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Visits
Visits, dropping by people’s homes and work is very personal. That is a good thing.
The most appropriate time to do it is when you are bearing gifts.
1. After the sale and you drop by with a house gift

2. When you get a referral and you are dropping by with a gift or to update the referring
source.

3. When you are dropping off a random gift.

Visits need to be perceived as spur of the moment. If you call the day or days before then
the person is likely to refuse or turn it into a lunch, dinner or more formal visit. That's
nice but it takes a lot of your time. It can be perceived as an imposition. And it will not
allow you to do a lot of visits.

Instead follow this process.

1. Give justa little notice. “Hi, I am going to be in your neighborhood in about an hour.
I've got a small gift for you. So, I'm going to just stop by to drop it off.”

2. Bring a small gift, a nice coffee, drink (not alcohol), a pastry treat etc.

3. Be brief. Don’t sit down or if you do, look at your watch and get up sooner rather than
later. Be very sensitive that you were not invited.

4. Be personal, ask how they are doing. Share information about yourself.

5. Let them know that you appreciate sending you referrals and you are always looking
for fun ways to reward the people in your referral community.

IDEAS

www.RichLevin.com 585-244-2700
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123 Main 5.
Amytowm, NY 14111

%A GENERIC COMPANTY
® 8.5 REAL ESTATE

Date

Dear Mr. and Mrs. Smith:

Please take a moment to read this; it contains information in which you may be interested
about the value of your home and mine.

As a neighbor, | want every home in our neighborhood to sell for the highest price. Each
time that occurs, it maintains and increases the value of your home and mine. There may be
a problem when an agent who does not live in the area puts a neighborhood home for sale;
out of area Agents may have less information about and less of a commitment to the values
in our neighborhood.

A Real Estate Agent who lives in this neighborhood is more committed to getting the most
value and the highest price for every property.

Each home put on the market and each sale directly affects the value of our property; yours
and mine. Only a neighborhood REALTOR® wants a neighborhood property to sell for the
highest possible price every time.

I understand that you may have a prior relationship with another Real Estate Agent. | fully
respect that. Out of concern for the price of your home and mine, | suggest that when it is
time to move, call me. | will be totally respectful of your choice of an Agent. At the same
time, I would like to consult with you about the asking price, promoting the benefits of liv-
ing in (the area), and how to get the most for your home. If you have a commitment to an-
other Agent, you can pass the information on to him or her.

From time to time, | will be sending you information about the Real Estate activity in the
area. | send similar information to a select group of my best clients to keep them up-to-date
on what is happening in the Real Estate marketplace.

I live at 112 Generic St with my spouse, Chava. | am a Real Estate Agent with Generic
Company Real Estate. In the past 5 years, | have sold 50,000,000 dollars worth of property
in the area.

“If you see me mowing, shoveling, jogging, or just hanging out at home, please stop and say
hello. I'll look forward to it.”

Sincerely,
&cﬁ%gent

Rich Agent

www.RichLevin.com 585-244-2700
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Real Estate Closing in (Insert Area)

(Date) Through (Date) , 20

Data is taken directly from REALTOR® and public records.

The information below directly impacts the value of your
home for both tax and resale purposes. Keep this information
with your other important documents. You will receive
updated information from me at least annually.

Optional: Add an obvious, objective, or positive conclusion from the data if

there is one. Note that this is optional, not necessary.
Agent Name P i
Credentials Direct: 555-555-555  www.Website.com  Email: Name@Domain.com

Bed/ Sold Price per Days on Bed/ Sold Price per Days on
Address Bath  Sg.Ft.  Price Sq. Ft. Market Address Bath  Sg.Ft  Price Sq. Ft. Market

Adams St 212 1500 199,999 125.19 79 Adams St 212 1500 199,999 125.19 79

Out of courtesy to the homeowners. We have not included addresses.

The price per square foot may vary greatly for a variety of reasons. Please call me if you would like to
understand more about how this applies and impacts the value of your property.

