Special Report:
Ugly Yellow Sign Power
Ugly Yellow Signs. Even the name is ugly. I hope this 13-page special report for By Referral Only Community members about the use of Ugly Yellow Signs will help you become more comfortable with this unusual concept, because it is powerful. 

I urge you to print this report out. It’s too long to be able to read and really absorb on a computer screen. Take it home. Over a cup of coffee, sit down in your most comfortable chair and take 15 minutes to read this report. It will change the way you do business. Your business will become easier, more dependable, and more systemized. 

Terry Hunefeld
San Diego, California
October 2002


If You’re Still Using Traditional Real Estate 
For-Sale Signs, You’re Costing Yourself Thousands of Dollars in Commissions Every Year
Many real estate companies think that buyers will call just because there is a company for-sale sign in front of a listing. The mindset is that a single for-sale sign standing alone in the front yard of a listing is “the way that it’s done.”

Traditional signs do get some calls. But are they generating numerous showings for the seller? Do they result in you meeting and signing up new buyers to buyer agents? Do they produce calls from neighbors who want information on your marketing programs?

Traditional for-sale signs are so ingrained in our business that most agents can’t even conceive of doing things differently. But here’s the bottom line: If you’re not getting dozens of good calls off your signs – and picking up at least one or two new buyers for every listing – you’re throwing tons of money out the window.

Step away from your traditional thinking for a moment. Imagine if Coca Cola changed all their ads to just saying, “Drink Coke because it tastes good. It’s the best.” No songs. No jingles. No young people singing and having fun. No pizzazz. Just “Drink Coke because it tastes good.” Period.

How long do you think Coca Cola would stay in business with that type of bland, unemotional advertising? 

But isn’t that what most real estate signs say? “For Sale. DeBartolo Realty. 457-8900.”

Wow! Doesn’t that really light your fire?

“Oh, but it looks good!” some agents say. Well, looking good and 50 cents will get you a roll of Lifesavers, and that’s it.

Why are you in this business?

1. To look good, or 

2. To build a professional career. To make a good living and have time on weekends and evenings to spend with your family, spouse, kids, or to just take time – lots of time – for yourself. 

If you want to have time to spend with your family – or doing the things that you like to do – and experience explosive growth in your business, then read on with an open mind. 

In defense of agents using traditional signs, they probably don’t use them because they made a conscious decision to be “looking good.” They didn’t get into the real estate business and say, “I’m only going to do things that make me look good.”

Most agents stick with the “one-traditional-for-sale-sign” approach because that’s the way everybody else does it. They’re afraid to do anything different because of what their competition might think. They don’t want to “rock the boat.”

Let me ask you this: Do you think for one minute that Coca Cola cares what Pepsi thinks about their marketing? Does Ford care if the people at General Motors like their ad campaign? Of course not! Only one thing matters to professional marketers – results!

And if you’re using only one traditional for-sale sign in front of your listing, you’re not getting the results that you could, or that your client deserves. Numerous studies have shown that your traditional for-sale sign is lost in a bewildering tangle of political campaign signs, school election signs, roofing company signs, siding company signs, painting and decorating company signs, and real estate signs. Your sign is one of hundreds of yard signs that the consumer passes every day. 

To be frank – consumers tune you out!

The Most Costly Mistake Made by Agents:
Using Only One Traditional For-Sale Sign
On Their Listings
When you list a nice home in a good neighborhood, the telephone usually begins ringing when you put up your traditional for-sale sign. This is great, as long as (1) the listing is in a “hot” area, and (2) it’s a really pretty home, and (3) it’s the right time of year, and (4) the market is good...etc....etc. 

You get the point. 

Some listings will attract lots of calls and sell quickly no matter what you do. Unfortunately, only 10-20% of your listings fall into the “hot listing” category. Another 20-30% of your new listings will draw calls from a traditional for-sale sign for a short period – and then, after a week or two, the calls dwindle.

The balance of your listings are hard to sell. The signs don’t get calls. The ads don’t get calls. Open houses are ineffective. 

