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Top Producer Listing / The Un/Conventional Farm
Welcome.
I Must Begin by Saying this:
"Real Estate is Not a Job, It is
an Activity. Specific Activities will
Produce Specific Results."
It is not important whether you
work only a few hours a week,
twenty-to-forty hours a week, or
more.
What matters is what you do
when you work.
Conventional real estate organizations, including the franchise giants,
do their best to rubber stamp each
of their associates into time wasting
activities built around principles of
sales that make more sense for the
growth of the company than for the
success of the agent.
That is why thousands of people
begin and quit real estate every year,
even though a career in real estate
can be very exciting and a sure road
to status and wealth for anyone that
wants it.
I hope you enjoy this listing
workbook and find the listing development marketing tools and worksheets at the back beneficial to
your career.

Best Wishes!

The Future
Belongs to Those
Who Create It.

Following this logic, the appropriate
responsibility of a real estate company or of its agents is clear:

Many companies think they're doing
their salespeople a favor by sending
them to listing seminars and workshops, or by motivating them on to
success with awards, prizes and
plaques.

“It is the defining of methods and
the implementation of activities that
create customers with a predisposition to list long before a listing
appointment is made or the salesperson arrives for the close.”

They push or pull, do just about
anything imaginable to stimulate
sales.

Situations or relationships thus created allow an agent to focus on the
details of taking the listing during a
listing appointment, not on closing
the seller.

What could be wrong with that, you
might ask?
Well, nothing really on the surface
of it, except the implication that it’s
the salesperson or their sales method
or presentation or attitude that
earns listings. The constant refinement of those things, it is believed,
will bring success.
The listing sales-activity is seen as a
matter of persuading, impressing,
influencing and of manipulating the
prospective seller into saying, “Yes.”
But that’s the wrong place to start
when it comes to earning listings in
any reasonable numbers. Persuasive
selling is good, but it is not the key
to success.
Real success is brought about for
the agent in pursuit of listings by
having access to customers who will
do business with them without the
necessity of being sold; customers
who are predisposed to signing a
listing contract long before the listing appointment is even made.

To create the kind of environment
that will support listing-sales, companies and their salespeople need to
put into place a methodical business
development program that consists
of three separate customer development stages (1) Customer identification (2) Cultivation and
(3) Response.
Customer Identification
Most companies and salespeople
spend little time or effort building a
prospective customer base.
From time to time they organize
mailing lists of potential customers,
but they do not maintain a regular
program of culling from potential
customers the real prospect: the
prospective customer.
They simply do not know who
their prospects are other than to say
everyone is a possible customer.

That is nonsense and simply reflects
a lack of understanding of who can
benefit from their products or services.
One of the chief marketing tasks is
to undertake programs that will
result in the development of personal prospects. If new names are
not being added to an agent's personal prospect list daily (or per
some defined schedule), there is no
customer identification program in
place.
In real estate, a potential customer is
any person that owns a home. A
prospective customer is an owner
that's volunteered their concessiondeadline relative to selling: the date
they must give-in to or concede to
making a decision to sell.
That knowledge is considered a lead
to a listing and qualifies that prospect for cultivation into an actual
client.
Cultivation
The goal of marketing is to create
the right conditions for a listing-sale
to take place, to cultivate or develop
the customer relationship.
Customer cultivation demands continuous planning and strenuous
efforts in terms of consistent implementation. Yet, it is the heart of the
sales process.
The goal of customer cultivation is
to reinforce the agent's personal
reliability, creativity, responsiveness,
and ability to meet the customer's
needs. If done enough ways over a
period of time with any number of
targeted prospects, the agent will
develop a true customer base.
The entire sales atmosphere will
change dramatically. Relationshipbuilding, product-oriented selling

will not be an issue, but merely
need-payoff presentation selling:
conversations regarding the process
by which the agent's product or
service will be delivered.
This happens because the targeted
prospects have already bought the
agent and the agent's company, product or service for reasons of their
own before arrival for the close.
Response
Customer identification and customer cultivation have but one goal:
customer response.
If agents adopt the philosophy, "we
only want to do business with those
prospects that will do business with
us," and work hard as well as creatively to build a sizable list of prospective customers targeted for cultivation into actual customers, then
their efforts will create an atmosphere that motivates prospects to
seek their advice, counsel and service.
When the Time is Right, These
Prospects will "Ask" their Real
Estate Agent to List their House.
A listing agreement is a very valuable piece of paper. It should be
thought of as more than an agreement between a seller and agent for
the marketing of a property. It
should be thought of as a note and
deed of trust against a particular
property executed by its seller in
favor of the listing agent.
The true value of a listing agreement
is property ownership.
It is, in essence, a form of property
ownership or equity position with
no money down.
Property ownership has long been
the defining element of status in
society: with it you have power,
without it you don't.

2.

In real estate, listings represent property ownership. A property may be
fast-sale or slow-sale real estate, but
eventually every listed property sells.
Agents with listings will consistently
earn more money than agents without listings.
Buyers and agents-with-buyers naturally flow to properties listed by a
"Listing Agent."
And, moreover, agents with listings
will consistently be held in higher
esteem by their colleagues than will
agents without listings.
The future, in real estate, really does
belong to those who create it by
listing real estate.

The
Un/Conventional
Farm
Let's begin, now, to explore a program I first developed in the mid
70's to gain listings without stress or
hassle and have used consistently
since then to gain success, even
dominance in the market, whenever
and wherever I have wanted it.
I call this program the
"Un/Conventional Farm" for reasons
I will soon explain.
I will start by telling you a short
story about a real estate agent I will
call John Doe who began a career
selling real estate by joining a small
established company within the
“Old Town” vicinity of the City of
Orange.
John’s first career objective was to
focus on listings by becoming a
local area representative within the
Old Town area for his company.
His plan included the establishment
of himself as a local area specialist

through a process of customer contact called "Farming" taught to him
by his company's office manager.
John was seriously motivated and
intended to gain the majority of
listings annually taken by Realtors
within a five-hundred home farm:
approximately 100 listings, or 20%
of the total potential.
It was a big goal, because there was
a lot of competition, but John was a
smart, enthusiastic, gregarious person and he was sure he'd succeed.
On his first day out, following all
directions thoroughly, John checked
things over before leaving the office
to talk with area owners door-todoor.
He had his comfortable, but attractive clothes on. He was carrying an
arm full of handouts: notepads,
helpful information for home owners about real estate, escrow, loans,
etc., and other miscellaneous introductory materials.
He was wearing his company I.D.
(identification name tag) and he was
mentally prepared.
John remembered that he was not to
try too hard to get to know Old
Town's owners or their business on
the first few of his monthly visits to
each house, but to merely introduce
himself to them with his pass-outs
and to let time, familiarity and presence work in his favor.
John drove into Old Town and
began his career by knocking on
doors. His activity went something
like this:
John:
Knock Knock.
Homeowner:
Yes?

John:
Hi, My name is John Doe and I'm the
local area representative for my company, ABC Realty. How are you today?
Homeowner:
I'm fine.

munity snow-fest just before
Christmas. He hauled the snow in
himself. He offered the use of free
garage sale signs used by many during the year and even free open
house signs to the few sale-byowners that occurred.

John:
This is my first time through your area
and I just stopped by today to leave
some information with you about my
company and, well, some other information about loans and such you
might find interesting.

Now, all of this seems well and good
until we look at the total picture.
Let’s start with John’s success.

Homeowner:
I'm not selling.

He was bright, courageous and
persistent, but even with these
attributes, his heroic efforts and the
success he achieved, he quit real
estate after just a year and a few
months in the business.

John:
Oh, I’m not here to talk about selling;
not today, anyway, but I do represent
ABC Realty in this area now, so if I
can ever help, just let me know.
Have a good day. Bye, bye.
Homeowner:
Bye.
The above activity typifies very
closely a conversation that will occur
the first day out farming for any
agent.
John was particularly dedicated,
professional and a meticulous
farmer.
He put company name and I.D.
notepads out on the porch of every
house within his farm the first day
of every month. He mailed out
personalized Valentine cards on
Valentine’s Day. He dropped a news
letter Easter week advising of
unique activities, gifts, crafts and
festivities people might pursue during the spring break as well as a
special “Tax Time” newsletter the
beginning of April. He offered flags
for the patriotic on Memorial and
Veteran’s Day as well as pumpkins
on Halloween and organized a com-
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By the standards of most, John had
a pretty good first year. He eventually succeeded at listing six homes
within his farm of which four sold.

