GEOGRAPHIC FARMING 2.0

Al FARMING PROMPT PACK

25 practical prompts to research, plan, market, build community, follow up, and improve your geographic farm.

Replace anything inside [BRACKETS] with your real data. The more accurate the inputs, the more useful the output.

Important: Al should help you analyze, draft, organize, and repurpose. It should not invent MLS facts, homeowner
facts, market statistics, or protected personal characteristics.
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1. FARM RESEARCH + ANALYSIS

Prompt 1 - Farm Opportunity Analyzer

Best use: Use after completing the Farm Analyzer.

You are helping a real estate agent evaluate a potential geographic farm

Anal yze thi s nei ghborhood as a | ong-term geographic farnm ng opportunity. Be critical. Do not recomend the
farm sinply because sone nunbers appear positive.

FARM DATA:

Farm [ FARM NAME]

Cty / market: [CITY]

Total hones: [TOTAL HOMVES]

Annual sal es: [ ANNUAL SALES]

Turnover rate: [ TURNOVER %

Average sal e price: [AVG PRI CE]

Average DOM [ DOM

Esti mat ed annual conmmi ssion pool: [COW SSI ON POOL]
Conmi ssi on opportunity per househol d: [ OPPORTUNI TY PER HOVE]
Average ownership | ength: [YEARS]

Omner occupancy: [ OANER OCCUPANCY %

Top listing agent market share: [TOP AGENT %

Top 3 agents conbi ned market share: [TOP 3 %
Property consistency: [1-5]

Personal connection / proximty: [1-5]

Exi sting contacts: [ COUNT]

Annual farm ng budget: [BUDGET]

Farm Qpportunity Score: [SCORE]/ 100

Eval uat e:

Overal | attractiveness

Bi ggest strengths

Bi ggest risks

Conpetition

Sel | er opportunity

Li kel y homeowner segnents based only on supplied data
Recommended positioni ng

Best narketing thenes

. Suggested community strategies

10. Whether | should pursue this farmand why

CONOU AWML

Clearly separate what is directly supported by the data from strategic inference.
Identify any mi ssing data that could materially change the recomrendati on.
End with one recommendati on: PURSUE, PROCEED W TH CAUTI ON, or PASS.
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Prompt 2 - Compare Three Farms

Best use: Best used when narrowing 2-3 candidate neighborhoods.

Conpare the following three potential geographic farms as long-termreal estate farm ng opportunities.

Do not sinply choose the farmw th the highest turnover. Consider revenue opportunity, conpetition,
ownershi p patterns, budget efficiency, manageability, and nmy ability to becone rel evant.

FARM A:
[ PASTE DATA]

FARM B:
[ PASTE DATA]

FARM C:
[ PASTE DATA]

Rank all three from strongest to weakest. For each farm explain:
- Wiy it ranks where it does

- Best opportunity

- Biggest risk

- What woul d have to be true for it to succeed

- What additional data | should verify

Then tell nme which ONE you woul d choose if you were spending your own tinme and noney, and why.

Prompt 3 - Competition Analyzer
Best use: Useful after pulling listing-agent activity from MLS.

Anal yze the conpetitive environment for this geographic farm

DATA:

Annual sal es: [ COUNT]

Top agent market share: [ PERCENT]

Top 3 agents conbi ned narket share: [PERCENT]

List of listing agents and transaction counts: [PASTE]

Eval uat e:

1. Whether the market appears dominated, fragmented, or somewhere between
2. \Wet her one agent has neani ngful m ndshare

3. Wether multiple agents share the opportunity

4. How difficult it may be for a new farm ng agent to gain recognition

5. What | should investigate beyond M.S nmarket share

6. Arealistic conpetitive strategy for entering this farm

Do not assune M.S narket share equals narketing m ndshare.
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Prompt 4 - Homeowner Opportunity Finder
Best use: Great bridge from raw data to relevant messaging.

Based only on the nei ghborhood information below, identify the nost useful homeowner questions, problens,
and educational opportunities for a geographic farm ng canpaign.

DATA:
[ PASTE RPR / M.S / PROPERTY CHARACTERI STI CS]

Do not infer protected traits or personal facts about individual honeowners.