In just a minute you’ll find out exactly what to do to at least triple the number of good sign calls and leads, or to put it another way – how to obtain at least a 500% increase in the number of buyers calling you and asking you for information on this home and other homes. 

Why Traditional Signs Draw Poor Response
First, we have to talk about the real problem facing our traditional for-sale signs. 

Traditional signs are a holdover from the old days when houses rarely were listed for sale. Prior to 50 years ago, many people rarely sold their homes on the open market. The family home was passed on to the children – or sold to relatives or friends. It wasn’t until after World War II that our society became more mobile – and home sales more common.

Prior to 1940, a home for sale was a highly unusual sight. The neighborhood would be buzzing with the news: “Did you hear the Andersons are moving?” Back then, the traditional real estate for-sale sign would create a stir throughout the close-knit neighborhoods because there were virtually no other homes for sale. 

Very little has changed in the traditional real estate for-sale sign since the 1930s. The graphics and colors may be different – but the information on the sign has remained virtually the same. Today, for-sale signs are so common that they blend in with the neighborhood. Many don’t even say “For Sale”! 

For example, let’s take Greystone Realty. They have the very finest stationery, sleek business cards, and big ads in the newspaper. Their signs are an elegant gray with dark blue lettering – a work of art. The copy on their signs says (oh, so understated!), “Greystone. 244-8050.” That’s it. Somehow they expect passers-by to know that the sign means, “Greystone Realty – This House Is For Sale” and not “Greystone Roofing and Siding.”

Don’t assume that every single passerby will know the names of all the real estate companies in town – or will be interested enough to call just because there is a sign. 

To Create Attention and Interest, a Sign Must Shatter 
“Advertising Protection Armor”
Every consumer today wears an ironclad shield of “advertising protection armor.” Safely ensconced in this advertising protection armor, his subconscious mind automatically filters and discards 98% of all advertising – unconsciously.

A traditional for-sale sign can no longer penetrate the shield of the modern consumer’s advertising protection armor. Some potential buyers do respond to traditional signs. But hundreds or thousands of consumers are oblivious to them.

Think in terms of your own life. Every day you’re inundated with advertising:

· Your clock radio wakes you by telling you to buy a new car from Lucky Dan’s Ford City. 

· Good Morning America tells you what to eat, drink and wear. 

· Your morning newspaper tells you where to shop and dine. 

· The minute you pull out of your driveway you’re confronted with signs in your neighbors’ lawns for roofing, siding, real estate, home remodelers and political elections. 

· The busier roads are crammed with signs and promotions in front of every business. 

· The expressway is choked with a glut of billboards. 

· Your car radio trumpets 20 commercial messages an hour. 

In this chaos of advertising, you see real estate for-sale signs only because you’re in the business. Don’t fool yourself into thinking everyone else sees them, because they don’t. 

To the average person, a real estate sign is just one more advertisement in the babble and tangled jumble of thousands of advertisements that he will be subjected to throughout the day. It’s the height of arrogance for us to fall into the trap of thinking that the most important thing on the minds of motorists traveling down a street is our real estate for-sale signs.

Please don’t call and tell me about that one-in-fifty listing where a sign call comes in that results in a good lead or a sale of your listing. Of course that happens once in a while. All of us have taken a call from the buyer who says, “I just saw your sign. I’m highly qualified and have lots of money and would like to buy a house.” Yes, this does happen... sometimes. 

But let’s be honest. When those few exceptional listings sell immediately and easily from a sign call, is it because of our super-intelligent and creative marketing? Would it have really made any difference whose sign was in the yard? Or were we just fortunate?

And what about the 80-90% of listings that don’t automatically sell? Where the agent is on the spot to perform! What can be done to maximize exposure?

Sellers Want One Thing: Action. You Owe It 
To Your Sellers (And Yourself) to Get 
The Utmost Exposure and Results From Your Signs!
For the more common listings, your marketing and promotion needs to be more than just a sign in the yard, an ad in the newspaper, and running a listing through the Multiple Listing Service. Do you really enjoy having to depend on the MLS to sell your listing? Wouldn’t it be nice to double or triple the number of your own listings that you sell yourself? How many sign calls do your traditional signs really get on average? Eight? 15? 25? And how many of those callers actually turn into buyers or real prospects for you? 