His reason?
Well, he said he just couldn’t endure
any more of the hassle, the cost and
the rejection the business required
of him to succeed. It seems he spent
most of everything he earned from
listings-sold on farming and, frankly,
didn't enjoy the work. He decided
to pursue a different career opportunity.
John’s story is a common one. Up
to eighty percent of persons that get
a real estate license and join a residential real estate company to sell
homes, leave the business within less
than two years.
That is not acceptable.
Simple as it may appear, the above
"Farming" activity is loaded with
career crashing problems and business development taboos that end
careers in real estate before they
hardly get started, yet it is the way
most agents are taught to go about
gaining listings.
I was fortunate enough to discover

the problems early in my career and
creative or hard headed enough to
develop methods of my own that
resulted in my listing between forty
to fifty homes a year working part
time, independently from a home
office, and by never knocking on
any door in any area more than once
a year.
Additionally, the program I developed that I eventually called, "The
Un/Conventional Farm," didn't
require my prospecting more than
two to three months a year total.
You may not be thinking of doing
the kind of volume I mentioned, but
I can guarantee this: if you dedicate
yourself to following this program
exactly as shown, listing homes will
become as easy for you as it has for
me and other close associates.
In that case, you just might change
your mind and develop goals for
levels of production higher then you
have yet imagined.
The resultant status and wealth that
is generated by being a successful
listing agent will surprise and amaze
you, even as you are doing the work
yourself. It will surprise and amaze
your family and friends as well.
If you are going to work anyway,
you might as well work smart and
be paid for it.
When working smart, and getting
paid for it, your motivation is sustained year-to-year.
The grand experiment, then, Real
Estate, becomes a career.
Here's how it happens.
The Psychology of Winning
“The goal of an intelligent life,”
according to Socrates, “is to pursue
the philosophic quest, to increase
one’s knowledge of self and world.”

ciple (2) The 95% Rule (3) The
Goeswith Principle (4) The Eden or
Nothing Phenomenon and (5)
Principles Related to Mood Swing
Management.

Assuming there is some truth to
that, my only qualifications for writing this part of this feature are my
hobbies. First and foremost among
them are my reading pastimes: for
at least the last forty-five years
I have been meticulously studying
psychology, mythology, theology,
anthropology, quantum physics and
the new emerging field of quantum
psychology. I have learned the
things we do or don’t do are more
motivated by internal forces and
events, psychological, than they are
by outward forces and events: the
situations we find ourselves in or the
opportunities that come and go.

Unless these group members had an
inherent dislike of themselves, why
should their answers be otherwise?

Packaged neatly, we might call the
principles I want to share with you
the “Psychology of Winning.”

But then I ask if they had ever heard
of something called the "Bell
Curve."

This chapter, I must point out, is
not essential to your becoming or
continuing to be a productive real
estate agent unless, of course, you
are struggling to reach your goals
and are not achieving them in spite
of your efforts here and there, now
and then. In that case, the ideas
revealed within may help you understand why and by doing that help
you get what you want.

Theoretically, the Bell Curve states
that "all" naturally occurring phenomena are made up of extremes
and norms.

There are an array of principles relative to gaining personal power,
influence over others, success in
business, etc., that we must be
aware of and apply if we are to gain
real confidence and control over
ourselves and our careers; but relative to our objectives here, there are
specifically five I want to share with
you.
If accepted, they may be the basis of
an empowering belief system that
will aid your listing success.
They are (1) The Love/Hate Prin-
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The Love/Hate Principle
Sometimes, while conducting a
workshop, I will ask group members individually, "How many people out of, say, any ten will like
you?"
The answer I get is very predictable.
They usually say, "All ten!"

Extremes are the excessive, outermost, far from conventional elements of a situation; while norms
are the median, average or middleof-the-road elements.
In politics, for example, there are
the extreme liberals, the extreme
conservatives and the moderates.
Moderates are the middle of the
road citizen not necessarily concerned with the opinions or obsessions of either of the other extremist
groups; they are the bulk of the
population as are the norms of any
situation.
Considering the mathematical probability implied by the Bell Curve, we
might conclude, for example, that
out of any ten persons introduced to
you, there will always be at least one
extremist that really likes (loves) you
and one extremist that really dislikes

(hates) you, and that everyone else
will fall somewhere in between.
Thus, "The Love/Hate Principle."
But of those in between it must be
known that the Bell Curve applies to
them also. If person #1 can love
you, then persons #2 and 3 should
like you a lot.
Persons number 4, 5, 6 and 7,
however, are likely to be indifferent:
they could take you or leave you;
while persons #8 and 9 will dislike
you, leaving only person #10: the
one that really dislikes you for no
cause of your own doing or knowing. It's just the way it is.
Accepting "The Love/Hate
Principle" is paramount to your
success because, as a general rule,
only people that like you will do
business with you.
If you go around high-minded,
thinking that everyone likes you,
then the disappointment and sense
of rejection you will experience
when business goes elsewhere will
be overwhelming and the first cause
of your wanting to quit the business.
So let's look at it positively. What if
(and this will not be the case) only
the one-out-of-ten extremist person
that loves you will do business with
you? Well, then, that's great.
You see, for example, there are
approximately three million people
in Orange County, California -- my
hometown at the time of this writing -- and if working here one-outof-ten comes to 300,000 persons
that would do business with you.
Now, they don't all own homes, but
if they did and 20 percent of them
went up for sale every year, that
would be an opportunity equal to
60,000 listings.

So let's say only 10% of them
own homes. That is still 30,000
homes of which 20% will go up for
sale during the following year, and
that's an opportunity equal to 6,000
listings. Heck, you only want fifty
(50) and we haven't even counted in
the sort-of-likes-you persons and
the indifferents. They will do business with you too.
Get over needing to be liked by
everybody. That's not your job. Your
job is listing real estate and selling
real estate. "Farming" requires your
seeking to be liked by everybody as
a local area specialist.
Get over the idea of Farming.
Forget it.

The 95% Rule
In late November 1975 last century
(can you imagine), I saw a small ad
announcing a talk by John Lumbleau at the Huntington Beach/
Fountain Valley Board of Realtors.
If I remember right, Lumbleau was
sixty-nine at the time, yet owned
and continued to operate a chain of
more than 20 real estate licensing
schools in California (back when
brick-and-mortar was the standard
of operation).
He had been training real estate
sales and marketing for more than
forty years and, additionally, had
published nearly ten years earlier a
book, "How to Be a Successful Real
Estate Salesman," that influenced me
during my start-up and I knew I had
to see him (note the chauvinism).
I remember the morning well
because a huge storm was raging, it
was raining cats and dogs, literally.
These cats and dogs were falling out
of the sky, that's how bad the
storm was.
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So, being new to the Board, I quite
naturally went to the meeting in
Levi's, a sweat shirt and tennis
shoes, not knowing how sophisticated and uppity-up the beach side
Board of Realtors had become.
Upon arriving, let me just say this,
I felt like a pair of brown shoes in a
room full of tuxedos and because of
that took a lowly place in the back
of a room filled with more than fivehundred Realtors all turned-out
exceptionally well.
Lumbleau's topic that morning was,
"Why sellers list with a particular
agent."
To summarize his talk, Lumbleau,
first, confessed that he had fallen
into the role of teacher or trainer by
taking over his father’s licensing
school and, thereby, repeated by rote
(routine or repetition, mechanically
or unthinkingly) what he was taught
to teach agents about listing and
selling and never, virtually, a thing
he had ever learned in the field himself by doing the work or by
research. That was some confession,
the first time, he said, that he had
ever said these things publically.
He continued by saying that now
after forty years he had just recently
decided to do some research about
this or that to prove-out or disprove
long held beliefs about real estate
sales and marketing and that this
morning’s talk was about the results
of one of those efforts: Why sellers
list with a particular agent.
To determine this, he said, he put
together a small team of telemarketers and had them call on onethousand home owners with a home
currently for sale. He had them ask
a series of questions designed to
determine the “real” reason they
listed with the agent that currently

had their home for sale and not the
“ostensible” reason, and he was very
surprised at the results.
When all was said and done, his
research indicated 95% of the sellers
listed with the first agent they met
once they made a firm decision to
sell irrespective of who they knew in
the business, who had been farming
their neighborhood, or who had
been cultivating them into a client
knowing they would be selling
sometime soon.
I call this "The 95% Rule."
That being true, Lumbleau concluded it was not the company an
agent was associated with; the company's position within the marketplace or the agent's position within
the marketplace; it wasn't their
home marketing activities; it wasn't
the company's franchise or nonfranchise status; nor was it agent
gender, age, race, experience,
clothes, car, etc. that was the cause
of an agent's listing success; but
timing while prospecting for
listings.
Timing, said Lumbleau, was everything, little else counts for much.
Once a decision to sell has been
made, said Lumbleau, sellers will
work with the workable and do the
doable. They will list with the first
able agent they meet.
If there is a rule at work, it is
this: Urgency Nullifies Loyalty.
The basic principles involved in
sound real estate salesmanship are
enduring and changeless. The 95%
Rule is one of them.
Wow!, I thought to myself sitting at
the back of the room that morning.
Right then and there I decided to
drop any self-centered, personal
hang-ups I may have had about

prospecting and to begin working
aggressively for listings under a
methodology solely designed to
effect The 95% Rule, a system based
on (1) Customer Identification (2)
Customer Contact and (3) Customer
Cultivation.

much business followed this practice
that I rarely had to knock on doors to
replenish my Lead Book for another
two-to-three years: one, as you will
learn, turns into two, and two to four,
and four to eight, and eight to sixteen,
and sixteen to thirty-two and so forth.

