
that isn't easily available elsewhere. If people have 
already heard what you have to say, they'll stop 
reading. If your articles are boring, people will stop 
reading -- and you won't get the benefits that sending a 
regular newsletter can bring. 

 
• Get personal. Continue the connection you made with 

your client when you last met by revealing a little about 
yourself in your newsletter. With so many 'corporate' 
publications out there, a personal touch - if done well - 
will get your newsletter remembered and enhance your 
personal image as an expert. Some people choose reveal 
something about their personal lives (maybe they play 
golf of bought a new car) or about their families. 

 
• Include offers and calls to action. You should give 

people a reason to act now because if they wait, it's 
likely they'll do nothing. So consider a special offer 
available, for example, for one month only. Putting in a 
different offer each month will also help you track the 
effectiveness of your newsletter -- you'll easily see who 
comes in. 

 
• Send it out regularly. Many businesses send a newsletter 

out every month -- a regular publishing schedule helps 
make your newsletter part of the daily lives of your 
clients. 

 

 



• Print it. Printed newsletters, although more expensive, 
can be more effective than email newsletters because 
they don't get caught in spam filters and they have a 
physical presence is someone's home. This means they 
are likely to be kept and acted upon in the future. 

 



 

How to Publish Your Own 
Newsletter 
 
There are some things you need to decide and several elements 
you need to have ready in order to publish your own successful 
newsletter.  
 

• Decide on the overall tone for your newsletter. The tone 
should match the tone you set for your business. Is it 
formal or informal? Who are your clients -- young, older, 
with children? The decisions you make now will affect the 
choices you must make later. 

 
• Decide on a publication schedule. It's important to publish 

your newsletter regularly so clients become accustomed to 
receiving it. So decide whether you will publish monthly or 
every two months, and at what time of the month you will 
mail it to clients. 

 
• Decide on a name for your newsletter. It should be 

something informative and entertaining, but not too 'cute'. 
 

• Decide on the topics you want covered in the newsletter 
for the next three issues. You need to think of more than 
one issue at a time so that writers and designers have time 

 



to do their jobs. Think about what topics are particularly 
important for your business and your clients, and whether 
you want to tie topics in to other marketing initiatives you 
are planning. 

 
• Write a brief that you will use for contributors to your 

newsletter - writers, designers, printers. You will use this 
document to make sure that all people involved at every 
stage of production understand exactly what your 
intentions are for this publication. 

 
• Find a writer. It's important to have a writer who 

understands what you want to achieve with this newsletter 
and can write articles that meet that aim. Your writer 
should also have a good understanding of the issues 
relevant to your business and be able to explain them to a 
lay audience. 

 
• Find a designer. You will need a competent designer who is 

experienced working on newsletters. Make sure they 
understand what you need and don't have 'designer's 
disease' -- concentrating solely on design without thinking 
of what you want to achieve with that design. 

 
• Find a printer. It's important you have a good relationship 

with your printer, as this will save you problems down the 
line. Not all printers are easy to work with, so make sure 
you evaluate them on customer service as well as on 
product and price. Get several quotes, and make sure each 
printer understands the number of copies you will need, 

 



the type of paper you want to use and how you will deliver 
the files to them. 

 
• Find a production coordinator. Unless you want to do it 

yourself, it's important you have someone who will co-
ordinate work between your writer, designer and printer. A 
good editor might be able to do this, but beware that many 
printers require a high level of technical expertise from 
their clients. 

 
• Decide whether you will mail the newsletters yourself or 

have a mail house do it for you. A mail house will save you 
time but it will also cost extra. A good mail house can also 
make sure your client list is 'clean' -- in other words, that 
you are not wasting money by mailing to out-of-date 
addresses. 

 
Alternatively, if you don't wish to do this work yourself - perhaps 
because you don't have the time or expertise at your practice - it's 
possible to outsource it to a professional company that will do it 
for you at a reasonable price. 

 



What to Do Next 
 
Get a free, one-month “test drive” of Ready to Go Newsletters’ 
Real Estate Edition. 
 
You can put it though its paces for a full month. If you decide it’s 
not for you, just cancel and you won’t be charged a cent. 
 
To get started, go visit the Ready to Go Newsletters website by 
clicking on this link. 
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