The sign principles that you’ll learn in a moment will show you how to increase the sign-call response rate five to eight times. That’s a 500% to 800% increase. If you’re getting between 15 and 30 sign calls now on a typical listing, an Ugly Yellow Sign will often increase that response to 80-350 inquiries. 

By applying direct response lead-generation principles, you should be selling at least 40% of your own listings, plus having buyers call you and ask if they can come into your office to talk to you about finding a home. When you sell your own listing, your seller benefits greatly by having you handle and control the sale. Nobody cares about the seller as much as you do. 

You benefit by earning both ends of the commission. Take a moment to do the math. If you sold 40% of your own listings this year, how much additional income would that mean to you in real, hard dollars?

Signs are Advertising
Properly used, Ugly Yellow Signs are the most effective and least expensive advertising for your listing. When you use these simple strategies you will generate ten times more leads and activity from $50 worth of Ugly Yellow Signs than from $500 worth of newspaper advertising. Dollar for dollar, there is no more effective way to increase traffic on your listings. 

If your signs are not bringing you twenty times as much business as your print advertising, you’re throwing your money into the street. Nothing is as powerful as the right sign. When you use Ugly Yellow Signs, your sign-call response skyrockets. The nice thing is that you won’t have to personally handle all the calls. The system will prescreen the callers for you. 

Many of these callers will turn into buyers. When you begin using nontraditional advertising, your chances of selling your own listing will go from 10% to more than 40%. For most real estate agents, that means an extra five to six transactions per year, or more than $20,000 in additional income. What is an extra five transactions worth to you in additional income each year?

Other Benefits of Ugly Yellow Signs are:
· Lower ad costs because you run smaller ads, more strategically. The benefit to you: more money left in your pocket. 

· Lower ad costs because your listings sell more quickly. The benefit to you: more dollars in your bank account. 

· A happier seller because his home sells more quickly. The benefit to you: happier sellers, more referrals and repeat business. 

· More impressed neighbors who see the marketing activity and the fast results with a “Sold” sign. The benefit to you: more business from the area and more referrals. 

· Less time prospecting for new business because more business will be coming to you. The benefit to you: a happier family because you’re home more. 

· You will have more time to creatively market rather than spend lots of time on the phone with nonpaying prospects. The benefit: a happier you! 

AIDA
The marketing formula for all types of advertising is called AIDA. This proven formula tells us what we must do to make signs far more effective than the traditional “image” signs.

AIDA = Attention, Interest, Desire, Action
Attention
You can get attention only by standing apart from the crowd. The way you stand apart from the crowd is by doing everything differently from everyone else. When you look the same as the average real estate company, you’re results will also be average.

The first objective of a for-sale sign is to attract attention. If customers don’t see your sign, it’s the same as no sign at all. 

Which type of for-sale sign do you think will attract the most attention? 

· An elegant, understated traditional for-sale sign, oozing sophistication (“Greystone”), or 

· Two signs, lined up side by side: 
1. One sign is your traditional for-sale sign. 
2. The second sign is bright yellow, and obviously hand-lettered. In neat, big, bold, black lettering it says: 

	FOR SALE
ZERO DOWN PAYMENT
FREE RECORDED MESSAGE
456-8888, EXT. 123


You may be saying, “Oooooh! Tacky!”

Why? Because it’s different? Because it’s unusual? Because it’s outrageous? Because nobody else does it?

Different. Unusual. Nobody Else Does It. Outrageous. These are precisely why you should use Ugly Yellow Signs! If your signs don’t attract every possible prospect’s attention, you’re wasting your time and throwing away your money.

Surveys show that 86% of motorists will see and remember two signs, one being brilliant yellow with hand lettering, while only 6% can recall seeing a traditional for-sale sign

The purpose of a sign is to attract attention. Two signs attract far more attention than one traditional for-sale sign. Remember, all the signs in the world won’t do you or your client a bit of good if the signs aren’t seen.
Also remember, you’re hired by the seller to create interest in his home. To promote his home. To attract attention and produce curiosity. In short, to market his home. 