I now call customer cultivation the
manufacture of relationships; both
then and now it is the means by
which “The 95% Rule” is effected
(realized).

At a time in real estate when virtually no one worked from a homeoffice (after all, in 1975 there were
no computers, no fax machines, no
voice mail, not even an answering
phone recorder, no pagers, no cell
phones, no copy machines, no navigators, and no internet), I decided
to work independently from a home
office. That's how influential
Lumbleau's talk that morning was
for me.

Working a systematic program I
then called The Un/Conventional
Farm, once I met a seller by door
knocking that suggested they may
sell or sell again (if an expired listing) during the next year, I just
decided to show up whether welcomed or not every couple of weeks
by mail (by sending a post card) and
in person every sixth or seventh
week to say hello. I’d tie-down the
timing-thing at the end of every
conversation and was just determined to be there when the decision
to sell or moment-of-sale arrived. By
doing this, according to Lumbleau,
by being there at the right time (or
approximately the right time) I
would likely get the listing.
He was thoroughly right. It
worked out that way exactly!
Sidebar / I called this program The
Un/Conventional Farm because once I
had put fifty leads, gained as said from
knocking on doors, into my lead book I
quit prospecting completely for new
leads and focused all my attention on
following-up the leads gained with
clockwork precision to make sure I
would be the agent that “happened” to
show up when the decision to sell was
made by the various sellers. The fifty
leads became my Farm, so to speak, in
an unconventional manner that led to
my often listing two houses a week. So
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At the age of twenty-four and after
having been active in real estate for
only about six months, my wife and
I decided to take a leap of faith and
to move-up in the world.
We moved-up from a one bedroom
apartment in Anaheim to a two
bedroom apartment in Huntington
Beach. I made the second bedroom
my office and even printed the
apartment address on my business
card.
I knew, like Lumbleau said, that
work in real estate is something you
do in the field, not someplace you
go to like a desk in an office.
I knew I could succeed without ever
once asking a client or customer
into my office.
I knew there were more people
willing to do business with me this
way then it was possible for me to
do business with, I just had to find
them; and, if I ever ran up against a
client or customer that had to know
about my office, or organization, or
how I would compete against others; I knew I could choose to pass
on working with this buyer or seller

if needed without experiencing a
sense of failure or loss. I could
choose my customers.

at Beach Boulevard in Huntington
Beach (a time when no one did
this).

As it turned out, I was right.

I made a firm decision never to
begin work until one o'clock in the
afternoon weekdays and not to
work weekends. Weekday mornings
and weekends were to be reserved
for mine and my wife's use however
we wanted.

At the end of the year (1975), my
mother-in-law took my wife and I
to her bank to do our taxes because,
as a customer, she could get them
done for us free. Let me put this
time frame in perspective: I only
graduated from college mid May of
the same year.
My father-in-law, now, had been
working as a professional draftsman
within the airline industry for nearly
30 years. His annual salary at the
time was about $25,000 (a good
salary in 1975).
I can remember clearly sitting at
the front of the tax man's desk with
my mother-in-law and my wife. He
had just completed my return on
which I claimed about $15,000
dollars (I was selling $23,000
houses, the same ones that now sell
for $600k plus) and he asked how
much money I expected to earn
during the next year.
Not knowing better, I said about
$50,000, an amount I was sure I
could make.
That invoked the biggest "Phhhhh"
from my mother-in-law that I had
ever gotten before or since and the
tax man just looked down with a
sarcastic smirk on his face in agreement with her.
My wife, however, just sat there
with a perfectly confident expression. We're still married.
Beginning nearly mid year 1976
because of time off for good behavior, I embarked on a fascinating
adventure in real estate doing things
my way, working from a home
office I had organized within a
rented apartment on Warner Avenue

Calls to escrow officers, lenders,
buyers, sellers, vendors, etc. could
just wait until after one o'clock.
There was no need to prospect for
listings until after one o'clock as
well, I had learned that during my
short time in the business.
I chose not to learn inventory by
doing caravans or previews, I figured I'd learn inventory as my buyers did, one house at a time while
previewing (showing) property; and
I was sure Realtors could find my
listings on their own when they had
buyers, so there was no need to hold
Caravan or Broker previews for
Realtors Wednesday and Thursday
mornings as well.
I figured I might need or want to
hold an occasional Saturday or
Sunday open house, but my plan
included working with open house
marketing assistants to alleviate a
need for my time there while keeping every house I listed open just
about every weekend (I’m still doing
that). I knew I might show property
on a weekend day every now and
then, but decided I would not
schedule this type of activity too
often.
I told the tax man I expected to earn
$50,000 during the next year, 1976,
and was chagrined.
As it turned out, working just over a
half-year I closed 42 transactions, all
from my apartment bedroom, and
earned just over $75,000.
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That was serious money at that
time. Then in 1977 I earned about
$125,000, $225,000 in '78 and so
forth up to a point prior to my 29th
birthday when I earned more than a
half-million dollars in commissions,
all gained from my personal listings/
sold gained by knocking on doors.
If you accept the first principle
shared with you above, The
Love/Hate Principle, and The 95%
Rule, and follow the program suggested by The Un/Conventional
Farm, you can and will have the
same experience that I have, except
with an income relative to today's
real estate values.
You will Gain Status and Wealth.
I might, additionally, add the following tidbit of knowledge to what
we have just reviewed.
Recent research (2019) has
shown 95% of all business generated within a real estate office is
agent-produced independently in
the field. It is business gained
without the support of the officeor-organization or website-orinternet with which the agent is
associated. Get it?
This value is not exactly a restatement of "The 95% Rule," but it is an
indicator of the truth of its basic
premise.
Agents, it seems, are attracted to
franchise organizations and the idea
of doing business with ease online
for one reason or another (laziness I
think), but sellers are not. They
could care less about either. They
do business with people they know
that show up when they want to do
business. Get this to get the business (listings/sold).
How Things Happen / Members
of the Skeptics Society might say a program based on the development of

relationships is old school, that the
internet has supplanted the need for
hands-on relationship-oriented tactics
to succeed in business, but some things
are long standing, timeless, eternal.
Human nature is one of them.
People, and I'm just going to keep
saying this, people, real people are first
and foremost hands-on. We both feel
and smell a peach before biting into it.
We twist our spaghetti onto a fork before
lifting it to smell and our mouth to
engulf; we marvel at its flavor and swallow quickly to repeat again and again
without knowing things like where it
came from or what it’s made of.
We, also, are first and foremost relationship-oriented. We marry the most
marriageable person we know who will
marry us when we are ready to get
married. That's why we often botch this
up, we don't really search out the best
mate possible and proceed to define and
contract in writing a relationship that
will last for decades. This sometimes
happens by accident, but most of the
time it doesn't. An orientation to life
that is hands-on relationship-oriented
doesn’t imply perfection but, in fact,
just the opposite: alive, interesting,
chaos. We work with the workable and
do the doable. This we accept.
Among our imperfect relationships are
a stylist we return to when needing a
cut; a doctor we know when ill, a regular dentist for fillings, and a plastic
surgeon we trust and visit when things
need a tuck here and there. We use the
same cleaner and shoe repair guy yearin and year-out; we buy our gas,
mostly, at the same station irrespective
of its prices, high or low; we always go
to the same grocery store, others are just
not organized right, and try to get the
same checker; we mostly eat at the same
restaurants and hope we get the same
waiters because they know us there; we

have kaffeeklatsch (meaning “coffee
chat”) with the same people sometimes
every day; we use the same gardener,
house cleaner, painter, carpet cleaner
and so on and so forth years on end; we
use the same insurance company and
agent decades running; we use the
same bank even when they raise their
fees and mess things up, but always the
same teller long as he or she works
there; we buy our tires and get our cars
serviced at the same garages and by the
same people every time the red light
comes on; we even always go to the same
car wash just in case, better to know
what we'll be getting than not.
As one climbs the economic ladder of
success this is exaggerated. We become
devout loyalists, even bonded, you
might say, to our banker, the president
of course, our stock broker, our golf and
tennis pros, our personal trainer, our
astrologist, guru, and analyst.
We just are relationship oriented relative to just about everything we do.
Important among our relationships is
a Realtor we have gotten to know (Our
Real Estate Man). When the time to
sell comes, it is he or she we will most
likely list with and it is he or she that
works to ensure this by the implementation of procedural tactics that nurture
a purposeful friendship.
Hold on to that phrase “A Purposeful
Friendship” because getting this, that
the development of “Purposeful
Friendships” is the single most important thing you can do in real estate to
ensure your success, is key to removing
the bricks from your brief.
Knowing how things happen gives
you more real power and ability to get
to where you want to go in real estate
than all the books, workshops, procedures and tactics put together the
best of the best can offer.
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The Goeswith Principle
Imagine a wine bottle lying on its
side on top of a table.
If I were to lift the neck of the bottle up, what would go with it?
Naturally, the body and bottom of
the bottle would move along with
the neck. Lifting the neck of a bottle
lying on its side implies lifting the
bottom as well.
The bottom of the bottle, you
might say, "goeswith" the top.
Total situations are the rule, not the
exception. The various features of a
situation "arise mutually" or imply
one another as back implies front, as
top implies bottom, etc.
All situations are moving patterns in
time and space and exist in relation
to each other like the poles of a
magnet. There are no independent
situations.
As a principle of success the implications of "The Goeswith Principle"
and its applications are infinite.
What goeswith the preparation of
your tools, for example?
... Their use!
What goeswith proper grooming,
etiquette and manners?
... Social acceptance!
What goeswith the placement of ads
online or in print or signs in yards?
... Calls from buyers!
What goeswith mental preparation?
... Action!
Specifically, it's mental preparation I
want to focus on here.
The Un/Conventional Farm is not a
guideline made up of memorized
hard-sell closes to use on a seller.
You do not need to use memorized
closes to be a top producer of listings if you are honest, practice pro-

