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                 “Do something today that improves your tomorrow!



Help Us Pick Your New Neighbor
By Michael F. White
I have been using a marketing program with many of my clients for quite some time and it is a spin off on the classic 10-10-20 used by Realtors® for many years. The process, quite simply, is to quickly contact the neighbors of a new listing. The old formula was to go 10 houses to the left of the listing, 10 houses to the right of the listing, and the 20 homes across the street from the listing. The 10-10-20. The listing agent would knock on each door and share the news of the new listing and ask if that resident knew of anyone that might be interested in living in this neighborhood? For years this was a very effective technique and resulted in a solid percentage of two-sided deals for the listing agent, or a minimum of new listing opportunities and potential new buyers.

As time moved forward, many agents automated the process by no longer going door to door, but buy sending a card or letter explaining the property was for sale. While this was better than doing nothing, it lacked the personal connection and opportunity to answer questions instantly and establish some connection between the neighbors and the listing agent. Over time, this practice has all but gone away and the ability of listing agents to connect and provide value to the neighborhood has long gone.

When I was working as a loan originator I tried to share this philosophy with those agents that needed an opportunity to market themselves directly to the public without having to spend hundreds or thousands of dollars on mailings and ads. Over time, I did find a few agents that thought this might be a good way to get out of the office and meet the very people they wanted to serve. The results were significant. We quickly found that the community was very interested in the sale of the property, and that a number of inquires about home values and listing appointments for the agents were a result of our actions.

For the loan originator, the time spent with the agent was powerful in helping build a stronger relationship but the number of financing questions and loan opportunities was a surprising result. The goal for the loan originator was to support the listing agent and help motivate them to get out and meet the neighbors. The unexpected results were that we found that the listing home owner became a likely client and some of the neighbors became interested in either refinancing or even the possibility of trading up to a larger home or trading down to a smaller one. The result was more loan and listing opportunities to go with the sale of the subject property!

When I left day-to-day originations to become more involved in coaching and training, this remained an area of great interest because of the powerful potential to build relationships and expand opportunities. With the help of dozens of clients and hundreds of agents that had found this a solid idea, I have spent time refining the process to further improve the value to the home owner and listing agent, as well as creating more loan opportunities for the loan originator. While the core principle still remains the same, current markets and the changing environment required a fresh face to this old idea. Welcome “Help Us Pick Your New Neighbor!” 

While the base concept continues, we have put the neighborhood as the recipient of the value, not just focused on the listing getting sold. By getting the neighbors invested in the outcome before the property is sold, you gain a commitment from them to exercise their option to help select the person or people who will become their new neighbors! We do this with a simple thought. “If you don’t help us pick your new neighbor, we will find someone and you might not be happy with that result!”

Let’s face the facts. People know people like themselves. It is much more likely that a neighbor will have a friend, family member, co-worker, or acquaintance that has expressed interest in living in the same type of community as they do. We also know that after homes are sold, people find out that they may not be happy with their new neighbors, or that someone they knew would have been thrilled to have had the opportunity to buy in that neighborhood. 

Michael F. White 

Michael F. White all rights reserved(.                                                                                                                  Page 1
If you need help, just ask! Mike@IMTCoaching.com                                   www.improvemytomorrowcoaching.com

