
BUSINESS PLAN 2006
GREAT IDEAS CONTEST
Best Consumer Direct or Database Marketing Strategy

At Business Plan 2006, LoanToolbox held a Great Ideas Contest where attendees were invited to share their best strategies in three distinct categories. All of the entries were later made available to everyone who participated in the seminar. 
We are pleased to announce that we’re now providing the best of these ideas to all LoanToolbox members!

Please note: LoanToolbox was not responsible for the creation of these materials, and is in no way liable for their quality and/or use. You may download and use these materials at your own risk.

To the extent that any program is considered or used, it should be reviewed by a compliance officer or attorney to determine if it complies with the various federal regulations and statutes concerning mortgage loans (including but not limited to RESPA and Truth in Lending) and State Law which differs in each jurisdiction.


WINNER: When the Bell Rings, Our Phone Rings

Submitted by Lori Frankel

One of the keys to successful marketing is finding a way to brand yourself so that people will remember you. The idea provided here is an excellent way to reach out to your existing clients during the holiday season, when the spirit of giving is in the air.

We sent out a copy of this letter with 50 cents taped to the bottom. The US Postal Service does not charge any extra postage for this. We mailed it to our current database, and the response we received was phenomenal. The phone calls and notes thanking us for our generosity and clever idea were overwhelming. People said that they thought of our mortgage company (Time Mortgage) every time they went to the store (mall, Wal-Mart, etc.) during the holidays because of the bell ringer outside. 

It is again approaching that time of year

When we shop, eat and spread good cheer

I approached a bell ringer at the local shop

searched both of my pockets and had to stop

No spare change did I have to share

For those generous Salvationist who take the time to care

I have enclosed for you two coins to drop

the next time you go out to shop

I am happy to extend this gift

for I know someone in need it will lift

I appreciate your help in this

Spreading good tidings, joy and bliss! 
_ _ _

Ring in the New Year

Submitted by Melanie A. Henn

Compile the names of your entire database, including referral partners, friends, family, neighbors and acquaintances. Put together mailers that include the following: A New Year themed invitation, a handwritten or typed label, and a magnet calendar for 2006 with your photo, logo and contact information printed on it. You can also use a printed paper calendar with your contact info on it. This calendar should be placed inside the invitation, so it is visible when the card is opened. 

The invitation should read, “Let’s ring in the New Year: To thank my clients, Realtors , friends and family for a great year, I am holding a Client Appreciation Night at [local bar and grill] on January 15, 2006 to ring in the New Year.”

Announce that food and drinks will be served, and people come can enter a raffle to win something like a hotel stay, or dinner at a nice restaurant. Encourage people to bring their friends. The bar and grill can be substituted for a wine tasting event, or something of that sort. This is a great networking opportunity with referral partners, and a chance to talk to your past clients face-to-face.  Make sure you have business cards and party favors for everyone who comes.

_ _ _

Faith-Based Marketing

Submitted by Dan Thomas

We’ve developed marketing strategies that introduce home buying and mortgage education to churches and houses of worship. It’s a simple strategy that combines consumer direct marketing and also generates referrals, but also helps a good cause.

All non-profit organizations need money. We provide home buying workshops for different churches and agree that for any loans that close as a result of our workshop, we will donate ¼ point of the loan amount to the church or organization, in the name of the client. We also involve real estate agents from each church, and invite them to participate in the workshop. We encourage the Realtor to also donate ¼ point to the church on the client’s behalf, and they are usually very happy and willing to do so. 

The church makes ½ point total per loan, which is a significant amount of money. 

We have announcements in the church bulletins, and also have the Father, Pastor, or Rabbi announce the time and place the workshop will be held. This carries a lot of weight, and people respond. It’s a win-win situation for the church, Realtor, LO and parishioners. Everyone is involved. 

We’ve had much success with this in the Hispanic community.

_ _ _
Alumni Marketing

Submitted by David C. Murray

Here’s how you can implement a profitable strategy that I use. Create or join a local metro chapter for your graduate school or college. Become friends with staff such as the Alumni Director, university administration, and people in the Financial Aid office. The idea is to give before you get, and volunteer to host seminars for current students and alumni.


