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Prospect With Purpose
12 Essential Components of a Highly Effective
Hyperlocal Neighborhood Marketing Campaign for
Real Estate Agents and Mortgage Professionals…
Including three of the most powerful mind-bending secrets exploited
by elite marketing professionals that will produce explosive growth
in your business

I’ve spent almost 25 years in sales and marketing specializing in helping real estate
agents, mortgage professionals and local business owners grow their business. I've
always been fascinated with technology and how it can be leveraged for business
growth.

Over time, I’ve identified a dozen essential components that are key to the success
of any marketing campaign. Some elements are fundamental to any strategy…
some, when used appropriately, will significantly boost your results… and some,
with the proper quantity and mixture, are like mystical alchemy… they will
magically transform your efforts into pure gold. I’m about to reveal a powerful
formula using all 12 essential elements that when combined with affordable
technology will transform your real estate or mortgage business into an
unstoppable force in your market area.
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If You’ve Been Told It Will Take Years to Grow Your Business…
Somebody Lied to You!
Are you tired of farming a neighborhood or niche… spending thousands of dollars on
calendars, pens, notepads, postcards, flyers, a website and advertising… spending
hour upon hour on the phone or knocking on doors… struggling to gain an
advantage over an established agent… waiting months and even years for results…
losing hope that you’ll ever be recognized as the Neighborhood Expert?

If you’ve been told it takes years of hard work, dozens of listings, countless hours
of cold calling and knocking on doors, a crazy expensive website… plus a wheel
barrow full of money before you can earn the title of Neighborhood Expert… then
somebody lied to you!

Introducing the formula to firmly establish your position as the
Neighborhood or Niche Expert… in less than 90 days…
Regardless of your history or experience in the target market…
Against even the strongest competition
My formula for success contains each of the 12 essential marketing elements…
some of which are necessities and some enhance the effectiveness of other
elements. If tasked with building an impenetrable wall around your market area,
you would first build a solid foundation then fortify the perimeter by stacking thick,
heavy bricks, one-by-one, higher and higher, thicker and thicker, until no adversary
could possibly break in to steal your treasures. Let’s get started!

Build – Connect - Dominate
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The Foundation for Success
Farming a neighborhood is a time-tested and proven business-building strategy for
real estate agents, mortgage professionals and virtually any other local business.
Unfortunately you’ve probably been told it takes years of hard work and thousands
of dollars to get the exposure necessary to build your brand, strengthen your image
and finally earn the perceived title of Neighborhood Expert. I emphasize
“perceived” because that’s one of the key elements to obtaining your title.

(1) Perception is reality
If the public perceives you to be the Neighborhood Expert, then for all intents and
purposes you are the Neighborhood Expert.

First, what truly defines a Neighborhood Expert? Let me be clear. In this day and
age, regardless of the industry or field, it’s much easier to conjure up the
perception of being an expert than it is to actually become an expert. By leveraging
technology, the Internet, and a well played strategy, nearly anyone can
manufacture authority and credibility. If you don’t immerse yourself in the industry,
educate yourself about your market, study the habits of your prospects and fully
research the nuances of your profession and target market, then you’ll most likely
do more harm than good by positioning yourself as The Expert. Do yourself and
your clients a favor… first, do all you can to become an actual expert. Once you’re
ready, the process of positioning yourself and your team as the expert is much
easier and more effective.
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Your Community Portal will place you at the hub of the
connection between your target residents and the local
business owners who are the most likely to become your
valuable referral partners
Since perception is
reality, the first step
is to proclaim your
status as the
Neighborhood Expert
by creating a website,
which I call your
Community Portal, specifically designed to showcase your involvement and
expertise within the community. The reason I use the term Community Portal is
because it is the large and elaborate gateway through which your prospects and
clients will come to you! It is the platform you will use to build strong referral
relationships.

Your Community Portal will quickly increase your online visibility, enhance your
credibility and become a valuable resource to the residents, prospective residents
and business owners within your target market area.
YOUR COMMUNITY PORTAL WILL SERVE AS AN ONLINE DOORWAY INTO YOUR BUSINESS…
A DIGITAL ASSET THAT BUILDS CREDIBILITY, TRUST AND AUTHORITY WHILE CONNECTING WITH
MORE PROSPECTS AND REFERRAL PARTNERS.
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(2) Reach
Before someone can do business with you, they must first know you exist. Your
prospects become aware of you through marketing, advertising and referrals. This
comes in many forms… signs, websites, flyers, direct mail, social events and
introductions from your sphere of influence. Some methods are more effective than
others.

2016 National Association of Realtors® Profile of Home Buyers and Sellers

According to a recent NAR survey, over 50% of Sellers who had no previous
relationship with an agent found their Realtor through a referral. According to the
same survey, an agent is 25 times more likely to make contact with a
prospective seller through a referral than through a direct mail piece.
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Even more enlightening is the observation that an agent is three times more
likely to connect with a Seller through a referral than through direct mail, signs,
cold calling, email, open houses, front desk duty, newspaper ads, yellow page ads,
home magazine ads, calendars and magnets… COMBINED! The numbers are similar
for Buyers.

2016 National Association of Realtors® Profile of Home Buyers and Sellers

Your Network is Your “Net Worth”

EXPANDING YOUR SPHERE OF INFLUENCE AND NURTURING MEANINGFUL RELATIONSHIPS WITH
THOSE CONTACTS IN YOUR NETWORK CAN DELIVER A STEADY STREAM OF REFERRALS WHICH WILL
HAVE A GREATER IMPACT ON YOUR BUSINESS THAN THE COMBINATION OF EVERY OTHER FORM OF
TRADITIONAL REAL ESTATE MARKETING.
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(3) Define Your Target Market
Defining your target market is one of the first steps in creating a marketing
campaign. Smart agents target a geographical market area, neighborhood,
community or niche such as golf, equestrian or waterfront properties to pinpoint
their target market and eliminate wasted marketing expenses. In general, we
market so our prospects can find us. We market to build “top of mind awareness”.
We market to build our image… to enhance our brand… to build credibility.

Obviously it doesn’t make sense to spend your time and money advertising to
prospects who are located outside of your service area or who don’t have a need for
your products and services. By focusing on a geographical neighborhood or
community comprised primarily of homeowners, we are more likely to reach those
who may be interested in buying or selling real estate or securing a mortgage for a
real estate purchase or refinance. Our marketing dollars are more effective because
we have narrowed the number of prospects we must attempt to reach with our
message.

Fortunately, defining your target market is relatively easy for real estate
professionals and other local businesses. Your market is defined by the
geographical distance you’re willing and able to travel in order to professionally,
adequately and affordably provide your service.

FOCUS YOUR MARKETING EFFORTS ON ONE OR TWO COMMUNITIES TO MINIMIZE YOUR EXPENSES
AND MAXIMIZE YOUR RESULTS.
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(4) Relevancy
Once your target prospects are aware of you, your business and the services you
offer, the prospects must have a need for your services.

We’re continually bombarded with hundreds of advertisements each and every
minute of each and every day. It’s estimated that the average person is exposed to
over 3000 ads daily. Regardless of the estimate, it should be obvious that we’re
constantly blasted with ads over all mediums, everywhere we go… whether
physically or online.

As consumers, we’ve conditioned ourselves to ignore the messages that are
unimportant. For an advertisement to cut through the clutter and get our attention,
the marketing message must be relevant to our wants, needs or desires. Only then
will we stop what we’re doing and pay attention.

If your message is not relevant to your target market, you’ll never be able to make
a connection and therefore you’ll never make a conversion.

