
A Better Road  
to Success
How Geographic Farming Succeeds  
Where Online Lead Generation Fails

MorrisMarketingGroup.com

https://www.morrismarketinggroup.com/


A BETTER ROAD TO SUCCESS 2

These days, many real estate agents look to the internet to 
generate leads. However, this singular approach to building a 
truly successful real estate career is fraught with problems. 

First of all, the quality of leads generated online is low. 

Secondly, relying mostly on online leads creates a lifestyle 
problem. 

Most real estate agents would describe themselves as 
marketers and networkers. They want to work with people 
and prefer to get business via referrals, repeat business, and 
word-of-mouth. However, the nature of online leads is such 
that agents must spend most of their time following-up on low-
quality leads and trying to hard-sell them. That’s an exhausting 
and ultimately disheartening way to build a business.

Fortunately, there is a better path to generating leads.

In this white paper, we’ll discuss how geographic farming not 
only generates a consistent flow of good leads likely to convert, 
but also helps you build the kind of real estate career you’ve 
always dreamed about.

According to a study by T3 Sixty (the top tech 
consulting firm for the real estate industry) only 1% of 
online leads actually converted into a sale last year. 
Of course, that means that 99% of those leads went 
nowhere. As a result, real estate agents wasted a lot 
of time and money — not to mention endured a lot of 
frustration — to no end.
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A Closer 
Look at  
Two Paths

To better understand the realities of online 
lead generation versus geographic farming, 
let’s look at two scenarios.

Imagine you’re focusing on a geographic farm 
that has great potential and is a good fit for 
you. Over the past year, you’ve been building 
relationships with residents in that community. 
They hear from you each month by way of a 
terrific direct mail newsletter; annually through 
a community event you host; and, throughout 
the year from occasional calls and visits.

Today, you’re reaping the benefits. You’re 
increasingly seen as the go-to agent for 

that area. Residents know you and are 
recommending you. When someone is ready 
to sell, you’re often the first agent they call. 
Sometimes, you’re the only agent! 

The leads you’re now generating from your 
geographic farm often convert. 

So, you spend your days following-up on great 
leads and referrals, working with clients, and 
closing deals. It’s a work-lifestyle you love. 

And, the best part? Your geographic farm 
is becoming an asset that will predictably 
generate high-converting leads for years  
to come.
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Now let’s look at a  
different scenario...
Say you’re relying on online lead generation. These leads 
are from people who are clicking ads, searching Google, 
filling out online forms, inadvertently landing on your 
website, and so forth.

As we’ve already pointed out, these leads have about a  
1% conversion rate. How does that impact your income and 
work-lifestyle?

You’re spending most of your time following up on 
leads that go nowhere.

You’re mostly prospecting and selling, rather than 
networking, marketing, and working with people. (In 
other words, you’re chasing leads rather than building 
relationships.) 

In order to make more money, you need to work longer 
and harder. 

You’re constantly fighting competitors to get listings. 
(Online prospects often consider multiple agents.)

You’re not truly building a bright future. Instead,  
you’re running on a lead-chasing treadmill, just trying 
to keep up.

And, it gets worse.

Studies show that if you don’t follow-up with online leads 
immediately — within an hour! — the chances of converting 
that prospect falls to almost zero. So, you have to either 
drop what you’re doing when a new online lead comes in 
or have a team of associates following up for you.

Lead Conversion Probability
Lead conversion probability plays an enormous role in your income 
and lifestyle. Basically, if you’re generating leads that are high-quality 
and low-competition, you’ll land more clients. In addition, you’ll spend 
less time chasing leads and more time working with clients — which 
may be the reason you got into real estate to begin with.

Geographic Farming Leads: 

Online Leads: 

High-quality, low competition.
Lead-conversion probability:

Low-quality, high competition.
Lead-conversion probability: LOW

HIGH
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Your goals, strengths and personality are an 
important consideration when choosing how 
to generate leads. 

 

The reason is that most agents are essentially 
relationship-based practitioners who want 
to meet prospects, help clients, and sell 
properties. They want to build a career where 

they’re establishing and nurturing relationships, 
building their network, and attracting — rather 
than chasing — leads and referrals. 