·  Provide home buying seminars to recent graduates and upper graduates. 120 people came to my first event!

· Conduct credit scoring and educational seminars in conjunction with the Financial Aid office.

· Attend related events the school is having, and actively participate in Q & A sessions.

· Create a curriculum for a course with the career development staff about building a referral business, and invite alumni to attend. 

Stay in touch… Give, give, give, and then receive, and treat each lead with reverence.

_ _ _

Investment Property Seminar
Submitted by Kim McGuire-Reid
I target clients who purchased their property more than four years ago and have not yet used their equity. I invite these home owners to attend a seminar in which they will learn to leverage their equity to create wealth through investment property and other investments. I have tax professionals, real estate attorney, 1031exchange and financial planning specialists, private annuity trust specialists, real estate professionals and mortgage professionals present. This creates an opportunity for potential clients and referral sources to learn and network with the other presenters.

_ _ _ 

Plasma TV Giveaway
Submitted by Rob Thompson

Hold 1st Time Buyer seminars and collect email addresses from attendees, by having them enter to win a 30” plasma TV. The TV costs $1600 wholesale. After collecting 3,000 names, draw the winner and send out an email to all the entrants including the name and photo of the winner. Tell the email recipients that if they forward me five referrals, they will get a free appraisal. 

_ _ _ 

Bill to Business
Submitted by Brad Smith

When I pay my personal bills (phone bill, electric, gas, etc.) I attach my business card and a consumer direct marketing piece from LoanToolbox. I do this every month, with every single bill that I pay. As a result, I have received many referrals from the people who process the payments I send in!

_ _ _
Velocity of Money (VOM) Web Site Campaign

Submitted by Bryon Swanson

My idea is to drive home owners to a web site through a combination of targeted direct mail campaigns, ads in specific newspapers, advertorials and seminars. The goal of having the web site is to educate consumers about the Velocity of Money (VOM). Consumers are encouraged to run their own numbers on a user-friendly VOM calculator, to see if they can benefit from a VOM strategy. If the results are favorable, the consumer is encouraged to meet with me for a free consultation. In this meeting, we would determine if it is in the client’s best interest to refinance into a new loan structure, and the loan application is completed. We determine their future mortgage management strategy, and a written copy is provided to the consumer, their CPA and a copy is retained for my records.
_ _ _
Public Relations Dept./Talent Scout
Submitted by Jay Weeldreyer


In my experience, direct marketing generates a low response because the message in direct marketing is, almost without fail, “Me! Me! Me!” It’s a self-serving message, and one that are clients quickly tire of. Pretty soon, your direct marketing pieces become just another part of the ignored barrage of junk mail.

I have learned that my clients are a lot like me. We have very much in common. Over 50% of my clients have at least one self-employed income earner, or the family owns a business. They want the same things I do… More clients, better suppliers, good employees, and they are incredibly hungry for recognition of their success. With that knowledge in mind, I have put together marketing pieces that make my clients look forward to receiving mail from me. I use these marketing pieces to talk about MY CLIENTS.

The lead article on each newsletter is a brag piece that highlights an exciting development for one of my clients. It talks about good things that are happening in that person’s business, industry or career. It also includes a short want/need list – Something like, “John’s Business is going so well, he could really use a new Production Manager.” 

This marketing concept takes the self-centeredness out of direct marketing, turning the focus to the borrower. It shows that as a Loan Originator, I am supportive to my clients well beyond the realm of mortgage lending. The clients who are profiled genuinely love and appreciate the exposure. This cannot be overstated! The newsletter gets a very high readership, and places me firmly among the “movers and shakers” in our community. This concept has helped me improve the quality of my clients and my database.
_ _ _
Keep in Touch

Submitted by V. Lenox

Create a database with a calendar system that allows you to constantly keep your name in front of the borrower. If their birthday comes up before the loan closes, send a card. Send a thank you note after the closing and ask for referrals. Send an anniversary card every year on their purchase date. Follow up with a phone call… Are they still in the home? Looking for a larger one? Kids going to college? Maybe they can use a cash out loan. By sending cards, notes and keeping your name in front of the borrower, you can develop relationships for life.