fessional and systematic methods of
prospecting to meet sellers and are
able to implement home marketing
techniques you believe-in supported
by a “Seller Services Portfolio.”

I started my career with little but
belief. Here are the affirmations and
suggestions I practiced when I first
began listing and selling real estate.

Pre-memorized closes can be helpful
when used with weak decision makers, but should never be relied upon.
Always assume your clientele,
whether buyers or sellers, are smart,
educated and above petty pitches.

The infinite intelligence of my subconscious mind is guiding, directing and
prospering me spiritually, mentally,
materially and physically.

Besides the basic tools of the trade,
your honesty and methods of marketing, truly great success at obtaining listings will require more of you.
It will require mental preparation.
All of the knowledge and methods
in the world relative to listing success are useless without belief in
yourself and confidence that your
expectations will be reached.
Irrespective of your age or experience, you must start where you are
right now with belief.
I have learned there are just a couple
of simple things we need to do to
develop belief, but we need to do
them.
First, we must consciously decide
what we want to believe in: our
desires. Then, we must internalize
them into belief through affirmation
and suggestion.
Affirmations (positive written statements about our desires and beliefs)
and auto-suggestion (the speaking
of affirmations out loud to ourselves) are nothing more than exercises for magnifying our desires
consciously and subconsciously.
Our affirmations should be read and
verbalized if possible morning, noon
and night. Emotionally believing the
eventual outcome of our desires will
be positive, and visualizing their
completeness is an important part of
the process.

These are them exactly:

I believe this!
My definite major goal is to follow my
daily work schedule and to list one
house a week (minimum) regardless of
activity, working part time.
I can follow my daily schedule with
health and vigor every day. I like
knocking on doors, selling myself, listing
and selling houses. I want to like following my daily schedule every day,
because it's good for me and my pocketbook.
These are the things I want, I like and
look forward to: I can list a house today
if I want to, and/or I can cause a house
to be listed with me today, even if it's
three months from now. I can do this by
using the energy necessary to talk to 50
property owners about buying or selling
real estate in person today.
I can see myself listing a house a week
minimum by following my daily prospecting schedule.
People will list with me because of the
excellent services I offer in real estate. I
am a real professional. I will prove I
am a professional by following through
with honesty and good faith all of the
services that I offer.
All my listings will sell because the
services I offer, when applied, will assure
a sale. I do more than is needed for
prospects and clients and treat them as
unique individuals!
The infinite intelligence of my subconscious mind which gave me this desire
leads, guides and reveals to me the
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perfect plan for the unfolding of my
desires each day.
I know the deeper wisdom of my subconscious mind is now responding with
desire To Act, To Do, and To Be Done!
Can you see that I "wanted" to list
houses? I practiced this meditation
morning, noon and night and from
nothing, the place we must all start,
I succeeded.
I prepared my mind and heart for
success and, I might ask, what
"Goeswith" mental preparation?
Success!, naturally.
This type of preparation, however,
can be accomplished with much
greater simplicity.
Try This / Take a 3” by 5” index
card and write these words on one
side, “I am a listing magnet.” Then
write these words on the other side,
“I am a listing machine.” Then read
each message twice daily: just before
sleep at night and upon waking
every morning. Imagine how these
messages over time, say three
months, or six months, or a year
will begin to program your daily
outlook and, by changing your outlook, your activities?
You will soon be a listing magnet
and a listing machine.
Verifiably So !!!

The
Conventional
Farm
What is a Farm?
Typically, a "Farm" is an area of
approximately 500 homes a real
estate agent has decided to cultivate
into listings through careful nurturing much like a farmer cultivates a
crop: thus the word “Farm."

How is it done?
The real estate agent will make a
visit to each home within the farm
area once a month year round.
Upon each visit a newsletter, notepad or some other identifying paraphernalia will be left with the homeowner, either in person or on their
door.
Conversations with all homeowners
are not always sought on a monthly
basis. Name identification and
accessibility are the primary goals.
Why is it done?
The hope is to become "A Big Fish
in a Small Pond." In other words, to
be well known as an active agent
within a small area and, therefore,
be called upon by a majority of the
homeowners when the time to sell
comes.
When did it come into practice?
In the early fifties (last century),
about the same time real estate
license training schools sprung up
across the country and began the
mass recruiting and licensing of real
estate agents.
What is the failure (attrition) rate
in real estate today?
Approximately 80% of all newly
licensed real estate agents that begin
an actual practice leave the business
within one or two years of starting.
Some estimates are higher.
Why this failure rate?
Many of the most well known real
estate professionals and, of course,
myself, believe one significant reason for the high attrition rate is the
traditional method of "Farming" for
listings taught to new agents and
forced upon them by traditional
management.

In the early days of mass recruitment, farming as outlined above
seemed a good idea for putting
thousands upon thousands of new
agents in the field as "Local Area
Representatives."
This practice was further institutionalized by the growth of the large
franchise real estate organizations.
It's almost like the operation succeeded, but the patient died.
Traditional management and
Realtors must acknowledge a few
simple truths and take steps to alleviate their causes.

In conventional "Farming" activities
there are:
Too many doors knocked annually;
Too much daily failure;
Too little success annually;
Too much time involved;
Too many costs;
Too much rejection and too many
negatives;
Too little geographical freedom;
Too much indirect professionalism; and not enough fun.

The average person, Realtor or not,
has a basic inability to satisfactorily
deal with rejection and failure.

Daily success is a prime ingredient
in the recipe for career success.
Momentum and enthusiasm feed
upon it. The traditional method of
farming for listings does not provide
this.

They also have a simple reluctance
to perform uncomfortable tasks on a
daily basis without prospect for
immediate reward.

If a listing taken equals success, for
example, how many of you reading
this material today, if agents, succeeded today?

The problems are basic.

On the Seller's side, traditional management has also underestimated the
public's impulsive need to seek the
gratification of any need that arises
by working with the workable and
doing the doable; even if it means
doing business with professionals,
like real estate people, they have
never met before.
I have come to believe that sellers
are not disloyal to agents that farm
their neighborhoods when they
don't list with them, because loyalty
is a mere feeling.
They can "feel" a sense of duty or
loyalty is owed to an agent they just
met by chance at their door or at the
market as much as it is to an agent
that had been farming their neighborhood for five years.
The causes of agent burnout because
of farming are basic.
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Wouldn't it be a lot more fun to
answer your husband's or wife's
inquiring questions about your day's
efforts with enthusiasm...
... I did great today!
... I succeeded today!
Let's analyze the numbers to see
why conventional farming for listings doesn't pay for most.
What we will review here is the true
potential for success.
Conventional Farm Listing
Potential...
500 Home Farm
One-half or 250 of the homeowners
within this farm may not like you or
choose to do business with you. You
cannot be liked by everybody.
250 Home Potential Remains
One-half or 125 of the homeowners
may have relatives or friends in real

estate or may list with other agents
farming the same area.

Too many good people have practiced it and left real estate.

You'll reduce the number of doors
you visit annually by 2/3's;

125 Home Potential Remains
Research indicates 95% of all listings are given to the first real estate
professional at arm’s length with a
homeowner once the decision to sell
is made. Assume one-half of the 125
list with another agent for this reason: the 95% rule.

Enough is enough!