Separ at e:
A. Directly supported observations
B. Reasonabl e strategi c hypot heses that need validation

Then give ne:

- 10 homeowner questions worth answering

- 5 seller-education thenes

- 5 non-sal es communi ty/content thenes

- 3 ideas | should NOT assume w thout better data.
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2. 12-MONTH PLANNING

Prompt 5 - Build the 12-Month Plan

Best use: Use this to create the first draft, then customize it.

You are helping a real estate agent build a realistic 12-nonth geographic farm ng plan.

Use five channel s:
Mai |

Di gital

Per sonal outreach
Conmmuni ty

CRM / Fol | ow Up

o> ®P =

FARM

Homes: [ COUNT]

Average price: [PRICE]

Honmeowner characteristics: [ CHARACTERI STI CS]
Annual farm ng budget: [BUDGET]

Ti me avail abl e per nonth: [HOURS]

Primary goal : [ GOAL]

Create one core thenme per nonth and practical activities across the five channels.

Rul es:

- Keep the workload realistic for one agent

- Prioritize useful honmeowner education and conmunity val ue over generic self-pronotion
- Avoid repeating the exact sane tactic every nonth

- Include seasonal opportunities where appropriate

- Include at |east one seller-focused canpaign per quarter

- Estimate relative cost: Low/ Medium/ High

- Tell me what to renove if the plan becones too anbitious.

Prompt 6 - Build One Month in Detail

Best use: Use after choosing each month's theme.

Bui | d a conpl ete geographic farm ng canpaign for [MONTH] .

Core honmeowner problem [PROBLEM
Farm si ze: [ COUNT]

Budget for the nonth: [BUDGET]
Mar ket cont ext: [ CONTEXT]

Creat e:

- 1 mail piece

- 1 emil

- 1 short video

- 2 social posts

- 1 personal outreach activity
- 1 CRMfollowup task

- 1 optional comunity activity

Keep every piece connected to the SAME core nessage so the nonth feels |ike one canpaign rather than
random mar ket i ng.
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Prompt 7 - 90-Day Launch Plan

Best use: Excellent attendee follow-up after the workshop.

Create a realistic 90-day |aunch plan for a real estate agent beginning a new geographic farm

FARM DATA:
[ PASTE FARM SUMVARY]

Break the plan into:

Days 1-30: Setup + research

Days 31-60: Visibility + value

Days 61-90: Rel ati onships + optinization

I ncl ude:

- Dat abase setup

- First mail touch

- First market update

- Personal outreach

- Local /community activity
- CRMfoll ow up

- Content

- Metrics to track

Assunme | amone agent with limted tinme. Prioritize the highest-|everage actions.

Prompt 8 - Budget Optimizer
Best use: Useful for making the plan financially realistic.

Hel p ne all ocate an annual geographic farm ng budget of [BUDGET] across a farm of [HOVE COUNT] homes.

My priorities are:
[ PRI ORI TI ES]

Create a recommended annual allocation across:
- Direct mail

- Events/community

- Digital/content

- Print/signage

- CRM t echnol ogy

- Personal touches

- Contingency
Show:
- Dol lars

- Percent of total
- Estimated cost per househol d
- Wiich itens should be protected if | need to cut the budget by 20%

Do not assunme nore spending automatically produces better results.
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3. CONTENT + MARKETING

Prompt 9 - Market Update Repurposing Engine

Best use: Signature live-demo prompt.

Usi ng t he nei ghborhood M.S data bel ow, explain what it neans to a honeowner in plain English.

DATA:
[ PASTE ACCURATE M.S DATA]

Then repurpose the SAME core insight into:
Post card copy

Emai |

30-second vi deo scri pt

Facebook / | nstagram post

CGoogl e Business Profile post

Cal | tal king point

News| et t er paragraph

N0 >®PE

Rul es:

- Do not exaggerate the market

- Do not nake unsupported predictions

- Avoid Realtor jargon

- Make it hyper-|ocal

- Focus on why the information matters to a honmeowner.

Prompt 10 - Postcard Writer

Best use: Use for mail pieces throughout the year.

Wite a geographic farm ng postcard for homeowners in [ NEI GHBORHOCD) .