Relevancy and the power of hyper-local marketing

According to Wikipedia, “Hyperlocal connotes information oriented around a
well-defined community with its primary focus directed toward the
concerns of the population in that community.”
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For hyperlocal content to achieve the highest perceived value within your target
audience, the content must be relevant in both dimensions of geography and time.

Without a doubt, advancements in technology have changed the way the average
consumer searches homes for sale within a market area. Technology has placed the
research component of the real estate transaction squarely in the hands of the
consumer.

This is actually a benefit to real estate professionals as it allows the buyer to narrow
their search and define their preferences without the need of the broker’s time and
input. At the point the consumer is ready to actually view properties; it is the job
of the broker to find the listings that best match the needs of the buyer.
It is the job of the professional to guide the buyer (and seller) through the
complicated process. This is when the skills of the real estate professional are most
helpful.

The goal of this step by step program is to help you create a powerful hyperlocal
community portal and extremely effective referral generation system that builds an
impenetrable wall around any local market area while firmly positioning you as the
undisputed expert in the community.
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(5) Specifics

Closely related to Relevancy, your marketing message will yield better results if you
speak in specifics rather than generalities. Highly successful ads quickly address
their target market and an issue or problem affecting the prospect. For example…
“Are you a man experiencing hair loss and tired of trying to cover it up?”

Marketing to a specific neighborhood, community or niche allows you to focus your
message on the exact demographics of your target prospects.
For example… “Skybrook homeowners… Are you thinking of selling your
home? I have a list of buyers waiting for just the right home to come on
the market… Is it yours?”

THE RIGHT MESSAGE WILL HELP GRAB THE ATTENTION OF YOUR BEST PROSPECT, THEN DRAW
THEM FURTHER INTO YOUR SYSTEM AND GUIDE THEM THROUGH THEIR DECISION TO BUY OR SELL.
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(6) Credibility, Trust, Reputation and Authority
Once your prospect finds your business and your
marketing message has caught their attention, in
order to convert them to a client, they must first
believe in your credibility to deliver the service.

This is often the weak link in a marketing
campaign. Just as we’ve been conditioned to ignore
unimportant advertisements, we’ve also finely tuned our BS Meters to quickly filter
the “wannabes” from the true professionals.

Shouting “I’m Number One in the Market” or “I’m the Best in the Industry” is no
longer a viable strategy. In fact, it’s a sure-fire way to dilute trust and credibility.

Building Trust and Authority
Prospects want to decide on their own if you’re an authority. That’s not to say that
your marketing platform cannot help them come to this conclusion. But your
persuasive techniques must be more subtle than in the past. In fact, it’s actually
possible to manufacture authority regardless of your years of experience, age of
your business or number of closed transactions within your target market.

Your reputation can be improved by building your positive online reviews… not just
client testimonials on your website, but online reviews on third party sites.
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You can enhance your credibility by producing
extensive content that is interesting, informative and
helpful to your target prospects. You can compile
your knowledge and expertise into a book or short
ebook to evoke instant authority and credibility. Take
it up a notch by becoming a bestselling author within
your industry.

BUILD YOUR CREDIBILITY AND AUTHORITY BY COMMUNICATING WITH YOUR AUDIENCE OFTEN.
CONSISTENTLY POST NEW CONTENT TO YOUR WEBSITE OR DISTRIBUTE THE INFORMATION
THROUGH EMAIL, A BLOG OR NEWSLETTER.
A CLEAR DISTINCTION BETWEEN CHOICES.
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VALUABLE CONTENT, ESPECIALLY A BOOK, PROVIDES

(7) Differentiation

In a competitive environment, with all things being relatively equal, what will tip
the scale in your favor? What defining characteristics do you posses that will make
it easy for your prospect to choose you? When there’s no clear factor, the decision
will almost always revert to price. Who’s cheapest? Who will list my home for the
highest price? Which company has the lowest rates? Competing on price is a fool’s
game… a game you’ll always lose.

Don’t jeopardize the success of your business by cutting your price. Instead, create
an obvious superior difference between you and others in your market area. Make it
easy for your prospects to choose you.

CREATE CLEAR AND DISTINCT DIFFERENTIATION IN YOUR BUSINESS TO IMPROVE THE PERCEIVED
VALUE OF YOUR SERVICE.
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(8) Packaging and Positioning
If packaging didn’t matter we wouldn’t have a thriving fashion industry.
Professionals of both sexes understand the way we dress can influence the decision
making process and the ultimate price we’re able to command for our products and
services. There are exceptions to every rule and times have changed. But overall,
the way we dress, our packaging, can affect the perception of our authority,
credibility and ability to perform our service.

Major brands in all industries understand the importance of packaging and how it
affects, persuades and influences the actions of consumers. Tiffany’s light blue box
is immediately recognizable. The recipient knows there must be something special
inside. Mercedes, Rolex, Harley-Davidson and many other brands that promote a
particular lifestyle know that a well packaged product or service will easily
command higher prices and be in higher demand.

In addition to showcasing your target community on a separate website, an easy
way to increase the perceived value of your listings and the value you deliver to
your sellers is to create a single property website for each home. This is a website
dedicated to showcasing the unique features and characteristics of the home. Use
the site to establish authority and differentiation.
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Don’t simply copy the
description from the MLS. If you
do, you’re no different than
thousands of others in your
market area. The MLS
description is dry and boring.
People don’t buy bedrooms and
bathrooms. They buy a lifestyle.
Take the time to create
persuasive “sales” copy… sell the lifestyle… romance the listing!

Provide dozens of photos, especially on your high-end homes. Link the listing site to
your community portal. Provide as much as possible to help the prospect to make a
decision. Don’t overlook the importance of packaging… think Tiffany’s… a well
packaged home with a luxurious website of its own will sell faster and for a higher
price. Make it easy for buyers to get the information they need to make a well
informed decision and they will make a faster decision and pay a higher price.

Remember, other potential sellers in the area will also see your unique marketing
tactics. You’re building credibility, trust and authority.

SET THE NEW STANDARD FOR REAL ESTATE MARKETING IN YOUR COMMUNITY. WHEN IT COMES
TIME TO SELL THEIR HOME,

SELLERS IN YOUR MARKET AREA WILL WANT THE SAME LEVEL OF

EXPOSURE AS THEY HAVE SEEN APPLIED TO OTHERS.
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(9) Exclusivity, association and affinity groups
Humans have a natural desire to belong… a desire to share thoughts, beliefs or
ideas with other like minded people. When meeting new people we often search for
common ground, something or someplace we share… our occupation, education,
hobbies or where we live or have lived. We thrive to belong to a group.

Many humans have a herd mentality. If we see someone doing something we’ll do
the same thing… at times defying all logic for the action. We’ll go a certain direction
because everyone else is also going that direction.

When you create exclusivity then persuade a small group to follow your lead, you
have the opportunity to easily persuade others to follow the herd.

Once you have attracted a following, you can grow your network and create
meaningful relationships within your group. As you begin building your listing
inventory within your market area, other sellers will also want to be included.

AS YOU HELP LOCAL BUSINESS OWNERS SECURE MORE CUSTOMERS, CLIENTS OR PATIENTS,
OTHER BUSINESS OWNERS WILL SEEK YOU OUT TO HELP THEM AS WELL.

Page | 18

(10) Networking and Expanding Your Sphere of Influence
Anyone in business has heard the adage, “it’s not what you know but who you
know”. An expansive network can grow your business through referrals, undeniably
the best source of new business. In fact, in the marketing world, it has been said
that word of mouth marketing is better than any other form of promotion.

People do business with people they know, like and trust. A large network will help
introduce you to more people, thus increasing the number of people who know
you… solving the first part of the business building formula (Reach). Once they
know you, in order to get their business it helps if they like you and it is imperative
they trust you.