You'll gain daily success;

63 Home Potential Remains
Assume 20% of the homes in your
farm area sell annually.
13 Home Potential Remains
A 13 home listing potential remains.
That's the true listing potential of a
500 home farm.
Good farming agents generally average 8 to 12 listings annually per 500
homes they visit each month and
they pay dearly for it by working
year round and suffering failure on a
daily basis.
They can only really count on experiencing 8 to 12 successful days a
year.
The numbers continued...
Chances of success: 8 to 12 listings
annually.
Number of doors knocked: 6,000.
Number of rejections assuming 12
listings were obtained: 5,988.
Cost assuming only $500 per
month for farming materials: $6000
(plus clothes, car, office expense,
etc.).
Time involved: 12 months of prospecting.
Number of days success annually:
twelve (12).
I won't argue with the positive concept of being "A Big Fish in a Small
Pond," yet traditional farming for
listings as a "local area representative" isn't all it's cracked up to be.

The
Un/Conventional
Farm
Our Major Premise.
People do business with professionals or with the first facsimile of a
professional at arms length once
they have made the decision to sell.
I call this phenomenon, "The 95%
Rule" and it is an outgrowth of the
information I shared earlier derived
from John Lumbleau.
Knowing that, our goals should be
obvious:
Prospect for owners "interested" in
selling only; appear to be a professional; be there when needed.
Nowhere in the above material did I
mention anything about being a
"local area representative."
That concept is now scratched.
Rather than being a big fish in a
small pond, I believe we can be a
"Whale in an Ocean."
There is no need for a geographical
limitation of our listing efforts.
Our approach is based on professionalism, results and success, not
upon area specialization or company
representation.
By practicing "The
Un/Conventional Farm" you will
gain...
Geographical freedom over the areas
within which you wish to work;
You'll reduce the number of rejections you experience and reduce the
negatives associated with prospecting;
You'll reduce your costs of obtaining
listings;
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You’ll be seen by others in the
business as a business development
professional;
You'll find yourself in front of a
huge number of sellers at the right
time, when needed; and you'll
quadruple your number of listings
taken annually compared to the
average agent.
Your Needs are Few...
Honesty.
Honesty with people is a basic
ingredient all professionals must
possess. It's the ability to speak the
truth, even when it hurts.
Good Methods of Marketing
and a “Seller Services Portfolio.”
It is imperative you have a professionally bound presentation book
which outlines the marketing services of your company for presentation to homeowners upon request.
This presentation book should be
with you at all times and contain
other various needed materials such
as listing forms, mortgage and title
information, etc.
A "People" Counter.
Remember that we work by the
numbers, not by the hour.
I always carry a simple grocery dollar and cents counter at my side
while prospecting. They count as
good as any expensive counter
might and only cost about $2.00 at
your local grocery store.
I can remember in particular one
hot afternoon I hit the field. My
goal for the day was to talk to 25
homeowners. Two and a half hours
after beginning, I was ready to go

home. My voice worn out from
lengthy discussions, feet tired and
light dimming, I turned for my car
but thought I should check my "People" counter first. You guessed it. I
had only visited nine homeowners.
The truth came home to me. I realized I could not reach my carefully
calculated goals if I quit at that time,
so I prospected on into the evening.
A counter helps prevent our feet
from telling our head what to do.
Business Cards and Calculator.
These are standard items for any
professional real estate agent.
I suggest a pocket size folder and/or
portfolio for holding each.
Prospecting Cards.
The worst thing we could do as
professionals is hand out trinkets,
specialty items and writing pads.
If you want to wait for business to
come to you, they're okay, but if you
want to get business, forget them.
Another taboo on my get business
list is the handing out of helpful
information in the form of real
estate newsletters, etc.
What in the world are we doing
educating the public about real
estate. If they know it all, why
would they need us?
Could you imagine your doctor
handing out information on how to
perform a simple appendectomy at
home? Please, don't do it.
You only need one business development tool and that's what I call a
prospecting or marketing card. It
must, of course, be personalized.
See the sample "Prospecting Card"
at the end of this workbook.
Points to consider:
A onetime printing of 5,000 cards

will last you all year for the listing of
up to 50 homes. If you choose to
list more homes than that you may
need more.
If you write your name near your
photo it becomes "Personal" and to
me it's like saying "Hi."
The message adjacent my printed
name was designed to set the stage
for my total program: "Personal
involvement, efficient and systematic methods will distinguish my
service. Call any time." In other
words, success and professionalism.
At the deepest level we all want to
associate with, and to do business
with, successful, organized people.
"Personal Involvement" is what
every homeowner wants to hear:
commitment with good service and
accessibility (Call any time to talk.)
are closes in themselves.
When a seller calls you on this card,
you can be assured you already have
the listing before even going to their
home.
Please note my photo:
I can't really change the way I look,
but the photo shown was taken at a
professional photographer's studio. I
was made up with plenty of
makeup, wore lip gloss and did my
best to show I really care with the
proudest look I could achieve on
my face.
It's a show, I admit it, but a show
that shows the card's recipients that
I really do care, that I try, that I'm
proud and that the person shown in
this photo is someone they should
be proud to do business with. You
must use a photo that shows you
care.
The only tools we should use as
handouts should answer the seller's
true desires in a professional agent
as this card does.
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It's called a "Persona Marketing
Card" How it is used as a follow-up
tool will be reviewed later. Copy it
as near to exact for yourself as you
can (I do the layout for you).
A Note Pad.
Carry a simple pocket size spiral
binder for jotting down important
"lead" information while walking
door-to-door.
A Measuring Tape.
Get yourself a handy 50' pocket style
measuring tape to carry with you at
all times for use verifying property
features when talking with prospective sellers.
You'll be surprised what having it
handy will do for your image.
A Follow-up Book.
A simple palm sized three ring
binder with monthly dividers and
paper will do.
A good suit of clothes: Your best!
Many agents hit the field in their
comfortable walking clothes.
Remember, people want to do business with professionals, so look the
part at all times.
Never wear identifying name tags or
prospect in company uniforms such
as some of the franchises would
suggest. It's great for them, but not
for you.
You're there to sell yourself, not
your company.
If prospects know the purpose of
your call a mile away by the clothes
you are wearing, they are on the
defense before you even knock.
You need to set yourself apart from
the crowd as a professional.
As a general rule, always dress better
than the people you do business
with, that may even include your

colleagues. It's part of what you do
to become a winner.
And, lastly, you need a defined
purpose.
Never knock on a door to introduce
yourself as an area representative, to
make friends or to get a listing, but
to get a "Lead" to a listing.
The vast majority of homeowners
do not want an area representative,
new friends, nor are they planning
to sell the day you visit; so why
strike out three times.
But, the vast majority of homeowners are aware of their near future
plans of sale: one month to twelve
months off.
Your job in the field is to discover
an owner's near future plans to sell.
That is what we will call a "Lead" to
a listing.
If you follow the interview process
we'll soon review, you will achieve
success every day.
The odds are in your favor. Let's
take a look at the numbers again.
Odds in favor of your daily success:
numbers will vary, but assume 20%
of 100 homes will sell annually
within the area you are prospecting.
Your daily goal is to visit 25 homeowners per day (try for fifty).
The Principle Behind 25/50 is
this: Without Intensity there Will
be No Density.
If 20% of the 25 homeowners you
visit will sell annually, that means
you will actually talk to five homeowners that will sell during the next
twelve months: approximately one
listing potential every other month
all year from just 25 homes and
from only one day's effort, but who
expects 100% success.

Your daily goal is simple: obtain two
leads to a listing a day and go home
a "Success."
When your husband or wife asks,
"How was your day?," you can say,
"It was great, I had a very successful
day!”
Here's how you get a lead.
Remember our three basic goals:
(1) Prospect for leads. Seek owners
interested in selling sometime during the next year.
(2) Appear to be a professional,
because they'll list with the first
doable candidate once they've
decided to sell.
(3) Be there when needed.
As to basic goal #1... Prospect.
Because our approach is based on
professionalism, results and success
it's helpful to have had a recent listing or sale success within the area
you wish to prospect.
If you don't yet have such an experience, you might borrow an associate's recent success or merely pull
one from the multiple listing service
to reference during your discussions
with homeowners.
You'll know what I mean in a
moment.
To get started, simply choose a
neighborhood within which you
want to prospect for leads. Any
neighborhood will do, because we
only knock on a door once during
any calendar year. There are no geographical limitations.
Drive the area quickly to become
familiar with hazards, potential
problems, houses or streets you may
want to skip and plan your route.
Park your car and mentally prepare
for success. Affirm your success by
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reciting to yourself what I call our
door-to-door motivator:
"Someone in this neighborhood
wants to sell during the next
twelve months and I'm going to
find out who. Maybe it's the
owner in this house?"
If you recite that between every
door, you'll find your momentum,
energy and drive building as you go
door-to-door and with that, success
is assured.
Now, most important, get out of
your car and start.
As to basic goal #2... Be a professional.
Now that you are on the sidewalk
and you have all your tools neatly
tucked away, you are ready to begin
professional interviewing of homeowners for "Leads" to listings.
Let's follow a simple seven step
process: a sample script follows.
Step One: Knock on door.
I believe you'll agree with me that
this is important. Stand back from
the door so as not to intimidate the
homeowner and relax.
Smile and look alert.
Step Two: Introduce yourself.
Introduce yourself by first name
only. It's more friendly and besides,
who cares about your last name. Do
not mention your company name.
Prospecting differs from up-calls in
that people will be listing with you,
not the company.
Step Three: Present your purpose.
Your purpose is to tell neighbors of
a recent sale or listing in the area.
Step Four: Offer to help.
Offer to help them sell if they have
considered selling. At this point
expect a "No" answer.