_ _ _
Consumer Retention Closing Book

Submitted by Lisa Moriello

Each client at United Mortgage receives at their purchase closing, a binder that includes all of their loan documents, and a copy of their appraisal. We also include a dozen “We’ve Moved” cards that have a picture of their house on the front, and the name of the selling agent and the loan officer’s contact information. We also give them mailing labels with their new address, and business cards from the Realtor, Loan Officer, Attorney, etc. This book makes for a wonderful presentation at the closing. It gives clients a place where they can find all their loan docs, including the HUD-1. The Realtor and Attorney are both pleased because their contact information is included. It costs $7.00 to put this together for each client. We recently started working with a title company that will produce the binder with our logo and contact information on the front of the binder, at no charge to us.

_ _ _
Mine Public Records

Submitted by Gary Wiesenborn

Mine public records and search for prospects with compelling reasons to borrow money. Use published public records. Here are some examples:

· Notice of Default – Borrower needs help!

· DBA filings – New business, might need extra money and can do a cash out loan.

· Marriage licenses – potential first time buyers.

Follow up by sending out a flyer that addresses the personal situation of the prospect that compels them to call you for a mortgage loan.
_ _ _
Consumer Appreciation

Submitted by Vin Biscoglio

Staying in touch with past clients is a must in our business. I send out monthly newsletters, birthday cards, and anniversary cards to keep my name handy. My best 100 clients that continue to refer business to me get an invitation to my 4th of July Client Appreciation Party at my home. This event includes clowns, pony rides, and fun for the whole family. 

We are planning a December event for the top 100 clients, so they can come on down and pick out a complimentary Christmas tree and have their kids get a photo with Santa. These are ways to spend quality time with clients and they will remember me with good thoughts as the “Christmas Tree Mortgage Man.”

_ _ _
Coupon Booklet

Submitted by Karen Keyser

Make a coupon booklet similar to the “entertainment” books that include discount coupons for entertainment and dining out. Have your referral partners or potential referral partners purchase coupon space and include tips or business briefs along with the coupons.
_ _ _
Implement Mortgage Coach Rate Watch 
Submitted by Alec T. Smouson
I generate and send out monthly reports that analyze my borrower’s current finance terms, and compare this with current market rates. The customized amortization schedules help to inform my borrowers how to pay-down their mortgages and accelerate the pay-off terms. Using Rate Watch is the best database marketing strategy that I have used. It has created the most favorable response from my clients.
_ _ _
Create Wealth for Clients beyond Current Employment by Providing Educational Services to Educate and Enlighten
Submitted by David W. Schulze

The average employee stays in a job less than five years. We are not taught in school how to create wealth.

Find a company with your same core values and approach to client relationship building. The candidate should be able to provide presentations on tax strategies, 1031 Exchanges, Investments; Wills, estates, trusts, power of attorney; LLCs and Corporations; Investment Property Management. The loan officer can provide expertise in purchasing investment properties, and mortgage strategies based on customer needs and cash flow.

Market to the databases of both companies and invite clients to a seminar. The loan officer must be the quarterback directing the flow of knowledge to the clients. Personally call clients to invite them and generate excitement you have for these seminars. 

The result is to help clients create wealth above and beyond what they earn at their current job, and create raving fans and lifetime referring and repeat clients. Measure and evaluate the results of the seminar by getting feedback and tracking the number of attendees that come to the seminars each month.

_ _ _
WOW! Total Customer Experience Campaign
Submitted by Geof McLaughlin

After the fist night of Business Plan 2006, inspired by Bill Dallas’ key strategy and The Afterburner Team’s “Attitude Indicator” – both revolving around the customer relationship and total customer satisfaction – I developed a WOW! Total Customer Experience Campaign. The idea is to explicitly let my clients know how important they are to my business, and take steps to ensure a remarkable customer experience. Using the LTB ACT database template, I will send out letters, emails and generate reminders to make follow up phone calls to keep in contact with each client at key points in the relationship with the primary goal of generating referrals.
Using the VSync to synchronize data from Calyx Point to ACT!, an “in process” series of marketing is activated. 