SECRET ESSENTIAL #1 - CONNECTIONS
One of the three most powerful secrets of elite marketers and an essential element
to exponential growth in your business is to understand this… more important than
“who you know”, is “who do those in your network know”. Who in your
network is connected to the most people who would be great prospects for your
business? Who knows and consistently communicates with the most people you
need to know?

Expanding your network simply for the sake of having a large database is
counterproductive to your success. You want to build a network of contacts who are
either great prospects themselves or who are well known and trusted by other
prospects for your services.
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We know that prospecting is imperative to the growth of a business but few people
have a reliable process for uncovering new clients or a system of networking to
build their sphere of influence.

Technology, specifically social media, has lured many an unsuspecting sales person
into a false belief that digital Likes and Connections are meaningful relationships.

Controlling a vast and well connected network is more likely to help you reach your
best prospect earlier in their decision making cycle.

THE MORE CHANCES YOU HAVE TO CONNECT WITH A PROSPECT BEFORE THEY CONNECT TO YOUR
COMPETITION, THE MORE LIKELY YOU ARE TO GAIN THAT PROSPECT AS A CLIENT.
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(11) Building Meaningful Relationships
More important than growing a large network is building meaningful
relationships with those in your network. Adding a contact to your network
because you met them at a Chamber of Commerce meeting or party is not likely to
generate a referral. If it does, it won’t have the impact of a referral from someone
who wholeheartedly and without reservation makes the introduction.

SECRET ESSENTIAL #2 – RELATIONSHIPS
This leads to the second of the three secrets of elite marketers… building a level of
trust, authority and credibility with each member of your network so they look for
opportunities to refer business to you. Most of us take great pleasure in helping
family, friends, co-workers and others we encounter in our daily activities. We’ll
gladly make a referral when the opportunity arises… assuming we know, like and
trust the person to whom we’re making the referral. A simple, widely known, yet
often overlooked method for securing this level of trust is to first help your contact
get what they want in life or business.

If you want to build a “referral machine”, start by getting to know more people in
your community. Turbo charge the power of your “referral machine” by
concentrating on those within your market area who have the most contacts in their
network and whose contacts in their market are the most likely candidates to need
your services.
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Specifically, make it a part of your
marketing activities to meet
business owners who serve your
target neighborhood…
restaurants, dentists,
chiropractors, salons,
accountants, plumbers, air
conditioning and heating
companies, landscapers, builders, remodelers, lighting companies, flooring, carpet
cleaners… the list is endless.

It’s important to connect with business owners and managers because those are
the people who are most likely to consistently communicate with your target
market. They are often in a position to learn about a prospect’s decision to buy or
sell real estate before the prospect has made contact with your competitor.
Remember, the goal is connect with the prospect early in their decision making
process. Your business connections are your “eyes, ears and feet on the street”,
always vigilant and ready to make a referral to a trusted professional.
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(12) The Power of Reciprocity
In his book, “Influence, The Power of Persuasion”, Robert Cialdini explains the
power of reciprocity. Simply put, as humans, when someone gives us something of
value or helps us in some way, we have the innate desire to return the favor.
Strangely enough, when we reciprocate, the gift or action is most often much larger
than the original. We tend to over compensate for the favor.

How many times have you been given a sample at a store and then felt obligated to
buy the product? How many times has a friend done a favor for you and you fail to
rest until you’ve returned the favor? It’s a crazy loop that must be closed for us to
feel complete.

SECRET ESSENTIAL #3 – HELPING OTHERS
The third secret of elite
marketers is to include
this powerful technique
within their overall
strategies. Zig Ziglar
said, “You can have
anything you want in life
by helping others get
what they want.”

When you meet local business owners, instead of just introducing yourself and
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expecting them to send you a referral, first find out how you can help them. Be a
connector. Find out what they do, who they serve and how to identify their best
prospect. Do them a favor. Help introduce them to new customers, clients or
patients.

Getting to know business owners, learning about their business, helping them reach
their best prospects is the path to building friendships and meaningful referral
relationships. Do this on a regular basis and before long, you’ll create a steady
stream of new referrals for yourself as well.

There are seven magical words every business owner loves to hear… “I want to help
you grow your business.” If you lead with a servant’s heart and truly seek ways to
help your referral partners connect with prospects for their business, they will
return the favor. You’ll be blessed with a steady stream of referrals as well.

"YOU CAN HAVE ANYTHING YOU WANT IN LIFE IF YOU HELP OTHERS
GET WHAT THEY WANT”... - ZIG ZIGLAR
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Most real estate marketing
systems are destined for failure
By now you may have noticed that I’ve only briefly touched on “how” to create a
complete marketing platform. Before you can develop a complete system, you must
first establish your desired outcome.

There are many products and services available to real estate and mortgage
professionals that address a handful of the 12 marketing essentials. You’re left to
piece together multiple services to create some semblance of an affordable,
dependable, profitable and lasting platform… a system that delivers consistent and
reliable results.

Even more common is a failure to develop a complete program to reach your
overall goals. Often, too much
time, money and effort is
expended in areas that have
been proven to produce limited
results.

Search Engine
Optimization
For example, many agents spend an inordinate amount of time on Search Engine
Optimization. They believe their website is the key to total market domination. SEO
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addresses just one component of the 12 essentials… “Reach”. A prospect searching
online for a home for sale or for an agent may discover and visit your website if it
ranks high in the search results.

The goal of a successful SEO strategy is to reach more prospects through a website.
But reach is only the first, fundamental element of marketing with the intent of
making a conversion. Relevancy, credibility, trust are equally important and must
each be introduced as well.

Employing search engine optimization techniques to improve your potential of being
found online is a solid tactic but the problem is this… according to the NAR survey,
only 4% of Sellers and 10% of Buyers find their agent through a website. And
you’re competing against Realtor.com, Trulia, Zillow and thousands of other agents
in your market area who also have websites. Sure, this strategy may work for a
limited number of agents. But it’s a continual struggle and requires ongoing
attention for an extremely small slice of the pie. Plus you’re ten times as likely to
connect with a Seller by referral than through a website.

Do you think you can improve your odds with Search Engine Optimization? Google
is constantly adjusting their algorithm (the procedure for deciding how to rank
websites for specific search queries).

According to a post by SEO expert Neil Patel, in 2014, Google made more than 500
changes. Panda, Penguin, Hummingbird, Pigeon and hundreds of other changes all
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affect how a website will rank. Do you really think you’re likely to get to the top of
the search results if the game changes so often?

If Google and the other search engines decide to change their ranking algorithms,
all your hard work and expense may be lost. It’s a house built on shifting sands. I
recommend it only for the most technically advanced.

So am I suggesting you give up your website? Absolutely not! In fact, I recommend
expanding your web presence. There’s no law that states you can only have one
website. Just don’t try to compete with thousands of other sites all displaying
basically the same information. By building a community portal you will naturally
narrow your focus and your target market… there’s less competition and the results
will be better.
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How do you rank?
Give it a try… see how
your website ranks.
Google the phrase
“homes for sale <your
city>“. Check the number
of results and look for
your website. I searched
“homes for sale Austin
TX” and there were
14,500,000 results. Over
14 MILLION!

Even if you’re lucky
enough to get a click,
that doesn’t mean you’ll
get an email, phone call
or request for information… it certainly doesn’t mean you’ll get a new client.
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When you narrow
your focus, you're
more likely to improve
your online
"findability". For
example, Barton
Creek is an attractive
community in Austin
TX. Google the phrase
"homes for sale in
Barton Creek Austin
TX". There are now
only 255,000 results...
much better odds.
Since the search is
now more "localized",
a local broker rather than a national website is more likely to get the clicks.