Step Five: Back off.
Back off with defeat and allow the
homeowner to believe you might be
through. Let the owner relax.
Step Six: Interview for the lead.
At this point interview for your
lead: their near future plan of sale.

future, maybe during the next three
months, or six months, or twelve
months?

Owner:
Hi.

Have you thought about that?

Hello. My name is John. I sell real
estate here in “Orange.”

Owner:
No.

Dig deep for the truth.

John:
How long have you lived here?

Step Seven: Close on a "Yes" or a
"No" answer.

Owner:
Five years.

If you obtained a lead, sum up what
you will do with it. If you did not
get a lead, end the conversation
positively and leave.

John:
Five years. Boy, that's quite awhile.
Prices have really gone up since you
moved here, haven't they?

Here, with John again, is a
sample dialogue for a "No" lead
situation.

Owner:
Yes.

John:
Knock, knock.
Owner:
Hi.
John:
Hello. My name is John. I sell real
estate here in “Orange.”
We just sold your neighbor’s house
around the corner on Acacia Avenue.
It was listed for $639,000.
I’ve stopped by to see if it’s a good time
to talk about selling your house. I’d like
to help you get a good price too.
Are you thinking of selling?
While saying this, John turns and
points down the street toward
Acacia. The owner looks too.
Using this technique, John states
success, appears professional and
isn't wasting the owner's time. He
has also given the owner an instant
appraisal of their home

John:
Can I give you this card (John shows
prospecting card)? It has my number
on it just in case you should change
your mind.
Owner:
Sure. (Owner takes card.)
John:
Maybe you could put it at the bottom of
your junk drawer in the kitchen or on a
nail in the garage so you'll know where
to find me just in case.

John:

We just sold your neighbor’s house
around the corner on Acacia Avenue.
It was listed for $639,000.
I’ve stopped by to see if it’s a good time
to talk about selling your house. I’d like
to help you get a good price too.
Are you thinking of selling?
While saying this, John turns and
points down the street toward
Acacia. The owner looks too.
Using this technique, John states
success, appears professional and
isn't wasting the owner's time. He
has also given the owner an instant
appraisal of their home
Owner:
No, I'm not interested in selling.
John:
What about sometime in the near
future, maybe during the next three
months, or six months, or twelve
months?
Have you thought about that?

Owner:
Sure.

Owner:
Owner pauses.

John:
Thanks, good bye. Oh, by the way, do
you know of anyone in the neighborhood that might be thinking of selling?

Silence or pause is an indication of
acceptance or of a positive response,
so let the owner speak first; but
should the owner say no again,
make sure you dig for the truth.

I once had an owner take the card
from my hand, walk to his garage
and nail it on the wall. About nine
months later he called me off the
card to list his house.

Owner:
No, I'm not interested in selling.

Here, with John again, is a
sample dialogue for a "No/Yes"
lead situation.

John:
What about sometime in the near

John:
Knock, knock.

Yes, I have been thinking of selling.
John:
Yes!, that's great. I'm glad I knocked on
your door. Why are you thinking of
selling? What are your plans?
Discuss in some detail their reasons
for selling and continue.
Well, as you can see here (John flips
through his “Seller Services Portfolio”)
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there are a number of ways I can help
you sell your house.

The phone number, if not given, is
not needed at this time.

We can go through them now if you
have a few minutes; and, if you wouldn’t mind, I’d like to see your house?

Owner:
My name is Juliet Johnson and my
husband's name is Ed, etc.

Try for an on the spot inspection,
presentation, and close. If invited in
expect to close.

John:
Okay, thank you. Oh!, by the way, do
you know of anyone else in the neighborhood that might be thinking of
selling?

Owner:
Not now. I don’t really need to talk
about selling for a few months.
John:
Okay, that makes sense. What I like to
do whenever I run across someone like
yourself even thinking of selling, is to
mail this card once in awhile to remind
you of my interest in helping you do
that. I won't bother or pester you about
selling, but if I’m in the neighborhood,
maybe two or three months from now,
I’ll stop to see if you are in the same
place in your thinking. We, of course,
can talk about selling if you want.
John hands the owner his prospecting card and continues...
On the back of it, in my own handwriting, I'll briefly discuss one of the
many programs I have for selling your
house quickly and easily.
By getting these cards over a period of
time you'll get to know me. Then when
the time to sell comes, maybe you'll
think to talk to me along with anyone
else you know or talk to at the time
before you make your choice of agent.
Is that okay?
Owner:
Sure.
It's easy for the owner to say okay.
They think they’re off the hook and
that they've gotten rid of you.

I found that 90% of all the leads I
obtained became listings for me
within a year of getting the lead.

In order to beat the 95% rule we
must be there, at arm’s length, when
the owners are ready to put their
homes up for sale and it's very easy
to do.
We'll simply turn our prospects into
"Clients" through an effective three
step follow-up program.
Step #1: File your lead.
Simply prepare a file page on your
lead. The example shown is for Ed
and Juliet Johnson of 13732
Cambria Circle in Orange.

Upon your receipt of a lead, process
it into your "Farm" follow-up book
when you return to the office.

Itemize the date they expect to sell
along with any other pertinent
information. Then divide the page
in two for an accurate record of
visits and cards sent along with the
topic of each hand written message.

Note that this is the first time I used
the word "Farm" in reference to our
process of obtaining leads to
listings.

I recommend you use a simple three
ring binder instead of a computerized contact manager because of its
portability.

We do not practice the conventional
methods of farming. We prospect
only for "Leads" to listings.

While doing any variety of business
in the field, you'll always have your
follow-up book with you and when
you have a few minutes to kill, you
can peruse it for someone (a lead) to
stop in on for a quick visit.

Dig deep for the truth!
As to Basic Goal #3: Be There.

However, now the title, "The
Un/Conventional Farm," has some
relevance.
The leads are to be placed in your
follow-up book under the month
the owner expected they might put
their home up for sale.
If you are successful at obtaining
two leads per day, 20 working days
a month, times two months of dedicated prospecting, you'll have 80
leads in your follow-up book or
"Notebook Farm."

See the sample "Follow-up Page" at
the end of this workbook.
Step #2: Mail cards biweekly.
Take your prospecting card as you
said you would and flip it over.
Write a short personally hand written or printed note of some importance on it regarding one of your
unique sales and marketing services.
Send one to each lead every other
week.

Pulling out his note pad, John says:

You'll find it very interesting that the
80 leads will be nearly evenly distributed over all 12 months.

How could a prospect forget you
after receiving a dozen of these.

I can see your address here, but what's
your name? Would you mind if I had
your phone number?

This is your "FARM" for the rest of
the year. You can now STOP
PROSPECTING.

Open-face cards like this are easily
1000% more effective than letters or
printed brochures.

John:
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See the sample "Prospecting Card"
with message at the end of this
workbook.
Step #3: Visit your prospect.
Drop by about once a month,
maybe every fifth or sixth week, for
a short visit.
As you approach your prospects’
doors and they are out and about,
you may see them shaking their
heads, "No," so put them at ease by
saying something like this:
"I know you're not selling yet. I'm
just stopping by to see if you've
been getting my cards. Yes?, great.
Have you read them? Yes?, great
again. Then did you throw them
away? Yes?, that's good."
The point of the visit is to "be there"
more than any other agent, but for
your persistence to appear professional and serving in demeanor.
Some homeowners will become
friends and some won't. Make the
calls anyway. I remember one man
never let me in his front door. In
spite of that, one time while standing at his door the kitchen phone
rang. He answered it and I heard
him say, "I'll have to call you back,
because my real estate man is here."
That was as good as a signed listing
which I did receive a couple of
months later.
Americans love being clients, even
before a listing is signed.
As you approach the period of
expected sale, quit being a passive
professional and become pro-active.
Dive into action.
Your visits should be more frequent
and your discussions about selling
more pointed.
If it's true that owners list with the
first professional they meet once
they've made a decision to sell; well,