They don’t want to spend most of their 
time running down cold leads and trying to 
convert them.

If you think of yourself as a relationship-
based practitioner, then geographic farming 
is a much better fit. It can bring in the steady 
flow of leads you need, help to build your 
income, and get you doing more of what you 
want: working with people, closing deals, and 
building your income.

Online Lead Generation 
May Not Align with your 
Goals and Personality

In its research, T3 Sixty found that 86% of real estate 
agents are not suited to cultivating or managing online lead 
generation successfully (with the exception of teams).
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You “know” your  
future client
Have you ever received an enquiry from 
someone that you later determined would be 
an unsuitable client for you? Most agents have. 
That’s what makes geographic farming unique. 
You know who your clients are going to be in 
advance. You know the properties where they 
live, their demographics, their average income 
levels, and many other characteristics. 

This not only gives you peace-of-mind in 
knowing the type of people you’ll be working 
with, but also enables you to tailor your 
marketing and communications so that you’re 
even more effective at getting those leads. 

You probably know at least some of the basics of geographic farming. But it’s  
important to have the complete picture of what this marketing tactic can do for 
you before jumping in. Here’s the rundown: 

The Advantages  
of Geographic Farming

ADVANTAGE 1
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You’re building an asset
When you work a geographic farm, you’re 
building a lead-generating asset that can 
feed you new business for years – even 
decades. Instead of pouring your marketing 
budget and energies into an internet black 
hole of one-time “clicks”, you’re investing in a 
marketing approach that pays off, because 
you have a realistic opportunity to achieve 
leader status in a community. 

ADVANTAGE 3

More focus and certainty
When you target a geographic farm, you’re 
basically becoming a big fish in a small pond. You 
can stand out more easily, and build your brand 
in that community faster. You can’t do that on 
the internet. Online, you would be like a minnow 
trying to stand out in the Atlantic Ocean! 

When you’re geographic farming, you get noticed 
by prospects because you’re appealing to what 
matters to them the most — where they live.

ADVANTAGE 2

You’re building your 
reputation and brand
How are reputations built? Through repetition! 
The more a resident in your geographic farm 
hears about you and the great work that you 
do, the more they’ll come to like and trust you. 

When you focus on a geographic farm, and 
send residents a direct mail newsletter each 
month, that repetition grows your reputation 
with those people. And, when one of them is 
ready to sell, you’re the agent most likely to 
get the call.

ADVANTAGE 5

You’re saving time  
and money
The great thing about geographic 
farming is that you can systematize your 
communications with residents. That saves 
you a lot of time and money. 

The approach proven to work best is a 
monthly direct mail newsletter, along with a 
community event or sponsorship each year. 

ADVANTAGE 4

You’re not on a lead 
chasing treadmill!
As explained earlier, leads from geographic 
farming tend to be high quality with little, if 
any, competition. In many cases, you’re the only 
agent the homeowner is considering. And, even 
if you’re not, you’re likely at the top of the list. 

This means you won’t be exhausted trying 
to chase dozens of leads each month that 
go nowhere. Instead, when a lead comes in 
from your farm, you can expect it to be from 
someone who knows, likes and trusts you. 

ADVANTAGE 7

You’re working  
more efficiently
When you focus on a geographic farm, you’re 
working a tight area, perhaps close to your 
home. That makes seeing prospects, helping 
clients, and selling properties a lot easier.  
You’re not all over the place. 

ADVANTAGE 6
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Building a Geographic Farm
If geographic farming is a lead-generating 
tactic you want to embrace, how do you  
get started?

The first step is to find a neighbourhood in 
your marketplace that will become your focus 
area. Deciding on the WHERE is crucial. 
Ideally, you want to pick a farm that has the 
following qualities:

Good personal fit. Is this the 
demographic you feel you can work with 
best? Are you adaptable to this group of 
people? Will you be motivated to work 
this area and with these residents? Is this 
an area where you want to make a name 
for yourself and be the go-to agent?

Sufficient turnover rate. The last thing 
you want is to invest your energies in 
an area that only gets a few listings 
each year. You need to take a look at 
the history. How many properties have 
sold in previous years? What you’re 
looking for is a minimum 3% turnover 
rate. So, if the area has 1,000 homes, 
then it needs to have an average of 
30 listings a year in order to be a 
candidate for a farm.