Networking
Many professionals in all industries attend networking events hoping to uncover
new business and meet potential referral partners. But all they offer in return is a
business card and sales pitch… they add no value to the relationship.
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Networking is often uncomfortable and unproductive. Most people are there for the
same reason… to immediately secure new business, which seldom happens.
Relationships must mature over time.

Cold Calling
Cold-calling and door knocking as a way of introduction is notoriously classified as
“interruption marketing”. You’re more likely to start the relationship with a bad
impression than you are to uncover a hidden gem. Neither is a way to enhance your
brand image as an area expert. Meeting new people in your market area is a
definite advantage but meeting them under these intrusive circumstances is a turnoff for most people.

The Ultimate Neighborhood and Niche Marketing Platform
Leveraging my decades of experience, I’ve created what may be the near perfect
combination of high-tech and high-touch… a comprehensive marketing platform
that weaves the 12 essential marketing elements into a tapestry of business
building brilliance. Every component of the program is designed with a specific
purpose in mind. The overall strategy has a single objective… help grow your
business.

Never before has there been a comprehensive system that includes so many
marketing essentials while delivering so much impact at such an affordable cost.
This complete Neighborhood and Niche marketing platform is truly all you need to
gain exponential growth in your business… in as little as 90 days.
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Why Become the Hyper Local
Marketing Expert?
“The more things change, the more they stay the same"
Jean Baptiste Alphonse Karr

Real estate is local. It always has been and always will be. Regardless of changes in
technology and how the average consumer searches for homes or researches a
community, there will always be the need to consult a local area real estate expert
to consummate the transaction.

It is too large and complicated a purchase to expect a consumer to navigate the
process without the help of professional advice.

A recent NAR survey substantiates the fact that 58% of consumers start their
search on the internet and 95% use the Internet at some point during their home
search. There is no denying the fact that the internet plays a very important role in
the search process.
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The NAR survey also shows the importance buyers place on the various elements of
their desired neighborhood. The takeaway is that buyers are very concerned with
the quality of the neighborhood and they are doing their own research online.
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As stated earlier, the key to this program is leveraging technology and combining
time tested and proven marketing techniques to deliver the best possible results.

The easiest path to becoming the Neighborhood Expert is to create a community
portal where potential buyers can gather all the information they need from one
convenient place.
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Three steps for creating a
successful community portal:
1. Define your target market – who is a likely prospect to need your
products or services?
2. Include content to create awareness and drive online traffic – your
prospect must know you exist before they can do business with you
3. Build and nurture relationships – instill Trust and Credibility – people
are more likely to do business with people who they know, like and
trust. Remember, according to the NAR, you are ten times more likely
to connect with a Seller through a referral than by any other form of
promotion.
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Step One – Define your target
market
Define your target market area – in real estate, for the purpose of this program,
we’re defining the market area as a neighborhood, community or other
geographical area. This is no different than the traditional real estate marketing
concept of “farming a neighborhood”. We are simply going to use modern
equipment to make our job easier and more efficient.

Real estate has a long purchase cycle. At any given time, within your defined
market area, there is only a small percentage of the home-owners ready to buy or
sell real estate. Agents have traditionally “farmed” or marketed within their defined
community in a variety of ways.

•

Direct mail – just listed and just sold postcards.

•

Door hangers.

•

Cold calling.

•

Door to door canvassing.

•

Letters.

•

Calendars, Pens and Notepads.

•

Community Event or Sports Calendar.

•

Ads on shopping carts at local grocery stores.

•

Sponsorships… local sports teams or other organizations.
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By marketing into a geographical area you can easily define your target audience…
basically any person living within that neighborhood. Homeowners who may be
moving and even renters who may want to purchase a home within the community.
All of the techniques listed above are designed to create “top mind awareness”
within your target market and in some cases to build trust and credibility. All are
touch points to help your target market know you exist.

Just listed and just sold postcards help to establish credibility and demonstrate to
the prospect that you are an active and successful agent within the neighborhood.
Just as having numerous yard signs sprinkled throughout your market area,
postcards help to establish you as the “neighborhood expert”.

Some of these efforts may even spark a call from a prospect who has an immediate
need to buy or sell real estate. However, many of the traditional marketing
techniques do little to establish trust and credibility. It is a stretch to think that
calendars, pens, notepads and shopping cart ads do much to instill trust or to
establish local expertise. In fact, statistics show that we’re bombarded with
hundreds of advertising impressions each and every day. So you can expect most
of your advertising to go unnoticed.

The key to establishing your position as the neighborhood expert is to provide
valuable information to the community that subtly proves you not only know the
neighborhood but are well invested in helping the community. How can you
leverage technology to do just that?
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Remember the key elements which are the foundation of any marketing effort.

Reach, relevancy and credibility
Few businesses have a comprehensive marketing program that satisfies the
marketing fundamentals of Reach, Relevancy and Credibility. Before anyone can do
business with you they must first know you exist – Reach. Your prospect cannot do
business with you if they don’t know you exist. Knowing that consumers
overwhelmingly use the internet during their home search, it’s obvious to most
professionals that they absolutely must have a web presence of some form or
fashion.

Savvy brokers understand the importance of going beyond the basic website that
simply provides information about the company, agent and includes the same IDX
feed that is available to the consumer on thousands of other websites.

Once a prospect discovers you or your business, the message related to the
products or services you offer must be pertinent to a specific unmet need Relevancy.

Finally, the prospect must view you as a reliable source to deliver the products or
services they need at the exact time that need arises - Credibility.
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Uncovering your hidden competitive advantage…
even against the big guys
If you really want to stand out from the crowd what information can you provide
that others can’t… not even the national sites like Realtor.com, Zillow and Trulia?
Remember, real estate is local. Your competitive edge, the key that separates you
from any other website or agent is your unique, in-depth knowledge of the local
neighborhood and marketplace. There is absolutely no way the big national sites
will ever be able to provide the same granular level of information that a local agent
can deliver.

Your competitive advantage is your local knowledge and physical presence within
the community. As your experience grows, so does your level of expertise
regarding the local market area. A small, well-defined, contained area makes it
easier and more affordable to manage.

There is an old adage… “facts tell, stories sell”. People who are deciding where to
live are more concerned with the lifestyle of the community and home than they
are about many of the statistics available on national websites. The want to know
about the “community”... the vibe, the atmosphere, the environment.
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The national average home price is not as important to a local buyer or seller as the
average home price in their neighborhood. They want a local perspective. They
want to know the local market statistics, history of the community, the intricacies,
the nuances and “inside” information only a true local expert can provide.
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The Buying
Process
Think for a moment
about the home
buying search. A
prospective buyer,
whether they are
familiar with the
general market area or
not, must eventually
narrow their search
criteria. For example,
suppose a family is
relocating to Austin,
Texas. One of their
first considerations,
according to the NAR
survey, will most likely be geographical in relation to their work or to schools. Let’s
assume they have decided they want to be in the Westlake area so their kids can
be enrolled in the Eanes ISD. This will narrow the options to a manageable number
of communities.

The next consideration will be quality of the community, even before they begin
deciding on price, style or size of their prospective new home.
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Once they have made a decision about the general location, they can begin
narrowing their search to a handful of specific neighborhoods, with or without the
help of a real estate professional. As they continue to narrow their search it is
common for them to do more online research on prospective neighborhoods to help
decide which may be the best suited for their needs.

This is the perfect point for you to outpace the competition. The key to findability
on the internet is to have a website designed specifically to deliver information
about a very targeted niche. This is true for any business. The more specific the
content, the more relevant the content and the more robust the content, the more
likely your site will be found when people are searching online for information
related to that topic. So how do you achieve that in real estate?