Keep this information with your other important papers. | am constantly updating this information for my own
records. Please call me throughout the year for any subsequent sales or listing information. My goal is to sustain
and increase the value of our (the) neighborhood by getting the highest possible price for each home. If you are
considering a move or would like to know how all of this information directly affects your property, call me.

www.RichLevin.com 585-244-2700



Real Estate Closing in Subdivision Anywhere

October 2006 Through February 1, 2008

The information herein is taken directly from REALTOR® and
public records.

The information below directly impacts the value of your home for both tax and
resale purposes. Keep this information with your other important documents. |
will be sending you updated information at least annually.

Rich Agent Direct: 555-555-555 | www.Website.com | Email: Name@Domain.com
Sales Associate

Bed/ Sold Price per Days on Bed/ Sold Price per Days on

Address Bath  Sg.Ft.  Price Sq. Ft. Market Address Bath  Sg.Ft  Price Sq. Ft. Market
Adams St 22 1500 216,000 12519 79 Locust Ave  2/2 1500 199,999 12519 79
Allen Ave 32 2100 314,000 130.17 13 Locust Ave  2/1 1400 119,000  119.00 16
Alpine Dr 4/2 2350 445,000 145.00 23 MacArthur 3/2 1800 139,000 134.79 23
Alpine Dr 3/25 2150 323000 131.28 26 Putnam Cir  3/25 1850 139,000 13280 50
Birch Lane  3/15 1800 199,000 10506 10 Putnam Cir 31 1600 129000 12400 29
Brookwood ~ 4/25 2350 515000 14500 18 Putnam Cir  3/2 1850 139,000  132.80 56
Brookwood ~ 4/3 2375 515000 14400 23 Ricky Rd 42 1995 145000 14500 60
Clinton Ave ~ 21 1600 119,550 10400 82 Ricky Rd 4/2 1995 144900 14495 45
Clinton Ave  2/2 1700 121250 14200 89 Ridge Rd 32 1800  136.000  132.85 18
Clinton Ave 22 1705 12300 14250 60 Sherwood 4/4 2560 595000  165.00 14
Dale Dr 32 1758 126,000 16305 25 Sherwood 44 2550 594000  164.50 12
Diamond Cir 3/25 1750 195,000 156.00 32 Sherwood 4/4 2680 599,500 169.00 5
East Ave 4/4 2600 695000 169.95 20 Sherwood 4/3 2500 545000  160.00 15
East Ave 5/3 2900 615000 12995 65 Thomas Dr 2/ 1250 99,950 100.05 32
East Ave 6/5 3200 800,000 169.00 10 Tims Terrace 31 1450 112,950  121.00 29
ForestLane  3/1 1450 99999 11500 15 University 3/2 1680 119500 122,50 18
Gabons Cir ~ 3/L5 1650 112,0000 11555 33 Westwood 43 2300 399900  152.25 10
Lafayette Cir 32 1700 124000 11200 18 Westwood ~ 4/25 2300 389,950  145.95 7
Lockwood 4/3 2400 415000 14500 = 22 Woodland 43 2300 399950  152.00 15
Lockwood 4/3 2450 423000 14500 12 Woodland 3/3 18550 319500 12000 22

Out of courtesy to the homeowners. We have not included addresses.

The price per square foot may vary greatly for a variety of reasons. Please call me if you would like to un-
derstand more about how this applies and impacts the value of your property.

Keep this information with your other important papers. | am constantly updating this information for my own
records. You are free to call me throughout the year for any subsequent sales or listing information. My goal is to
sustain and increase the value of our neighborhood by getting the highest possible price for each home. If you are
considering a move or would like to know how all of this information directly affects your property, please call
me.
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Sample letter to a Farm that you don’t live in.
It would go with the Farm Data Document

Dear (Subdivision Name) Neighbor; (Merge the names if accurate and possible.)