Decent size. An area with just 100 
properties won’t get you far. You want a 
geographic farm that’s large enough to 
bring in some good business for you each 
year, yet not so big as to make it difficult 
for you to stay loyal to your marketing 
budget over a 12-month period.

Relatively low competition. Just because 
there’s some competition doesn’t mean 
the farm won’t work for you. In fact, there 
are likely to be a few other agents who 
are active in the neighbourhood. Take a 
look at what they’re doing. Find out who’s 
selling and determine their market share. 
If there is no dominant player, you could 
fill that spot –especially if you use the right 
geographic farming system.

Where do you find areas worth considering? 
Research is key. There are many sources of 
information and data that can give you the 
insights you need in order to choose the ideal 
geographic farm.

Canada Post has an excellent online tool, 
called Precision Targeter, that can give you 
the number of households in a particular area. 
It’s meant for direct mail marketers so, to use 
the tool, “pretend” you’re planning a mailing 
and go through the steps. In just a minute or 
two, you’ll see a page with valuable insights 
into the area you’ve selected.

Another way to research a farm is to spend 
time there. Drive around or, better still, walk. 
Get a sense of the community. If possible, talk 
to some of the residents. Ask yourself: “Are 
these people I would love to have as clients?”

https://www.canadapost.ca/cpotools/mc/app/tpo/pym/targeting.jsf
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Making Your 
Farm Work  
— For You

The key to geographic farming success is 
communication. You need to communicate 
regularly with the residents. That’s how you 
build relationships and quickly come to be 
seen as the agent-of-choice for the area.

The challenge is to breakthrough in our 
communication crowded world. So, every 
contact you make with residents in your 
geographic farm needs to stand out, get 
attention, and make an impression. There 
will likely be competitors in the area, so your 
communications must also differentiate 
you. You want residents to see you as the 
most qualified choice given your focus on 
their neighbourhood and the value you 
consistently add.

How do you do that?

Timing is crucial. The ideal frequency for 
staying in touch with people in your farm 
is monthly. That’s proven to be the right 
communication rhythm for building trust.

Longevity is also important.  
Geographic farming isn’t something you try 
for a few months and then drop. It’s a long-
term investment that may get small returns 
at first, but eventually pays bigger and bigger 
dividends each year. So, you need to stay  
with it. (Commit to an initial timeframe of  
12-24 months.)

The right communications plan is essential. 
You need to stay in touch with a combination 
of a community-focused direct mail newsletter, 
personal calls and visits, and community 
exposure though local events and/or activities.

Keys to Geo Farming Success
• Do it monthly.

• Stay with it for the long-term.

• Add value with each communication.

• Use a good marketing system.
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Your Communications Plan
Let’s take a look at the three components 
of a winning communications plan for your 
geographic farm.

Your direct mail system.
Direct mail is, by far, the most effective way 
to reach, engage and build relationships with 
residents of your farm. The form this should 
take is a newsletter that is clearly focused 
on the community and packed with market 
updates, news, and how-to articles — as 
well as your personal message. This type of 
communication makes it obvious that you take 
a genuine interest in the area.

It is also the kind of community-focused 
communication that stands out and gets read. 
It consistently positions you as the clear choice 
for residents when they need real estate help.

It is also important that your farming 
newsletter:

• Provides an eye-catching design.
• Features your picture and brand.
• Contains original content, professionally 

written.
• Offers high-value articles, news and other 

information residents will be eager to read.

Your geographic farming newsletter should 
also be customizable, so you can include 
featured listings and solds, local business 
recommendations, community events, client 
stories, testimonials and more.

This type of newsletter creates a consistent, 
recognizable pattern in the minds of residents 
and establishes your reputation as the “local” 
specialist — the agent who is the most active 
and knowledgeable in the community.

It also creates a positive vision of what 
residents can expect when they work with 
you. They think: “If this agent is adding so 
much value each month, imagine the value 
they’ll bring when I need to sell my home!”

Personal Contact
Nothing beats the impact of an in-person 
connection. So, as often as possible, connect 
with community members with a phone call 
or visit, or simply by introducing yourself 
when you happen to run into a resident in the 
community. This helps residents feel like they 
know you. They can more easily put a face to 
a name.