Don’t just say you’re the Neighborhood
Expert… Prove it!
You simply create a website built specifically to showcase your “farm area”. What
better way to meet all our criteria (reach, relevancy and credibility) than to “own
and operate” a website providing all the details about the community? Who will
have a better chance of being perceived as the “neighborhood expert”? The agent
with a handful of pens, calendars and notepads under their arm or the agent who
has provided extensive and detailed information about the community?

Fortunately for you, most agents fail to realize the power of the Internet and fall
short in their online marketing efforts. This allows you to easily place yourself as

Page | 42

the undeniable expert by simply delivering a higher level of information than your
competition.

You can’t elevate your position high enough by adding a page and a few paragraphs
about a neighborhood to your existing website. Instead, as I pointed out earlier,
you can substantially improve your online credibility by building a stand-alone
website dedicated to your target community. It’s not as hard as you may think and
the rewards are definitely worth the effort to build a comprehensive, effective and
affordable Community Portal.

A full featured Community Portal complete with a detailed description of the
community, photos, links to area businesses and access to homes for sale will
automatically elevate your credibility with your prospects. A dedicated website will
help you be more findable when buyers and sellers both are searching for
information about the community.

Perception is reality… when a prospect within your target market finds your website
and discovers the wealth of helpful information there will be no doubt who is the
expert in their mind. They will obviously contact the person responsible for creating
such a valuable resource.
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How to choose your target community?
Considerations when selecting a target neighborhood include several factors:

1.

The location should be convenient to your office or home

2.

The size of the neighborhood
a.

Total number of home or units

3.

Average price of homes sold

4.

Annual turnover or potential sales volume

5.

Competition – if there is an agent who has a large market share you will
still have a competitive advantage but it may take a little longer and more
effort to gain traction and earn considerable market share. However, it
CAN be done!

Your marketing efforts and new community portal will allow you to capture a certain
percentage of the total annual volume. You want to ensure the potential
commission revenue is significant enough to warrant the time and expense it will
take to gain that market share.
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Step Two – Generating interest
through valuable content
What information should you include on your website? There are three goals for the
content to be included on your community portal:

1.

Reach buyers and sellers who have an immediate need for real estate
services

2.

Gain “top mind awareness” during the time the majority of the residents
of your community are NOT interested in buying or selling real estate.

3.

Leverage the technology to build meaningful, high value relationships with
potential referral partners, business owners and builders.

Target One: Buyers
Remember the NAR survey. Buyers are most concerned with the quality of the
neighborhood and school district. However, they are also very concerned with the
location… Is the neighborhood convenient to work, friends, family, shopping,
schools, entertainment, parks, health facilities and transportation?

Target Two: Sellers
Sellers are concerned with the state of the market.
•

How strong is the local housing market?

•

How many homes are being sold each month in their neighborhood?
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•

What is the average sales price?

•

How much can they sell their home for?

•

How long is it taking similar homes to sell?

Target Three: Potential Buyers and Sellers not yet active in
the real estate market
Residents of the community that are not active buyers and sellers are looking for
hyperlocal information that may help them in their daily activities.

•

Calendar of local events

•

Local businesses and providers of services… doctors, dentists, plumbers,
electricians, restaurants, lawn services, pool service and maintenance, pest
control, attorneys, accountants and many others

•

Special offers, discounts, coupons and incentives from local businesses

•

Reviews about local businesses they are thinking of using or visiting

•

Directions or phone numbers for local businesses

•

Articles and reports that may help them in their daily lives
o

Renovation, repairs, gardening, painting, etc

What information will help a potential buyer gauge the “quality” and “convenience”
of the community? Instead of making a guess, let’s refer once again to a recent
NAR Survey of Home Buyers and Sellers.
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You can plainly see that detailed information about properties for sale, photos and
interactive maps are the most popular items with Buyers. Here are some ideas on
detailed information about the community that should be compiled and placed on
your community portal.

Content to Include on Your Community Portal:
•

Age and history of the community
o

When was the neighborhood developed?

o

Who was the developer?

o

Is it a master planned community?

o

What is the zoning of the community and any adjacent non-developed
land?
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o

Which builders constructed the majority of the homes?

o

Are the builders still in business?

o

What was there before the neighborhood was built?

•

•

Home Owners Association
o

What are the annual dues?

o

Is maintenance covered in the dues?

o

What are the rights and restrictions?

o

Is there an architectural control committee?

Characteristics of the homes in the community
o

Size, models and floor plans

o

Style

o

Construction

o

Energy efficiency

o

Typical lot size

o

Availability of utilities such as gas, water and whether there is sewer
or septic

•

Characteristics, features and amenities of the community
o

Unique or unusual features about the location, history, geography or
landscape

o

Attractive natural features such as open spaces, rolling hills, scenic
views, waterfront access, heavily treed, mature landscaping, ponds,
lakes, fountains, etc.

o
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Amenities are available to residents


Swimming



Tennis

o

o
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Golf



Basketball



Volleyball



Community Clubhouse



Hiking and biking trails



Playgrounds



Parks



Disc golf



Water sports such as canoeing, kayaking and paddle boarding

School district and schools


Ratings of the district and individual schools



Average test scores



Location of schools in relationship to the neighborhood



Area private schools



Higher education options – colleges and universities

Nearby recreation and lifestyle activities


Country clubs or Golf courses



Team sports



Youth sports



Outdoor activities



Water sports



Dining and entertainment

o

o

o
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Access to medical facilities


Family doctors



Dentists



Orthodontists



Chiropractors



Pediatricians



Urgent care facilities



Pharmacies



Hospitals

Shopping and personal services


Grocery stores



Department stores



Malls



Hair and nail salons



Massage



Spas

Professional services


Accountants



Financial advisors



Attorneys



Insurance



Banks and financial services

There is no denying that the
Internet plays a very
important role in the search
process. NAR surveys report
that nearly 90% of
consumers use the Internet
at some point during their
home search.

As stated earlier, the key to a highly effective neighborhood marketing program is
leveraging technology combined with time-tested and proven marketing techniques
to deliver exponentially better results than traditional marketing.

Think of the home buying process. How does a buyer narrow their search and then
make their final decision? As buyers research a general geographical area they
begin to narrow their search to specific neighborhoods, communities or general
market areas based on what they believe to be the quality of the community.

Referring again to the recent NAR survey, the following neighborhood attributes
were found to be most important to home buyers;
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As would be expected, as it
always has been, a home buyer’s
choice is highly dependent on
location, location, location!

National search sites are not well
suited to offer this level of hyperlocal information. They can gather
statistics and data from a variety
of sources but as you can see, it is
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hard to answer the concerns of home buyers based on big data and statistics. The
best source of first-hand knowledge of a neighborhood naturally comes from the
real estate professionals who live and work within these communities.

It may very well be that you have a great deal of knowledge about a particular
community. Now you can leverage technology to reveal your expertise to the
prospects that are searching online for a home within your target market area.
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Photos and Videos
The NAR survey revealed 97% of Buyers found photos to be Very Useful or
Somewhat Useful. Your site will be best received any most useful if it includes an
abundance of photos and even videos.
Take photos of the

•
•
•
•

Entrances and signage

•
•
•
•
•

Area shopping centers

Streets
Typical homes
Neighborhood amenities
o swimming pool
o community center
o pavilion
o club house
o country club
o golf course
o tennis courts
o basketball or volleyball courts
o parks and playgrounds
o walking or biking trails
o lakes or ponds
o greenspace
o views
Medical facilities
Office buildings or commercial space
Transportation centers
Government offices
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Showcase Your Neighborhood Listings
Simply creating a dedicated neighborhood website will place you miles ahead of
your competition. But you can improve your results by adding a few more
components to your hyper-local marketing platform.
In addition to providing
detailed information about the
community, as a real estate
agent or as a mortgage
professional working with a
real estate partner, it’s
relatively easy to showcase
your neighborhood listings on
your website.