This has a direct impact on the value of your property. You probably want to keep this
information with other important documents relating to your property.

Enclosed is (an annual or a mid year) update on the sales activity in (subdivision name). In
addition to finding it interesting, you will find it is valuable for refinancing, estate appraisals,
selling and challenging your tax assessment. | keep current on this information so that I
continually understand the market changes and to best serve my clients. If you want an
update or more details between these (semi) annual reports to you, just call or e-mail me.

Each time a home sells it impacts the value of each neighborhood home. Buyers, bankers,
appraisers, and REALTORs® who are unfamiliar with the neighborhood use the previous
sale prices to determine the value of your home.

As an Agent that has sold (number) of homes in (subdivision name), | have become both
fond and impressed with the homes and the area. |1 am making it one of my preferred
markets which means that | intend to promote the area to the buyers | meet and to keep track
of the sales activity. When someone in the area is selling my goal is to get the highest
possible price to ensure that every other home’s value is as high as possible.

If you have a prior relationship with another Real Estate Agent, | fully respect that. Out of
concern for the price of your home | suggest that when it is time to move, call me. I will be
totally respectful of your choice of Agent. At the same time, |1 would like to consult with you
about the asking price, promoting the benefits of living in (the area), and how to get the most
for your home. If you have a commitment to another Agent you can pass the information on
to him or her.

From time to time, | will be sending you information about the Real Estate activity in the
area. You can easily request to be removed from my list and stop receiving this information,
just mail, e-mail, or call me.

Again, keep this information with your other important Real Estate documents and call me if
you have any questions or you would like to discuss how to get the most value out of the
investment you have in your home.

Sincerely,

www.RichLevin.com 585-244-2700
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Six Rules of Effective Postcard Marketing

Rule Number One: Expect Immediate Results Every Time

Postcard Marketing done right is an Agent’s greatest source of business.

Rule Number Two: Measure Results

Measure immediate results and results over time. You may get e-mails, registrations on
your website, requests for information or an offered service, depending on what action
you request. You may simply get a personal acknowledgement and best of all you may get
requests to discuss selling or buying. Also, measure return on your investment. Effective
postcard campaigns return a minimum of four times the cost.

Rule Number Three: Design for Results

Effective postcards are designed with five elements; the Agent’s picture on both sides; real
estate defined as pictures of homes for sale and/or sold; the Agent’s brand created with
consistency of color, layout, design, and fonts; a message specific to the targeted market;
and calls to action.

Rule Number Four: Maintain Consistency of Frequency and Brand

The goal of marketing including postcard campaigns is to create top of mind awareness.
That means when the targeted market thinks of Real Estate, the Agent’s name comes to
mind. And when the Real Estate Agent’s name comes to mind the targeted market associ-
ates the Agent’s name with a successful Real Estate experience.

Rule Number Five: Target High Value Markets

A market is simply a group of people that have something in common. High value markets
are ones that will bring the largest return on effort and investment.

Just listed and just sold campaigns violate this rule. The return on just listed and just sold
campaigns bring much higher returns when they are sent repeatedly to the same markets
even though the just listed or sold property is not in the immediate area. Return on just
listed and sold campaign is also significantly increased when the design is consistent with
the Agent’s brand as mentioned in Number Three above.

Number Six: Enter the Conversation Already Occurring in the Mind of the Market

WIIFT; what's in it for them? What is the conversation already occurring in your target
markets mind? Are they curious about what is happening to property values? Are they
wondering whether to sell or buy? Are they concerned about how local layoffs and unem-
ployment is affecting their neighborhood? Do they wonder if the foreclosures that domi-
nate the news impact their property value? Do they completely trust that you do the best
job serving their needs and that you bring them the best value for their home?

www.RichLevin.com 585-244-2700
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Direct Mail Postcard Basics

1. Send Mailing 9-12 times per year.
2. Five Characteristics of a Successful Mailing
a. A Significant Presence of You
b. Dominant Active Real Estate Content
c. A Message from Your Voice (market Message for farm postcard)
d. Consistent Brand: Design, Color, Use of Picture etc
e. Calls to action

Call The Nice One 111 Smith Streci- $149,.99% 58 Harold Hamler-516%9 000

Mobile: 555-555-5555
Janlcef@DomalnMName.com
www.DomalnName .com

Contact me Aavytime!