Topic: [TOPIC]
Goal : [ EDUCATE / EVENT / MARKET UPDATE / SELLER OPPORTUNI TY]
Tone: Hel pful, confident, |ocal, not pushy.

Creat e:

- Strong front headline

- Short supporting line

- Back-side copy under 120 words
- One clear CTA

- Optional QR-code line

Avoi d generic phrases |ike 'Thinking of selling? unless there is a specific reason to use them

Prompt 11 - Homeowner-Friendly Market Explanation
Best use: Helps turn stats into education.
Explain the followi ng real estate data to a honeowner as if you were speaking across a kitchen table.

DATA:
[ PASTE DATA]

G ve ne:

1. What happened

2. Wy it matters

3. What it does NOT necessarily nean

4. \Wat a honmeowner should pay attention to next

Use plain English. Avoid hype, fear, and industry jargon.
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Prompt 12 - 30-Second Neighborhood Video

Best use: Perfect for recurring neighborhood videos.

Wite a 30-second video script for a Realtor speaking directly to honmeowners in [ NEl GHBORHOCD) .
Topic / data: [TOPIC]

Structure:

- Strong first sentence

- One useful insight

- Explain why it matters

- Soft CTA or closing thought

Make it conversational and natural enough to say on canera. No cheesy Real tor | anguage.

Prompt 13 - Neighborhood Newsletter Builder

Best use: Useful for quarterly or monthly newsletters.

Create a conci se nei ghborhood newsl etter for [NEI GHBORHOOD] using the information bel ow
I ncl ude:

- Short market update

- One useful honeowner tip

- One local/comunity item

- One upconi ng event or seasonal rem nder
- Short personal note fromthe agent

| NFORVATI ON:
[ PASTE]

Keep the newsletter useful enough that a honeowner would read it even if they are not planning to nove.

Prompt 14 - Seller Education Campaign
Best use: Use for downsizing, prep, buy-first/sell-first, etc.
Create a 4-touch educational canpai gn for homeowners in [ NEl GHBORHOOD] around this seller issue:

[ I SSUE]

Create:

Touch 1: Mail

Touch 2: Emil

Touch 3: Video

Touch 4: Personal follow up

The canpai gn shoul d educate first and create a reason to talk second. Do not manufacture urgency.
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Prompt 15 - Just Listed / Just Sold Neighbor Campaign
Best use: Turns one transaction into multiple farm touches.

Bui | d a hyper-local nei ghbor canpai gn around this property event:

[JUST LI STED / PENDI NG / JUST SCLD]
Property details: [DETAILS]
Nei ghbor hood: [ NEI GHBORHOCD]

Create:

- Nei ghbor postcard or letter

- Door - knock opener

- Email

- Soci al post

- 30-second video

- Fol | ow-up conversation starter

Focus on what the listing tells nearby honeowners about THEI R nei ghborhood, not just self-pronotion.
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4. COMMUNITY + EVENTS

Prompt 16 - Event Idea Generator

Best use: Use when choosing community activities.

Suggest 10 practical neighborhood events for a geographic farmof [HOVE COUNT] honmes in [ MONTH / SEASQN .

Budget : [ BUDGET]
Goal : [ GOAL]
Nei ghbor hood cont ext: [ CONTEXT]

Rank each idea by:

- Likely participation

- Cost

- Agent workl oad

- Rel ati onshi p-bui |l di ng val ue
- Repeatability

Avoi d events that are expensive primarily for the sake of | ooking inpressive.

Prompt 17 - Build the Event

Best use: Turns an event idea into an execution plan.

Ful ly plan this geographic farm ng event:

EVENT: [ EVENT]
DATE / SEASON: [ DATE]
FARM S| ZE: [ COUNT]
BUDGET: [ BUDGET]

Create:

- Planning tineline

- Vendor / sponsor needs
- Registration fields

- Invitation copy

- Soci al announcenent

- Remi nder emil

- Rem nder SMS

- Day-of checkli st

- Fol |l owup emmi |

- CRMtags

- 3 ways to continue the relationship afterward

Keep the event community-first, not sales-pitch-first.
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Prompt 18 - Sponsor Outreach
Best use: Useful for reducing event cost and building

Wite a short outreach nessage to a | ocal
event .