Creating a detailed page and even a dedicated single property website for your
listings will dramatically enhance your results. The MLS is definitely helpful but it
can also be a crutch that limits your efforts.

Ask any buyer or seller and they will tell you that the same listing information is
available on hundreds if not thousands of websites. As the listing agent, you have
no real competitive advantage over other agents using the same listing data. It all
looks the same. Plus the MLS is restrictive in the amount of information you can
distribute about the home.
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The description of the home is often choppy and abbreviated due to the limited
number of characters you are able to include. You can’t adequately describe the
unique features and characteristics of the home. You are unable to “romance the
listing” or use basic sales language to help market the home. You are often limited
in the number of photos allowed with your listing.

The lack of innovation in displaying listing information on the MLS is surprising
considering the findings within a recent NAR Survey of Home Buyers and Sellers.
The survey clearly indicates that 99% of buyers say that Photos are useful or very
useful in their home search. Just as many buyers said the same about Detailed
Information about properties for sale. 85% stated that neighborhood information is
useful or very useful.

2016 NAR Survey – Components of a website that are most important to home buyers
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Since photos, detailed property information and neighborhood information are so
important to your prospective buyers, it only makes sense that you will be viewed
as the “expert” just by providing more information than found from other sources.
Don’t make it hard for your prospects to get the information they really want. When
you are “the source” for the information they need, they are more likely to do
business with you instead of the competition.

Your Competitive Listing Advantage
When in a
competitive listing
environment, you
can easily tip the
scale in your favor
by clearly showing
the seller that you
are providing a
superior marketing
platform.
In addition to offering the standard marketing elements that every other agent can
offer, you can now showcase their listing on the preeminent neighborhood website
and you will showcase their listing on a website built specifically and exclusively for
their home. Single property websites can be a tremendous advantage as a listing
agent.
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Resource for finding local businesses and service providers

Two more powerful and
effective business building
components involve building
your “top-of-mind
awareness” and creating a
wider and deeper sphere of
influence.

Top-of-mind awareness
means you are the specific
brand or service provider
that comes first in your
prospect’s mind when they
are thinking of real estate or
mortgage services.

Over the last several decades, in the real estate industry, we’ve seen countless
attempts at building brand awareness. Calendars, pens, notepads, recipe cards,
door hangers, ads on grocery carts, postcards, direct mail, newsletters, billboards,
moving vans and dozens of others. Some work and some don’t.
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Most attempts do very little to actually build brand awareness and industry
credibility. Each is an attempt at getting your prospect’s attention even when they
are not actively thinking about a real estate transaction. Many are attempts at
placing your brand into the daily lives and activities of your client. Not a bad
strategy, just not as effective as it could be.

A better way to stay in front of and reach your local prospects is by placing yourself
in the middle of what they do naturally almost every day. They search online for
local businesses, products and service providers. If your Community Portal is
“found” when they perform these local searches, you will continually build brand
awareness… even during the time when the residents of your target communities
are not in the middle of a real estate transaction.

Why is “top-of-mind awareness” and “findability” so important to your business?
Again, referencing the recent NAR survey, we find that about 70% of Buyers and
Sellers only interview one real estate agent. Nearly 90% only interview as many as
two agents. So being first is extremely important.
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An easy way to increase the online visibility of any website is to pack it with more
relevant content.

If your Community Portal has detailed information related to the multitudes of
businesses and service providers within your community, you stand a better chance
of connecting with your most valuable prospects.

Remember, our goal is to build brand awareness and be first when your prospect
begins thinking of a real estate transaction.

Think of all the service providers a seller may contact before listing their home…
carpenters, painters, landscapers, flooring specialists, window cleaners, appliance
repair and countless others consulted before placing their home on the market. If
you can position your brand in front of your best prospects at their highest point of
need, you stand a better chance of making that all important first connection.

Think of the hundreds of local searches your prospects perform almost every day.
They search for professionals such as doctors, chiropractors, dentists, attorneys,
accountants and tax preparers… contractors such as carpenters, plumbers,
electricians, landscapers, lighting specialists, A/C and heating technicians…
everyday services such as auto repair, window cleaning, carpet cleaning, lawn
maintenance, pool cleaning and appliance repair… dining and entertainment
facilities… sports and recreation locations… the list is endless.
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By providing a source for this information on Community Portal you have a greater
chance of being the first to connect with your prospects when they begin searching
for a real estate professional.
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Step Three - Building a Powerful
Sphere of Influence
Without a doubt, you know how important it is to your business to create an
expansive sphere of influence. You can experience exponential growth in your
business by leveraging your sphere of influence to generate a consistent source of
referrals and recommendations. You can grow your sphere through friends,
relatives, business contacts and networking events.

But you can also create one of the most powerful, influential and profitable
networks by showcasing local businesses and service providers on your
neighborhood marketing platform. This is where most agents approach this
concept from the wrong direction.

This strategy is a throwback to basic business principles that have been effective
since the dawn of time. Build a network of leaders in your target market who are
already connected or will be connected to your target prospect at the most
opportune time.

I’ve always said, people don’t get up one morning and say to their spouse, “honey
let’s buy a home or let’s buy a mortgage.” The conversation starts much differently.
Throughout their daily lives they may be reminded of the inadequacies of their
current home… it may be too small, it may be too big, it may not have enough
bathrooms, it doesn’t have room for a pool or play area for their kids, it is too far
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from work or school… for whatever the reason, the homeowner may be
contemplating a move.

To be most effective you need to place yourself into the conversation your prospect
is already having in their mind. But the key to monumental success is to reach
them early in this conversation so you can beat your competition to the game.
People don’t have time and don’t want to shop for weeks, days or even hours for
what they want or need. If you can reach them early, prove your credibility and
satisfy their needs they are highly likely to do business with you… regardless of
your business or industry. 90% of the battle can be won by just showing up when
there is a need for your product or service.

Knowing this, how can you give yourself more opportunities to be found and be
found early in the decision process? This hyperlocal marketing platform is the near
perfect combination of high tech and high touch.

You can fight the battle by yourself and take advantage of the normal methods of
marketing. Or you can enlist a veritable army to lay the ground work for you.
Where do you get an army of lead generators?

Your army of referral partners are right in your backyard!
In the exact market area you choose to do business!

Page | 64

According to a recent survey
84% of our disposable
income is spent within 5 to
10 miles of where we live or
where we work.

Remember… the key is to
put yourself into the
conversation your prospect is already having in their mind. But you can’t be
everywhere all the time. This is where the army comes into play. Your best listing
prospect is a homeowner within your farm area. You’ve already decided that you
want to position yourself as the neighborhood expert. You may know quite a bit
about real estate within your community but there are dozens of others who may
know even more. This quiet army is the key to your success.

Dozens of service providers come in contact with your prospects each and every
day. Remember the statistic about disposable income? If you can gain the trust and
confidence of these business owners you will have a virtual key to the prospect’s
front door. If you can build meaningful relationships with local service providers
you can build an impenetrable wall around your neighborhood.
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So how do you do that? How do you build meaningful relationships? First start with
how NOT to do it. Stopping at the dry cleaners and asking to leave a stack of cards
on the counter or pinning a business card to their bulletin board does not constitute
a “meaningful” relationship. Anyone can do that and many people do.
Start by thinking of ways you can help the business owner get more business.
Remember Zig Ziglar’s quote…
“You can have everything in life you want, if you will just
help other people get what they want”

Most people start the relationship backwards. They begin by telling the business
owner what they do…
“I sell real estate… or I’m a mortgage broker… if you hear of anyone who
needs advice please have them call me.” This is approach is highly unlikely to
generate any business.