Your fiduciary responsibility is to do everything that you can to benefit your client, the seller. Nowhere in the Realtor Code of Ethics is there a word about a duty to be “sophisticated” and “project a suave image.”

With that in mind, put yourself into the shoes of a consumer who drives down a road already cluttered with signs. He is wearing his advertising protection armor. His subconscious mind is filtering and discarding 98% of all advertising attempting to get through. 

You tell me – which type of signs do you think have the best chance of attracting attention?

The calls you are now getting from using traditional signs are only from a small percentage of the potential buyers out there. When you change your signs, you’ll be amazed at the increase in calls.

Still hung up on image? Which technique do you think best benefits the seller?

1. A traditional real estate sign that projects a sophisticated “company image” and gets 14 inquiries over a 60-day period. 

2. Two signs: Your company sign and an Ugly Yellow Sign that attract lots of attention and interest, and result in 50-100 calls in the first three weeks. 

Which marketing strategy best benefits you if you begin selling more of your own listings and capturing two to four new, high-quality buyers from each listing? 

AIDA = Attention, Interest, Desire, Action
Interest
If a potential customer sees a sign but is not interested, the effect is the same as not seeing the sign at all. It’s a wasted effort.

The elegant, understated traditional real estate sign does absolutely nothing to create interest. Some agents think they’re being tremendously innovative if they put a rider or insert on the sign that says “Low Down” or “Fireplace.” 

A real estate sign is a form of advertising. Remember that all consumers are traveling in their advertising protection armor. Consumers are tremendously resistant to all forms of advertising. 

The traditional real estate sign says (if a message gets through at all): 

“Hello. I’m for sale."
“I’m listed with a real estate company. If you call the number on my sign you’ll probably get a high-pressure salesperson who will try to talk you into buying me. 
“This will cost you all the money you have in the world and then some... you’ll probably have to borrow money from your Uncle Mortimer. And then you’ll have huge payments of more than you can really afford for 30 years or more.”
The traditional real estate for-sale sign does absolutely nothing to grab the interest and stimulate the desire of the potential buyer. There is simply nothing exceptional about a traditional for-sale sign – it’s lost in the quagmire of thousands of other tuned-out messages, thanks to the advertising protection armor of potential buyers. 

Contrast a traditional for-sale sign with the Ugly Yellow Sign formula:

FOR SALE 
ZERO DOWN PAYMENT
FREE RECORDED MESSAGE
456-8888, EXT. 123
Which do you think is more likely to get the interest of a potential buyer? Which sign is more likely to pierce the advertising protection armor that we all have built up around ourselves?

Can’t you hear a husband and wife talking to each other when they see the signs? “Hokie Pete, Gertrude, look at that! That has got to be a $500,000 house and it says ‘zero down payment.’ How do they do that?”

Now, you’ve created interest. 

AIDA = Attention, Interest, Desire, Action
Desire
Our potential customer has seen the signs. We’ve got his attention. 

First, we broke through his advertising protection armor and caught his attention. Second, the Ugly Yellow Sign is interesting, so he reads it. (He can’t help but read it!)

If all he does is keep driving, the sign has not accomplished its purpose – to create enough desire to lead to the action of picking up the telephone and calling your free recorded message. 

The copy on your Ugly Yellow Sign must do more than be interesting. Once you have the interest of the buyer, the words and phrases on the sign must create desire. And in all of our testing, all across the country, nothing creates more desire than these three words: ZERO DOWN PAYMENT. 

Let’s look at why. To create desire, you have to put yourself into the shoes of the perfect buyer for that particular home. 

You Have to Think Like a Buyer!
What do buyers want? 

Buyers always want more than they have now – or they wouldn’t be buyers. That’s what makes our real estate business go around. Depending on the area of the country, people are now moving on the average every five to seven years. 