EMERLC CORAPAMNY
REALTY TR

914 Carlion Dr-S 139,900
Mow to the Market! Act quickly

%A‘.:mnr: CXNAPANY
BS iy REALTY CROAW

JaNICE Last Name o

“Call The Nice One”

n a Personal Note: Harold started his new
position in March. It i exciting and a linle
scary lo move inte new ;_rhn.w.\. To live fully is to
challenge ourselves and keep growing. I'd love
to hear from you. Stay in touch. Please call or
e=mail me.

www.RichLevin.com 585-244-2700
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Fun Mailing Pieces

Fun pieces could be randomly sent to your farm or when visiting use these items as an ice

breaker.

Book of 1 cent stamps
was included

www.RichLevin.com

US POSTAGE GOING UP A PENNY ON MAY 12
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w day! Marsha
Hunt Real Estate ERA
H l N I 2835 Sheridan Drive
Tonawanda, New York 14150
Since 1911
e i
Always There For You' | HIEIE
MARSHA J. MCCARTHY
Associate Broker / Notary Public
Charles 5. Hunt Founders Chub Merber
ofc: (716) 834-5400 vm: (716} 743-5222
fax: (716) 834-8797 cell: (716) 553-6116
email: McCarthyTopAgent@aol.com
www.McCarthyTopAgent.com

Mlassha . MrCamby

Y 33 Leicener R
1 Reamor, N Y. 14217

( { Rich Levin

{(l‘ 38 Model Lane

g(’( :

/ ,,‘[( ({ Rochester, NY 14618
|f
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Most new books are forgotten within a year, especially by
those who borrow them!

Hope you can find time to relax and use the bookmark for some

reading. It's great to be meeting so many of you as you are walking
through our Deerhurst Park neighborhood. Please remember to contact me
if you have any real estate questions. Have a great summerl
Marsha McCarthy, Hunt Real Estate ERA.
Trsata

585-244-2700
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Farming Scripts

As you make these calls or stop by the homes it is very important to be as relaxed as
possible. The first goal is to establish a sense of relatedness and rapport. This is only
possible if you are relaxed and comfortable so that the person on the other end can also
feel safe, comfortable and relaxed.

(Ring, ring, they answer, “Hello.”)

“Hello, this with . How are you?”
(Listen for receptiveness and attitude toward your call.)

“Can I talk with you for just a minute?”

(If they respond, “No” you say, “Thank you, I'll call back at a better time for you.
Always be prepared to elegantly and generously accept that they do not want to be called
again. Of course it is not personal to you. It is a perception in their mind. At the same
time, accept that it may just be a bad time for them and you simply must call back another
time.)

(They respond, “Yes™)

n

“I live over on , do you remember seeing my name and picture on the letters and
postcards I've been sending to you.” (If you live in the area)

Or “I represent many owners in do you remember seeing my name and picture
on the letters and postcards I've been sending to you.”

(If they continue to talk, be patient, listen carefully, and let them finish.)

“‘I'm purposely sending information that many neighbors have asked me about
whether they are moving now or not for twenty years. Would you just do this, the next
time you receive my information, check to see that I have addressed it correctly. I
want to make sure I have your name and so on correct.

(Let them respond. Correct the address right on the phone if that is comfortable for
them.)

“Thank you for taking a moment, bye.
(Follow this up with a short hand written thank you note and your card and personal
brochure, if you have one.)

Make notes after you have spoken to each person. Immediately upon adding them or

updating them in your database, note your next call date on your calendar, even if it is a
year from now.

www.RichLevin.com 585-244-2700