A better way… Call or visit a local business owner and say –

“Mr. Business Owner… I’m a real estate broker in the area. Many of my
best clients live in this area and may have a need for your service. I’m
building a resource guide to help residents of Fairview and the surrounding
area find local businesses who might be able to help them.”
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Then ask these or similar questions:
•

First, do you service the Fairview area?

•

Do you have current customers in this area?

•

Can you tell me a little about your business so I can add the information to
my neighborhood website?

•

Who is your best prospect?

•

What challenges do many of your customers face when selecting a service
provider like you? – Trustworthiness, reliability, dependability, experience,
credibility, price?

•

How and why did you get into this business?

•

What is unique about your business?

•

How can people get in touch with you to make a purchase, estimate or
consultation?

•

Or, what is the biggest problem you find?

•

How do you normally solve the problem?

•

How can people work with you?

That’s it. Don’t discuss your real estate or mortgage business with them unless they
ask. This will be addresses on the next call or visit.
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Other key questions to ask that will help you get to know your referral network.
•

Where do they live?

•

Do they live within your target neighborhood?

•

Do they have other locations?

•

Do they have family who work within the business?

•

How long have they been in business here, do they plan to expand in the
near future?

•

Are they happy in their current home or office location?

Look for keys that might indicate a need for your services. But also keep a keen eye
open for clues that might tell you they need the expertise of someone else in your
network. Remember, help others get what they want and you can have anything
you want.

Ask questions, listen, keep discussion about your business to a bare minimum.
You’re building a long lasting relationship. You’ll have time to talk about yourself
later.

Think about how fast you are able to accelerate the relationship building process…
all while being very non-threatening. You were able to ask them very pointed,
personal and insightful questions because you focused on THEM, not yourself. Use
this process to build meaningful relationships in MINUTES and not MONTHS.
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Tell them about your process and what will happen next.
“’I’ll give this information to my team who will add it to our website,
skybrookareaguide.com. Once the information is added to the Community
Portal, I’ll be back in touch to make sure everything is correct.”

Get their complete contact info. See checklist and data sheet in the appendix. Verify
all their info is correct.

Make another call or visit once the information is added to your site. During this
visit drop off or send another “trust trigger” such as a newsletter about digital
marketing, neighborhood statistics, something that can help them based on the
information you gained from your first conversation. Look for ways to help them.

Drop clues… tell them to let you know if they are thinking of moving or hear of
anyone who might be considering listing their home for sale. You always have
buyers who are interested in moving into the area and might be able to make a
connection. If they have friends, relatives, employees or others who are thinking of
moving into the area, you may have sellers who haven’t yet listed their home. You
can make a connection.
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Most real estate agents and companies approach this strategy from the wrong
direction. They charge service providers a fee to be on their website. They charge
service providers a sponsorship fee to speak to their group. By doing this, you’re
stepping over hundred dollar bills to pick up a few dimes. Reverse your thinking.
Help others get what they want and you can have anything you want.

What about their level of service?
You might also be hesitant to list service providers on your website if you don’t
have first-hand experience in their level of competency. But why? Online reviews
are readily available for any business.

Let your community speak to the quality of service delivered by local businesses. If
the business provides great service, they’ll receive stellar online reviews.
Be assured, if their
service is sub-par or
even terrible, the public
will definitely post
reviews to warn the rest
of the community. Either
way, you’ve positioned
yourself as the source for
valuable hyperlocal neighborhood information.
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The goal with your neighborhood marketing platform is to become a valuable
resource to the community. Give the residents and prospective residents of the
community what they want and you’ll drive much more traffic to your website
thereby expose more prospects to your brand.

Leverage your Community Portal to showcase local businesses and service
providers which will in turn drive more traffic to your website
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The Little Known Secret to
Exponential Growth in Your
Business
Simply adding information
about various businesses to
your neighborhood website can
have a very positive effect on
your profits but don’t overlook
one of the most profitable
concepts in all of business.

“You can have everything in life you want, if you will just
help other people get what they want” – Zig Ziglar

You can help a local business owner increase their profits by helping them reach the
residents and prospective residents of your target community.

I cannot stress it enough… When you get this concept right, you can take your
networking efforts to an entirely new level.
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The key to making this approach work is to expand the information provided on
your Community Portal to more than just a business listing. Use what you learn in
your conversations with the business owner to create a description about their
business that your prospects won’t find on other websites, including the owner’s
website.

Videos are very “search engine friendly”. When properly optimized, they are highly
effective in driving online traffic back to your website. Use them as often as
possible.
A very powerful
strategy is to
create your own
neighborhood
Business
Showcase series
of videos that
spotlight local
businesses,
including your own.

This extra content will help drive traffic to your Community Portal, build trust and
respect with the business owner and offer a valuable resource to the visitors of your
online portal.
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Another powerful multimedia strategy is to include Review Videos about the local
businesses now included in your network and sphere of influence. This not only
helps the community select reputable service providers but it will allow you to gain
even more favor with the business leaders and referral partners within your target
market area.

You can place these videos on your neighborhood website, post them to your
Facebook page and even create your own custom YouTube channel for the
community.

When you spend that much time helping a business owner reach prospects within
the community, who do you think they will most likely refer business to?
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If you truly want to dominate one or more communities within your target market
area, there is no better way than building a very detailed and comprehensive
Community Portal or neighborhood website.

Then leverage the website to begin long-lasting, meaningful and profitable
relationships with local business owners. Help these business owners reach more
prospects which will in turn grow their business and you will undoubtedly be
rewarded with a steady stream of new prospects as well.

An endless stream of content is at your fingertips –
The Tom Sawyer Affect
Many real estate agents and mortgage professionals have a desire to continually
add fresh content to their websites or blogs but are challenged with developing new
topics to write about. In Mark Twain’s classic book, The Adventures of Tom Sawyer,
Aunt Polly assigns Tom the arduous and unpleasant task of whitewashing the
home’s perimeter fence. As Tom’s friends wander by, he convinces them that it is a
great pleasure to paint the fence. Not wanting to miss out on the fun, every boy
who passes by gives Tom something of value in exchange for the privilege of
“helping” Tom paint the fence.

Remembering Zig Ziglar’s quote, “you can have anything you want in life by
helping others get what they want”. Now you need help “white-washing your
fence”. You need content for your community website. Businesses servicing the
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community also want to reach the same prospects as you. You can do them a favor
while easily creating content for your Community Portal.

Each month select two to five businesses you wish to feature in a Problem-Solution
article that will be posted on your site, social media and within your monthly
newsletter. Choose timely or seasonal topics such as:

•

Preparing your lawn for summer

•

How to tell if your roof has been damaged in a storm

•

When to paint your house

•

How to know if your child needs braces

•

Is your car ready for winter?

•

Don’t miss a tax deduction

•

Planning outdoor events and parties

•

Carpet cleaning tips and tricks

•

Steps to a smooth kitchen renovation

•

How to easily change the color of your wood flooring

•

Renovating old cabinets

•

Upgrading your kitchen or bath to granite countertops

•

Replacing outdated shower enclosures

•

How to keep crickets from invading your home

Creating the article is much easier than you may think. Either you or your assistant
will arrange to interview the business owner. This can be done in person or over the
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phone. I suggest recording the conversation for future reference. Each article will
follow a pattern of introducing the local service provider and a common problem
they encounter.