1. This starts with a handwritten thank you note. 

2. Next, the client will receive a credit report letter. This includes a copy of the credit report, the LTB Credit Score booklet, and the Linda Ferrari CD. 

3. Every week until closing, the client will get a weekly status call to update them, and I’ll ask for referrals. 

4. Every week until closing the client will get an email using marketing materials from LoanToolbox relevant to a home purchase. 

5. A week before closing, they will receive the change of address kit provided by the US Post Office, and “We’ve Moved” postcards. The postcards will include a photo of the client’s new home (from appraisal) and also advertise my services and offer a $200 closing cost coupon.
6. One to three days prior to closing, the preliminary HUD form is emailed or faxed to the client, and we go over each line item.
7. Attend closing meeting.

8. Closing day, send a handwritten thank you note.

9. Closing day: Update ACT database by synchronizing with the LOS. Add the customer to the monthly “Money Talk” newsletter which is outsourced to a third party.

10. One week after closing, send the post-closing appraisal letter with a copy of the appraisal. Enclose business cards and ask for referrals.

11. Two weeks after closing, send out a rubber stamp with the client’s new address, and a marketing piece that includes all of my contact information and asks for referrals.

12. Follow up with a phone call on a quarterly basis to check on the client and ask for referrals.

13. The client is also added to my “Past Client” marketing group in ACT! and receives a monthly “fun” letter, reminding them that they are a valued client and my success depends on their referrals. Include fun marketing materials such as magnetic business car with baseball and football schedules, note pads that include my branding, coupons for ice cream, inexpensive Halloween items purchased through the Oriental Trading Company, Forget-me-not seeds, etc.

_ _ _
Do Unto Others

Submitted by Louise G. Thaxton

This is a mindset more than a strategy. My mission is to make a significant difference in the lives of the people I serve. To me, “make a significant difference” means moving from transactional thinking to relationship thinking. It’s not just another deal… It’s new friends I’m making. My thoughts are how can I serve these people, or how can I do unto them or for them, what I would want them to do for me. It is constantly on my mind. 

I try to attend all my closings, but there was one closing it was impossible for me to make. I knew the next day the clients were moving in to their new home, so I decided to take my gift to them on their moving day. Friends and family were unloading trucks. 
I’m from Louisiana, and if you have not lived in an area devastated by natural disasters, you may not be so aware of personal trauma and how you can affect the lives of the people you serve. This particular couple purchased a home right after Hurricane Katrina, but in the middle of the process, Rita hit. The simple things you take for granted like food, ice, or electricity tend to become precious, along with family, friends and those who have come through the devastation with you. Because the entire city had been shut down, because of lack of utilities, the closing was delayed for several weeks. Finally, utilities were back on but drinking water and ice were in short supply. I took a cooler with ice and bottled water as a gift for the new homeowners. It was more than a marketing gift or a strategy. It sealed our relationship. The deal had already closed; the commission was paid. But going to their home with the precious offering of ice and water in our area, at that time, made us friends for life. That is how I want to do business, one relationship at a time.
_ _ _
Employee Partnerships

Submitted by Tanya Kast

This strategy is centered on partnering with HR Directors and various employers. We add extra value by providing educational workshops to their employees. I am passionate about helping first time home buyers. I have found that there are numerous myths that exist relative to the difficulty of obtaining home financing for a purchase transaction. Through my employer workshops, I have been able to educate potential home buyers on the many opportunities that are available to help them purchase a home. People don’t realize just how easy it is to qualify! 

I have had tremendous success with this strategy. I have repeatedly held home buyer seminars and workshops for organizations such as Wal-Mart, US Post Office, local hospitals and other local businesses. Although this is not a “sales presentation” and is an educational forum, because I am seen as the expert, many loans have come out of this strategy. Employers benefit by providing additional education and resources to their employees.