Event: [ EVENT]
Audi ence: [ NEI GHBORHOOD]
What sponsor receives: [BENEFITS]

Create:

- Email version

- Text / DM version
- Phone opener

Make it coll aborative and | ocal, not corpo

local relationships.

busi ness asking themto sponsor or participate in a neighborhood

rate.

Prompt 19 - Local Business Spotlight

Best use: Community content that is not about you.

Create a | ocal business spotlight canpaign

G ve ne:

- 5 interview questions

- Short video intro

- Soci al caption

- Email / newsletter blurb

- CGoogl e Business Profile style post

- One way to connect the business back to
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5. CRM + RELATIONSHIP BUILDING

Prompt 20 - Farm CRM Blueprint

Best use: Use to build the attendee CRM blueprint.

Design a sinple CRM structure for ny geographic farm

Farm [ NEI GHBORHOOD]
CRM platform [CRM
Current contacts: [COUNT]

Recommend:

- Primary farmtag

- Secondary tags

- Lead / relationship categories

- Fol | owup tasks

- Wich contacts should receive nmarket updates
- Event followup structure

- Seller-opportunity follow up

- New resident followup

Keep this sinple enough that one agent will actually maintain it.

Prompt 21 - Follow-Up Sequence
Best use: Great for turning engagement into relationships.

Create a human, |ow pressure foll ow up sequence for a honeowner who entered ny database because of:
[ SOURCE: EVENT / OPEN HOUSE / HOVE VALUE / RESPONSE TO MAI L / CONVERSATI ON|

Create a 90-day sequence using a m x of:
- Emai l

- Text

- Call task

- Useful market information

- Personal check-in

Do not neke every touch an attenpt to get an appoi ntnent.

Prompt 22 - Call Conversation Builder

Best use: Use for personal outreach.

Hel p ne prepare a short phone conversation with a honeowner in ny geographic farm

Reason for call: [ REASON|
What | know: [ CONTEXT]

G ve ne:

- Natural opener

- 3 useful questions

- One way to offer val ue

- A non-pushy cl ose

- Followup text if they do not answer

Avoi d scripts that sound like a call center.
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Prompt 23 - Handwritten Note ldeas

Best use: Simple personal-touch helper.

Gve ne 10 short handwitten note ideas for homeowners in ny geographic farm

Reason:

[ THANK YOU / EVENT / NEW RESI DENT / HOME ANNI VERSARY / NEI GHBORHOOD TOUCH / OTHER]

Each note should be 1-3 sentences, warm specific, and not sal esy.
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6. REVIEW + OPTIMIZATION

Prompt 24 - Quarterly Farm Review

Best use: Use every 90 days.

Act as a geographic farm ng business anal yst.
Review ny |ast 90 days of farming activity and results.

DATA:

Activities conpleted: [PASTE]

Mar ket i ng spend: [ PASTE]

Responses / conversations: [ PASTE]

Dat abase growt h: [ PASTE]

Event attendance: [PASTE]

Appointnents / listings / closings: [PASTE]

I dentify:

1. What | consistently executed

2. \Wat generated engagenent

3. What generated real conversations

4. \Wat appears wast ef ul

5. What | should STOP

6. What | shoul d KEEP

7. What | shoul d | MPROVE

8. The 3 priorities for the next quarter

Do not judge success only by closed transactions. Consider relationship growmth and future seller
opportunities.

Prompt 25 - Annual Farm Review
Best use: Use before building the next year's calendar.

Revi ew one full year of my geographic farm ng activity.

Conpar e:

- Planned activities vs conpleted activities
- Total spend

- Cost per househol d

- Database growth

- Honmeowner conversations
- Event participation

- Leads

- Appoi ntment s

- Listings

- dosings

- Estimted GCl

- Market share change

Tel | me:

- \What wor ked

- What did not

- What | shoul d change next year

- Whether the farmstill deserves ny investnent

- Wiich 3 activities deserve nore enphasis
- Which 3 activities should be reduced or elimnated

Be critical and evi dence-based.
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THE BEST PROMPT IS NOT THE LONGEST
PROMPT.

It's the one that starts with accurate data and a clear goal.

Use Al to get to a strong first draft faster. Then add your judgment, your local knowledge, your voice, and your
relationships. That is where the real value of Geographic Farming 2.0 lives.
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