The service provider will explain the problem and then give three to five key points
or steps on how to fix the problem. Coach the owner NOT to sell their services but
instead to simply give valuable insight on how the problem can be solved. Close the
interview with something along the lines of… “Brought to you by Sue Smith at ABC
Realty and our friend, Frank Jones at Kitchen Cabinet Creations. If you have a
similar problem with your kitchen cabinets and would like an expert opinion on how
to fix it, contact Frank at Phone Number or visit our website.” Some people may
attempt to do it themselves but many will contact the local business owner.

This strategy ensures an endless source of fresh content while helping the business
owner make connections with potential customers, clients or patients. You’re
enhancing the relationship at the same time as you are creating content for your
site… you’re getting help “white-washing the fence”.

You can follow the same strategy when developing your own content. To attract the
attention of potential sellers, post articles of interests to those considering a move.
For example:
•

When is the best time to sell your home?

•

What can I do to help ensure my home sells for the highest possible price?

•

Should I stage my home before putting it on the market?
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Think of the issues your clients typically deal with and use the Problem-Solution
pattern to easily develop new content.

Once you or your assistant has completed the article, in addition to posting on your
Community Portal, also post the article on your social media sites and newsletter.
Prompt your business connection to do the same. You’ll now reach all of your
contacts as well as those of the business owner. You’ll gain considerable expanded
coverage from every article created. Be sure and include your contact information
in the article, especially a link to your websites.

If you have the technical expertise and desire, the same strategy can be used to
create podcast or video interviews. This is a more effective way to build your
referral relationships since it is you personally who is doing the interview. The
transcript can still be posted as a written version but podcasts and videos are
becoming a much
more desirable form
of engagement.
Video and audio
files are also very
helpful in elevating
your site’s online
“findability” in the
search engines.

Page | 78

You now have a solid strategy and complete game plan for building an impenetrable
wall around your target community while building lasting, meaningful and profitable
referral relationships with local business leaders
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Review - Three steps to building
your neighborhood fortress…
Let’s review the steps to creating a Highly Effective Neighborhood Marketing
Platform ;
Step One: Create a Community Portal Dedicated to Your Target Neighborhood
Step Two: Create valuable content and information that is relevant to your target
market which will place your brand in front of your prospects as often as possible
Step Three: Leverage your community portal to showcase local businesses and
service providers which will in turn drive more traffic to your website. This will also
help to expand your sphere of influence and build lasting, meaningful and profitable
referral relationships with local business leaders.

Simple but not easy…
Building a comprehensive, effective and profitable neighborhood marketing platform
is relatively simple… but not necessarily easy. It requires an investment of your
time and money to create the website, technical platform and content. However,
once built, the system is relatively easy to support. In fact, it might be one of the
easiest, affordable and most effective marketing campaigns you could ever
incorporate into your business.

The networking potential is tremendous. Stop wasting time at unproductive
networking events. Instead, spend your time meeting local business owners and
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managers. Carefully cultivate these relationships and transform those connections
to friendships. Help business owners connect with residents and prospective
residents of your target market while building content to drive more traffic to your
site. You’ll quickly build a large network of referral partners which will eagerly
deliver a continuous stream of new leads.

Don’t pass up an opportunity to build your authority and credibility within your
target neighborhood! Start today, there’s never a better time.

Build – Connect - Dominate
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Resources
Technical Aspects of Building Your Community Portal
There are two options when it comes to building your community portal?

Build it yourself or hire a web developer.

If you’re technically inclined you can build the website yourself using site creation
tools such as WordPress. It is probably the easiest and most powerful content
management system available today. It doesn’t require programming knowledge or
a tremendous amount of technical expertise. Even beginners can create very nice
looking and functional websites. The WordPress platform is open source and free
but you will need a theme for displaying your content in a pleasing format.

Although you can find free themes, I suggest you purchase a well supported, nicely
formatted, easy to use theme from a reputable and reliable source.

Read more about WordPress here – About WordPress
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WordPress Themes
There are thousands of themes readily available to suit most any application,
including real estate.

You can Google “WordPress themes” or “WordPress themes for real estate” and find
literally thousands of options. Here are a few popular resources:

Elegant Themes
Theme Forest
Agent Evolution
WP Explorer
WP Casa
WP Estate

Make sure your theme is mobile responsive. This will ensure your site is formatted
and useable from mobile devices. You can find themes in a range of prices, usually
between $50 and $100.
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WordPress Plugins
WordPress also supports numerous “plugins” that add extra features, options and
functionality to your site. You may need a plugin for displaying and managing your
business listings, providing security to prevent hacking or adding an IDX feed to
showcase local listings. Many plugins are free although those will more functions
may require a small fee, usually between $50 and $100, sometimes even less.
IDX providers supporting WordPress include:

IDX Broker
iHome Finder
Showcase IDX
SpotOn Connect
Flex MLS
Diverse Solutions
Real Scout
Placester

Your IDX service will typically require an initial fee of about $100 to $200 plus a
monthly fee in the range of $50 to $60.
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Domain Registration
At some point in the process, depending on your content management and creation
system, you will need to register a domain name and point the domain to your new
website. The cost of domain registration for a full year should be under $15.00.
Popular domain Registrars include:
GoDaddy
Register.com
Network Solutions
Cheap Domains
1and1.com
Host Gator
Wix.com

Hosting
You’ll also need a service to host your website. GoDaddy and HostGator are popular
hosting services with affordable fees ranging from $10 to $50 per month.
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Web Developers
The second option is to hire a web developer to create your website on WordPress
or another content management platform such as Drupal or Joomla. Most
developers will consider this a custom project. The cost of a custom website can
vary widely depending on the developer, designer and options you choose. Typically
the cost will be between $2500 and $6000 for a very nice custom site with IDX
integration. The monthly fees for hosting and maintenance can run between $50
and $200 plus the cost of the IDX feed which is usually in the range of $60 per
month.
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Neighborhood Dominator
Do-It-Yourself to Full Turn Key Solutions
We understand that as a busy real estate professional you may not have the time
or technical ability to build the platform yourself. In that case, consider allowing our
team to do it for you. We have created a turn-key solution with all key elements
already included. We’ve made it easy and affordable for you to quickly launch your
own personalized neighborhood marketing platform.

We offer various solutions for those who don’t want to take the time and effort to
build a site themselves and for those who would like to avoid the high cost of
custom development.

Our platform is preloaded with themes and all the plugins necessary to deliver a
feature-rich, fully functional community portal. You have the option of adding the
neighborhood content, photos, area links and business listings yourself or having
our team of developers do it for you.

We also offer a full-service concierge program that serves as your community
marketing partner. Our sophisticated data mining process will search, acquire and
load hundreds of business listings on your community portal. At your direction and
on your behalf, our team will contact and interview local business owners then
create and post the articles to your neighborhood website. Our production team will
interview and create Business Showcase Videos to be added to your website and
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YouTube channel. We will create custom Review Videos for your business and
referral partners. Essentially, we do everything necessary to ensure you are
positioned as the Rockstar in your community. Our full-service concierge program is
available at a fraction of the cost of hiring your own team.

For teams and total market coverage consider implementing The Area Guide. This
platform covers an entire market area such as Charlotte or San Diego and works
best with a large team. See www.TheAreaGuideCharlotte.com or
www.TheAreaGuideSanDiego.com.

Don’t wait… Total Market Domination in 90 days or less
Call for more information - (704) 200-2239
www.PlatinumMediaSolutions.com
www.TheAreaGuide.com
www.NeighborhoodDominator.com
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