When chatting with residents, add value. 
The easiest way to do that is to always have 

something helpful to say about the local real 
estate scene. That will instantly position you 
with them as an agent who’s helpful, focuses 
on their community, and cares.

For example, when you meet a resident, you 
could say something like, “Did you know 
the average selling price for homes in this 
neighbourhood increased 5% this year?” That 
may spark a conversation that turns into a 
new listing or referral.

Other ideas for adding value when you speak 
to residents include:

• Inviting them to your community page on 
Facebook.

• Telling them about a local event you’re 
organizing. (For example, an October 
pumpkin giveaway.)

• Confirming that they’re receiving your 
newsletter, and explaining that it contains 
valuable information.

• Asking if they have any real estate 
questions you can answer for them.

• Letting them know about your website, 
and pointing out helpful blog posts and 
videos you’ve posted.

If you’re just starting out in your farm, doing 
some active door-knocking can be a quick 
way for residents to get to know you. A great 
way to break the ice is to prepare a handout 

COMPONENT 1

COMPONENT 2
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to offer to those you meet. Rather than being 
overly promotional, create a handout that 
contains information that’s valuable to them, 
such as information on properties that have 
sold during the year. That will further position 
you as the agent who takes an interest in  
the neighbourhood.

When chatting with residents at their door, ask 
if they’d be interested in being kept up-to-date 
on properties that get listed for sale in the 
community. If they would, get their personal 
details: name, email and phone number.

Community involvement
The more involved you become in the 
community; the more residents will consider 
you their first choice for real estate help. 

Events are a powerful way to quickly raise 
your profile. 

For example, there are many types of events 
you can produce, host or sponsor.

• Local sports team sponsorship
• Community association  

participation/sponsorship 
• Fundraising volunteerism (working  

with local schools, charities or  
community groups) 

• Pumpkin giveaways
• Clothing collection for charities
• Neighbourhood scavenger hunts 
• Community BBQ or picnics 
• Movie night events
• Neighbourhood park clean-up
• Sponsoring enrolment for kids in a first aid 

course
• Food drives
• Neighbourhood yard sales
• Local coffee shop meet & greets

Use your imagination. The opportunities are 
almost endless. 

Community events are not only an effective 
way to become more known in the community, 
they can also be a good source of leads 
outside the area. People bring friends and 
family to events.

Remember, you don’t necessarily need to go it 
alone. Explore partnering on an event with a 
local business or other professional (such as a 
mortgage specialist.) That way you still reap the 
benefits of this strategy while sharing the load.

COMPONENT 3

Reverse Door Knocking
Try this technique for allowing residents to meet you on your website with online 
video interviews or market updates. See it as an introduction for the houses where 
residents are not home, or who don’t answer the door. Have a lead capture form 
where your video is inviting residents to submit questions or ask for advice.



In this white paper, we compared online  
lead generation to geographic farming.  
As you learned, each approach has its  
unique characteristics. 

If you rely solely on online lead generation, 
you can expect to spend a lot of time 
following-up on and attempting to convert 
low-quality leads. That may work for you if 
you’re the type who enjoys to be constantly 

selling — and you have a team that will do 
the rapid follow-up required.

But, if you’re the type of real estate agent who 
is more relationship-focused, and prefers to 
generate good quality leads and referrals from 
your network, geographic farming is a better 
fit. It will enable you to generate higher quality 
leads, while making your business future more 
predictable. You’ll also enjoy it more!

So, if you’re ready to 
jump into geographic 
farming, you now 
know what to do.

• Pick a viable farm that’s a good fit for you.

• Communicate with those residents monthly,  
with your core lead tool being a good geographic  
farming newsletter.

• Commit to that farm initially for 12-24 months. 

We can help. Our geographic farming system is used by 
agents throughout Canada. It’s automated. It’s done-for-you. 
It works. 

For more information, visit our website.

Is This  
Path For 
You?

Toll Free: 1.800.308.6134
Email: realestate@MorrisMarketingGroup.com

MorrisMarketingGroup.com

https://www.morrismarketinggroup.com/success-systems/geographic-farming-system/
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