guess who knows when that time is
and guess who will show up at just
the perfect moment by following
this program?
You!, of course.
And Lastly.
During your prospecting effort
you'll knock on many doors where
the owners are out.
It's not practical to return, so if
you'll practice this little technique
your efforts will still pay huge dividends.
When no one answers, step back
from the door to a position where
most of the neighborhood can see
you.
Take one of your prospecting cards
and place it onto your “Seller
Services Portfolio” (if carrying it) to
use as a writing table. Write a relevant message about a recent listing
or sale within their neighborhood
such as this:
“I recently sold a home similar to
yours on Maywood Street for
$675,000. Can I help you?” Sign
your name.
Or...
"A home similar to yours recently
sold on Maywood Street for
$675,000. Can I help you?” Sign
your name.
After writing this message, walk
back to the door and place it where
it won't fall onto the ground. If
there is nowhere at all to hang it,
you can lay it on the porch in front
of the door, but don't put it in the
mail box, that is against the law.
You now have left a sharp, professional message and aroused neighborhood curiosity at the same time.
I have received numerous listings by
practicing this simple technique.
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In Closing
This workbook is about knocking
on doors for listings.
Within it I share ideas for gaining
“leads to listings” that you will cultivate into clients that choose to do
business with you when the time
comes to sell their homes.
But no amount of training or intellectualizing will account for much if
you don’t actually go out and do the
work.
Most agents, that might include
you, just won’t do it however good
the reasons.
As said earlier, they feel foolish or
needy or weak or vulnerable. Some
feel a sense of humiliation derived
from the humble experience of asking for business.
But among those that feel those
things and want to quit, they just
don’t get it: those are the positive
feelings winners at all levels of business feel while doing the things that
make them successful. We all feel
these things. They are not alone in
this.
Self-introspection and understanding are the keys to change and success relative to the handling of these
types of feelings.
This listing workbook, though complete in and of itself, cannot take the
place of a real live mentor nor can it
tie-up the loose ends of an always
evolving sales and marketing program or answer all questions.
It is for that reason I hope to visit
with you in person or at one of my
listing workshops – if in Southern
California – and possibly to conduct
an in-office workshop for you and
your colleagues anywhere within the
US or Canada.

The Bottom Line
The bottom line, still, is tied to
listing and selling success in the field
and not to how creative we can be at
our desks in front of our computers.
Waiting for clicks – from invisible
online customers – is like waiting for
the phone to ring; no way at all to
build and grow a business.
To increase and sustain productivity
for just about every agent in real
estate, a shift in both thinking and
training is needed that puts them
back on the street, into neighborhoods, in front of buyers and sellers
in the suburbs where business is
found and transacted.
We all – brokers, agents, and
companies – can increase our
profitability many times over by
establishing or reestablishing streetsmart listing and sales programs
oriented to the customer; online
marketing, invaluable and productive as it is, follows.
Possibly, my company, program
and I are the catalyst of change
you are looking for.
It is my mission to help all in our
business that I work with gain
advantage over the competition by
employing one or more of the
proprietary sales and marketing
programs we at Real Estate
Professionals Allstate Marketing
bring to the table

----------------------------------------

Al Lewis
Broker/Mentor
Marketing Professional
Since 1975
Professional Marketing
by Means of Our Standalone
Advertising Agency.
Real Estate Professionals World
Enterprise Marketing
Professional Sales by
Means of Our Top of The Mark
Real Estate Company.
Real Estate Professionals
Allstate Marketing
Career Opportunities.
TheRealEstateFellowship.com
714-744-0617
Copyright 2019 Al Lewis
DRE/00524259
The
Un/Conventional
Farm
First written in the early
1980s, edited every now and
then, and laid to rest here.
----------------------------------------

Supplements
and Pro Forma
Follow

I have thoroughly enjoyed sharing
these ideas with you and look forward to our meeting and working
together.
Be Courageous!
Al Lewis
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Supplements

Al Lewis / Broker
Personal involvement, efficient and systematic
methods will distinguish my service.
Call any time to talk.

Real Estate
Professionals Allstate
Marketing
Professional Real Estate Marketing
#1 in Personal Service

Sample In-Field Marketing Card
The card shown is a card I and my associates have used successfully
for many years. The personal nature of the card manifest through simplicity is the key
to the success you will experience with it (1) No eMail (2) No Websites (3) No Braggadocio.
It serves the purpose outlined within The Un/Conventional Farm.
Actual Size: 5” x 7”.

Hello:
Just a note to stay in touch.
One important part of my service
is agent contact:
Contacting the selling trade as
many times as is necessary to keep
them aware of your property.
I’m always nearby.
Call any time.

United
States
Postal
Service

Real Estate
Professionals Allstate
Marketing
714-744-0617

If your home is currently listed with a real estate Broker or Agent, please
disregard this invitation. It is not my intention to solicit the listings of other agents.
Dept. of Real Estate License No. 00524259.

Sample Hand Written Follow-up Note
The card shown is a card I and my associates have used successfully
for many years. The personal nature of the card manifest through simplicity is the key
to the success you will experience with it (1) No eMail (2) No Websites (3) No Braggadocio.
It serves the purpose outlined within The Un/Conventional Farm.
Actual Size: 5” x 7”.

Client Cultivation Topics
1. Each element of our "Twelve Step Home Marketing"
program, explained briefly in your own words:
A.. Effective price positioning.
B. MLS marketing for every office, ad and agent exposure.
C. Week-to-week open house marketing.
D. Specially assigned one-house sale professionals.
E. Advance cooperative negotiation techniques.
F. Customized for sale signs.
G. Targeted advertising.
2. Your careful inspection of the their property and preparation of a satisfactory listing form for MLS.
3. Your efforts to bring the property to the attention of other
sales professionals at regular sales meetings; especially those
of other firms who are dealing in similarly priced properties.
4. Your preparation and distribution of a written invitation to
selected brokers and sales professionals, inviting them to a
special trade showing of their property.

5. Your efforts to contact the selling trade as many times as
is necessary to keep them aware of the listing.
6. Your preparation of a complete sales management folder,
your record keeping process and follow-up plan to keep
them informed of progress in merchandising their
property and follow-up after sale.
7. Your efforts to obtain satisfactory financing in advance of
the sale to help make their property more marketable
when a buyer comes along.
8. Your obligation and intent to act at all times as their
selling agent, to present all offers, to act as a seller/agent
go-between.
9. Your intent to pay any co-operating broker a full selling
commission.
10. Recent “Just Listed/Sold” cards.
And... Any other relevant topics of interest to you
(1) Hand Written and (2) Briefly Stated.

Name
Address
City, State Zip
Phone
eMail
XL Date
Price
Cross Streets

Notes

Activity

Tax Mailing
Address

Hand Written Lead Management
Worksheet.

The 50/50 Plan
Weekly Listing Development
Activity Worksheet
Telephone M T W T F S S
Cold Calls
Just Listed Calls
Just Sold Calls
Expired Listing Calls
Leads Developed

Start

Finish

This Week’s Goal Oriented Achievements

Doors M T W T F S S
FSBO Doors
Exp. Listing Doors
Default/Frclr. Doors
Doors w/Owners
Door Hangers
Leads Developed
Mail M T W T F S S
Just Lstd/Sld Cards
Exp. Listing Cards
XL Orphan Cards
Top 300 Cards
Ref. Prospect Cards
Follow-up Cards
Up-Calls Received
Leads Developed
Miscellaneous M T W T F S S
Network Marketing
Lead Cultivation
MTN Marketing
________________
Leads Developed
Today’s Success M T W T F S S
Total Leads
Total Listings

Talking to people
about real estate is the
single cause of initial
and continuing sales
success. “Not” talking
to people about real
estate, on the other
hand, is the single
cause of a sale slump
and of failure.
Let’s brush aside
trivial details not really
related to success and
focus on the big issue.
Talk to fifty people
a week and, as Zig
Zigler says, “I’ll see
you at the top.”
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Congratulations! You are in the top "5%" of producers.

DOING GOOD
You are in the
top "20%" or so
of producers.
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DANGER LEVEL
You may do a few
transactions a year
if that's what you
want?

The 50/50 Plan: Fifty conversations about real estate
fifty weeks a year. Mark each level to move up.

Street Smart Listing. See You at “The Top!”

The 50/50 Plan
Listing Development Marketing Card
Fifty “In-Person ” Conversations About Selling Real Estate with Fifty
Never-Before-Met Homeowners Fifty Weeks a Year.
Start at the bottom of a new card each week by checking off a number for
each homeowner you talk with about selling to work your way to the top. Do
this until you gain fifty prospects you decide to nurture into clients. That may
only take one or two or three months to accomplish. That done you can stop
prospecting and concentrate on client development week-to-week. Expect to
list 90% of leads gained this way. List ten or twenty houses before you go back
into the field to replenish your prospect list.
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DANGER LEVEL
You may do a few
transactions a year
if that's what you
want?

The 50/50 Plan: Fifty conversations about real estate
fifty weeks a year. Mark each level to move up.

Street Smart Listing. See You at “The Top!”