Why do they move? Because they need to? Do they really need an extra 500 or 1,000 square feet? Do they need a fireplace? Do they need an attached two-car garage?

Of course not. We humans don’t need anything more than a simple structure to protect us from the elements. People in our society today don’t move because they need to move. They move because they want more. That’s the American way. Whether you agree with materialism and capitalism and consumerism or not, that’s the way it is in America. That’s reality. 

Americans are always in a state of wanting more. The only thing that gets in the way is money – affordability. If you can show the average American how he can get more house with affordability, you can create desire. 

Three Seconds To A Buyer’s Heart
Let’s say you just listed a cute $275,000 home. You’ve familiarized yourself with various zero down programs (MORE Document #5243, MORE Document #9082), have spoken to your favorite By Referral Only Lender about some specific programs, and can talk conversationally about several specific, different strategies a buyer can use to purchase your listing for zero down payment. 

Next, picture your perfect buyer – we’ll call her Mary. Mary does not perceive herself as being able to own a home. She and her husband, Bob, are living in a three-bedroom apartment with two children. There is no place for the kids to play. No garage. No place for the bikes. The laundry room is two buildings away.

Mary thinks she needs at least $40,000 down payment plus another $5,000 in closing costs to buy a $250,000-$300,000 house. She and Bob are both employed. They have perfect credit. Both have a 401k program at work. Both have more than five years on the job. They have $14,000 in liquid assets like CDs, money markets and savings accounts. 

That’s a still long way away from the $45,000 they were told it would take to buy a $250,000-$300,000 home. Therefore, their advertising protection armor never allows Mary or Bob to even see for-sale signs. 

Buyers have absolutely no idea about the dozens of home loan programs that exist to help them buy lovely homes for zero down payment. There are thousands of buyers driving by your listings every day that can afford them – they just don’t know it. Our industry is so busy screaming, “I’m number one!” that it does a terrible job of letting consumers know their options. And you haven’t been telling them either... until now.

Back to our story. Mary drives by your listing. She can’t help but notice the bright Ugly Yellow Sign:

	FOR SALE
ZERO DOWN PAYMENT
FREE RECORDED MESSAGE
456-8888, EXT. 123


Mary can’t help but see and read the sign – it’s ugly! It leaps past her advertising protection armor into her consciousness. You’ve got her attention.

Mary looks at the house – it’s lovely! She reads the “zero down payment.” She is interested! Mary would like to know more about the house, because she desires to live in a lovely house with a backyard for the kids – a basement with laundry hookups – and a garage for the cars. Now Mary desires the home – or at least desires to know more about it. 

This all happened in less than three seconds. 

The two signs attract Mary’s attention. The Ugly Yellow Sign attracts her interest. The package of house style, neighborhood and zero down payment terms creates desire. You’re more than half way there.

(Note: Any required APR information is put at the bottom of the sign in smaller but legible letters. It’s your responsibility to understand what is required by your broker, your franchise, your state and local regulators.) 

AIDA = Attention, Interest, Desire, Action
Action
The desire that you create must be enough to stir the prospect to action.

The messages that get by the advertising protection armor are still treated skeptically by the conscious mind of consumers. “It sounds too good to be true” is a feeling you’ve experienced – and consumers feel it all the time.

Remember, we’re real estate agents. There are a lot of seedy salespeople in our business. In some surveys, we’re right down there with used car salespeople and politicians!

You know the feeling of being afraid of getting talked in to something you don’t want by a high-pressure salesperson. What do you think most of the general public feel when they have to call a real estate office? At the very least, they’re afraid of becoming prisoner to a conversation from which they can’t gracefully escape. They don’t want to discuss their housing needs with a pushy agent that they don’t know.

That’s why we use the three most powerful words you can use in your marketing – free recorded message. 

Because in the three seconds that it takes to create desire, Mary’s conscious mind is already beginning to doubt the message. Her logical mind is saying, “It’s too good to be true, Mary. You can’t buy a house like that for zero down payment. If you call, you’ll get some fast-talking real estate agent who will talk you into something that you can’t afford.”