Ready to Use 3 x 5 Card
Trim as Shown

The Perfect Day Worksheet
The Only Prospecting Plan You Will Ever Need to List
Fifty Houses a Year Working Part Time.
Start Dates

Telephone M T W T F S S
Cold Calls
Just Listed Calls
Just Sold Calls
Expired Listing Calls
Leads Developed

M T W T F S S

M T W T F S S

M T W T F S S

Doors M T W T F S S
FSBO Doors
Exp. Listing Doors
Default/Frclr. Doors
Doors w/Owners
Door Hangers
Leads Developed

M T W T F S S

M T W T F S S

M T W T F S S

Mail M T W T F S S
Just Lstd/Sld Cards
Exp. Listing Cards
XL Orphan Cards
Top 100 Cards
Referral Prospect Cards
Follow-up Cards
Up-Calls Received
Leads Developed

M T W T F S S

M T W T F S S

M T W T F S S

Miscellaneous M T W T F S S
Network Marketing
Lead Cultivation
MTN Marketing
________________
Leads Developed

M T W T F S S

M T W T F S S

M T W T F S S

Today’s Success M T W T F S S
Total Leads
Total Listings

M T W T F S S

M T W T F S S

M T W T F S S

Objectives per the “Formula for Listing Success” Workbook.
Identify your listing prospects. Know the difference between a potential and a prospective client. A potential client is any person that owns a home. A
prospective client is an owner that's volunteered their "Concession Deadline" to you relative to selling. That knowledge is considered a "Lead" to a listing.
Conduct any number of the lead-development activities shown above to obtain two leads per day until you develop a "Notebook" farm of 75 to 100 leads
per “The Un/Conventional Farm,” then stop. Pursue other interests with the time you had set aside for prospecting. Follow-up the leads obtained, keeping
in mind the "95% Rule," until you cultivate your prospects into clients and they list with you. Keep records of your activity.
The Perfect Day: Intensity Is the Rule.
On the days you devote to business development, once you begin, you cannot quit prospecting until you get two leads or list a house. Begin telemarketing
at 1:00 p.m. to warm up. Talk to 20 people about real estate: Street Directory Cold Calls, Just Listed or Just Sold Calls. After telemarketing, leave your
desk and drive to five or more FSBO's, Expired Listings or Default/Foreclosure doors. Talk real estate. After visiting five or more targeted prospects as
specified, drive to a prospecting-specific neighborhood and knock on doors for leads: talk to at least 25 homeowners. If you haven’t yet gained two leads,
return to your desk. Telemarket "Cold" again, or call Expired Listings up to 9:30 p.m. Focus. Do not quit until you gain 2 leads. Once leads are gained,
cultivate your leads into clients. Mail follow-up cards to all leads biweekly and visit every 3rd week until your prospects become clients and list with you.
To reiterate, once you place a prospect within your “Notebook Farm,” be consistent with your contacts. Regularity indicates reliability and will earn listings. And
lastly, select a regular mail day for passive marketing mail activities: send “Just Listed/Sold” cards somewhere every week.

www . Top of The Mark Real Estate . com
Copyright 2019 Al Lewis

The Top Job in Real Estate
How to Use Intelligence and “Not” Time and
Money to Get to Where You Want to Go in Real Estate.
How to Grow Status and Wealth in Real Estate by
Out Listing the Competition in Affiliation
with Broker/Mentor
Al Lewis
Start-up Pro Forma
Follows

The Top Job in Real Estate
How to Use Intelligence and “Not” Time and Money to Get
to Where You Want to Go in Real Estate.
Join the Real Estate Fellowship / The Real Estate Fellowship, initially, is a teamoriented apprenticeship to a work for all (1) Associates (2) Marketing Partners and
(3) Protégées and a retooling platform for brokers and agents long in the business but not working effectively at the Mainstream level of the market or by cause
or circumstance not in an effective listing program at this time.
Working at arm’s length with broker Al Lewis in the field, in houses, listing and
selling you will learn firsthand by direct observation and the doing an easier,
more pleasurable, more efficient way of getting and doing business.
We in the Fellowship do not chase REOs, Short Sales, NODs or Loan Mods, nor
do we seek discount-oriented buyers; instead we seek high quality equitypositioned sellers, qualified buyers and quick closings.

Learn from Broker Al Lewis How to Be “In” the Market within Seven Days
of Affiliation and How to Have Your First Listings in Partnership with
Broker (Al Lewis) within Thirty.
The introductory/sign-up meeting offered on the following page is a mini seminar itself for listing and selling.
You will see (1) The Real Estate Professionals (Al Lewis’ personal) state of the art
in-house listing presentation (2) Our unique and extraordinary sales and marketing agendas (our marketing strategies) (3) You’ll get a look at our proprietary
radiant-outreach marketing program, essentially a self-generated multiple
listing service for marketing to both the multilevel-local and International community (4) You’ll see how we sell real estate by auction (5) You’ll see our exact
Victory Outreach marketing strategy for both fast-start and long-lasting success
listing at either the mainstream or top of the market wherever wanted (6) You’ll
see how we turn slow-sale real estate into fast-sale real estate and by doing that
cold-sellers into hot-clients (7) You’ll learn how we list independent of the competition irrespective of the influence or status of the dominant local Big Fish in a
Small Pond agents or companies wherever we choose to work and (8) You’ll grow
to understand the Real Estate Fellowship, the Marketing Partner and Protégée
programs, and how they work.
Change of Affiliation Required / Change of broker association is, as a general
rule, required of associates partnering with broker Al Lewis for the listing and sale
of mainstream housing.

Top of The Mark Real Estate
( .com )

The Top Job in Real Estate
How to Use Intelligence and “Not” Time and Money to Get
to Where You Want to Go in Real Estate.
Introductory Meeting.
You are cordially invited to visit with broker Al Lewis for a personal program introduction and sign-up meeting at one
of our regional offices or a place to be determined near you. No other persons will be present.
The meeting will be both a confidential interview and a mini seminar – How to Break-Into and Sustain Listing and
Sales Success at the Mainstream Level of the Market – for licensed persons seeking to expand their careers and
opportunities in that direction.
In the interest of sound business practice an initial one-time refundable good faith program development fee (a
security deposit) is required of all Marketing Partners and Associates by broker upon association. All associates
become members of The Real Estate Fellowship and henceforth known as Fellows.
The Good Faith Program Development Fee is – Refunded in Full – on the First Transaction.

Participation Structures Range as Follows:
Easy Start Trial Membership / $495
Support / (1) The Mentor/Protégée Relationship (2) Materials (3) Documents (4) Training (5) The Seller
Services Portfolio (6) The Infield Sales and Marketing Card (7) The Wealth Agenda: Our Business Plan
(8) Leads, Lead Book and (9) Listings Gained for Partner/Protégée by Broker.
Partner/ Protégée commission at this level of membership is as follows (1) A 30% share of listing fees
gained when broker partners-with or gains a listing for a partner/associate and (2) A standard 80/20
split (80% to associate/20% to broker) on all transactions completed by associate-licensees of
broker independent of broker’s personal in-house listing facilitation services.

Striver’s Membership / $995 for the same support and a 40% share of listing fees gained when
broker partners-with or gains a listing for a partner/associate.

Partner’s Membership / $1495 for the same support and a 50% share of listing fees gained
when broker partners-with or gains a listing for a partner/aassociate.

Achiever’s Membership / $1995 for the same support and a 60% share of listing fees gained when
broker partners-with or gains a listing for a partner/associate.

Top of The Mark Membership / $2495 for the same support and a 70% share of listing fees gained
when broker partners-with or gains a listing for a partner/associate.
The No Toes Doctrine / It is the policy of Broker Al Lewis not to step on anyone’s toes. Therefore, if Fellow’s license status is, under certain circumstances,
independent of Broker Al Lewis and/or Real Estate Professionals of Southern California, it is agreed that the compensation split stated above applies to the
portion of commission paid to Fellow by Fellow’s broker-of-record after the broker’s portion and applicable costs determined by Fellow’s broker-of-record
relative to (1) The closing of a transaction and (2) The intricacies of their associate-licensee agreement relative to transaction costs have each been determined
by Fellow’s broker-of-record and deducted from the gross commission due Fellow. Compensation is paid by a commission disbursement order out of escrow.

Because we in the Fellowship do not Farm, Advertise, Network, Buy Leads or rely on Online Marketing to grow our
listing inventory there are virtually no ongoing month-to-month costs for being active with broker Al Lewis in the
Fellowship; nor are there any costs required of Partners and Associates for marketing co/op listings once gained,
these costs accrue to broker Al Lewis exclusively during the listing period and are shared only upon a successful sale
and closing of a subject property.
Fellow earned Buyer’s Agent Fees are not split with Broker when Fellows are Independent Affiliates (either brokers or
licensed under a broker). At the Partner level or higher, Broker earned Buyer’s Agent Fees by Al Lewis when upon the
transacting of sales on co/op listings are split 80/20 with Fellow: 80% to Broker/20% to Fellow; the result of this is a
true Partnership not offered elsewhere.

How to Arrange a Personal Introductory/Sign-up Meeting.
Call on broker Al Lewis direct to confirm your receipt of this program introduction, your acknowledgment of the membership requirement, and to request a meeting date, time and place. You’ll always be glad you took action on this.

Real Estate Professionals Allstate Marketing
www . Top of The Mark Real Estate . com
714-744-0617

Thank You