We have to make it easy for Mary to obtain more information about the property to satisfy her skeptical, logical mind. We have to lay her fears and doubts to rest. 

If you hope she will call your office or home to talk to you, you will lose 80% of your prospects. A free recorded message gives the prospects an easy, zero-risk, nonthreatening way to obtain more information. 

Mary desires the house at the terms advertised on the sign. Thirty seconds ago, she wasn’t even thinking of buying a home. If there had been a traditional real estate for-sale sign in front of the house, it would have never even registered in Mary’s consciousness! 

And if a traditional sign did somehow get by Mary’s advertising protection armor, her logical mind would have immediately squelched the idea: “You don’t have the $45,000 it takes to buy a home like that! Quit dreaming!”

But now Mary is cautiously optimistic. She wants to know more. 

This is marketing. You have created desire where seconds ago there was none. You have kept the skeptical, logical mind at bay for a moment. Now, you just need an easy way for Mary to answer some of the questions her logical mind is posing. 

You now need Mary to take action. It’s not enough to have Mary like and desire the home. We all desire things. We don’t always take action. That’s why you have to make it easy for Mary to get more information...easy to take action.

The whole purpose of a sign is to get the customer to call the your free recorded message. The sign can’t sell the house. The sign can’t handle objections. Its whole purpose is simply to get Mary to pick up the phone and call. To state it another way, you need Mary to write down the telephone number or call right now from her cell phone. 

Why It Works
The hand-lettered Ugly Yellow Sign uses the principle of not looking too polished. Did you every think about how noticeable “Garage Sale” signs are? Your advertising protection armor doesn’t screen out hand-lettered signs because they usually contain items of interest to you. This is precisely why the hand-lettered sign is so important.

When you put up your first Ugly Yellow Sign, you will be stunned by the results. Even though I’m telling you now that your sign calls will go up by a multiple of five to ten, your logical mind is telling you, “This just can’t be true!”

You won’t believe it until you try it. You’ll be amazed by the amount of interest you create. So will your seller. 

This Is Marketing! 
You’re getting through to the consumer! Can you see the difference between what you’re doing for this seller using an Ugly Yellow Sign rather than just putting up a traditional for-sale sign?

Ugly Yellow Signs are more likely to be seen, and they’re far more likely to be acted upon. What good is a sign if no one acts on it? 

A buyer is 10 times more likely to write down a free recorded message phone number and make a nonthreatening phone call than they are to call your office. 

A free recorded message hotline is the best way for your prospect to take action and obtain more information in an easy, zero-risk fashion.

All this gives you a huge increase in the probability of receiving a phone call after the prospect listens to your hotline. You have a far better chance of showing the listing. That makes for a much higher probability of selling your listing yourself.

The “Image” Myth
Are you still afraid that your competitors will say, “Ooooh. But an Ugly Yellow Sign! Ick! It’s not professional! It’s tacky.”

Don’t worry. You just smile and make your bank deposits. 

Let your competitors think what they want. Professionalism is a function of performance and results, not some preconceived notion of doing things the same old way. 

Different things motivate each prospect. Some may be renters. Some may be looking for a low down payment. Some may want to sell and move up but don’t believe they have enough equity. Some may think they can’t afford to buy or move up (when they really can). 

A traditional real estate sign with little or no information cannot possibly create desire in the minds of dozens of different types of potential buyers from different backgrounds.

Right now in your community there are thousands of buyers who qualify to buy a home or sell their existing home and move up. The problem is that they don’t know it. They think home ownership is far more costly that renting. Or they don’t know where to begin in selling their home and buying another. Or they think they can’t afford a larger or more elegant home. 

There is almost no way to get through to these buyers. Since they don’t feel that they can buy, they never read the Homes Magazines. They don’t attend open houses. They don’t read the “Homes For Sale” classifieds. They never call on traditional real estate for-sale signs. They don’t even see them! 

Signs are by far the most cost-effective method of getting through to potential buyers. 

Signs open up a whole new world of possibility to these folks – and to you.

Best wishes in all your marketing!

Terry Hunefeld 
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