_ _ _
Home Ownership Programs “They” Don’t Want You to Know About

Submitted by Joe Mahallati

This is a drip campaign of mailers going out to offer consumers a free report including:

· Facts about what resources are available to help them, that their landlords don’t want you to know about. 

· How to get a handle on your credit, once and for all, and how to raise your credit score.

· Where to go for credit repair.

· What government loans are available?

Incentives if filled out and returned:

· Receive a FREE subscription to our consumer resource newsletter, which we market through MyLTB with drip newsletters, periodic mailers and emails.

· Receive a $75 coupon for credit repair.

This goes out to apartment units, college students in their last year, HR departments, and newspaper advertising.

_ _ _
Home Trade Show Booth
Submitted by Dennis Papiernik

There are several of these types of weekend shows during the winter months in our area. We have a booth where we display our company and promote various hot lending products directly to consumers and offer a free, no obligation Total Cost Analysis using Mortgage Coach. This assists people in their process of getting their arms around remodeling or building a new home. 
One feature of our booth is we promote the free mortgage payment giveaway that Myers Internet does monthly. As a user of a Myers site, all entries are added to our database. We hand out an entry form at the show and input their info into the contest for them. As an entry bonus, we give each entry a free Pay-day bar in case they don’t win the free mortgage payment giveaway. We want to make sure they at least get a “pay day!” At a weekend show we will get info from about 200 to 700 people. As Bill Hillestad said, “Either add to your database or penetrate it!”

_ _ _
Amplifying Info
Submitted by George St. Pierre

This plan is to use weekly data and information to contact past, current and potential clients, and other real estate professionals, and add a value-added service of empowerment. 

The amplification is to announce to the same group the topics to be covered in depth on a weekly radio talk show. You will add value to your customer by being the expert in the mortgage field and giving them access to you.

· Locate a good talk radio station.

· Utilize relevant information to share with your clients, future clients and real estate professionals.

· Find affinity partners to share leads and expenses.

· Sell advertising to targeted realtors and builders.

· Work this for 90 days and re-evaluate.

_ _ _
Winning the Ones You Lose

Submitted by Frank J. Farley

You don’t always get to close every prospect that is referred to you or replies to your marketing efforts. The idea is to stay in contact with that prospect, regardless. Find out if they got the rate they were quoted. Find out if the closing costs or other settlement charges were higher than what they were told. By establishing yourself as a trusted mortgage advisor for life, you have the opportunity to get future business or a referral, especially if your competition didn’t deliver what they said they would do. The hardest thing to overcome is your own pride, for not getting that loan in the first place. This is definitely a timed-interval communication process. You must put triggers in place so your administrative person can contact these people on a regular basis for the next two years.
_ _ _
Newlywed Campaign

Submitted by Nina Nicely

Develop a 12-month marketing campaign directed to newlyweds. This can be based on age, income, or move-up clients as demographics. Research indicates that a high percentage of newlyweds purchase within one year of marriage. Marketing can include seminars and trade show booths at wedding shows.
_ _ _
Thanksgiving Cards

Submitted by Bill Daniels

Everybody sends out Christmas cards. Next year, try sending out Thanksgiving cards instead. The cost is the same, but the results are much more profitable because your card is not mixed in with all the other cards that go out in December. Ask yourself how many Christmas cards did you get this year? How many Thanksgiving cards did you receive? Try this and you’ll be astonished by the number of calls you get in response of sending out a Thanksgiving card. 
_ _ _
New Years Mailing

Submitted by Lee McLain

From January through December, I save each of my Hud-1 forms from all of my closings. In January of the following year, I mail out copies to all of my clients with a note that explains the importance of using a qualified tax professional. I remind them this form should be forwarded to their accountant or tax preparer, and if they need help in this area, I would be happy to recommend one of the professionals I do business with. This not only generates business for my CPA referral partners, but also keeps me in mind as a loan originator who is truly looking out for my clients’ welfare.

_ _ _
Recipe Cards

Submitted by Amy Fuentes

Everyone gets in the occasional rut over cooking meals. To add some spice to your client’s life, send out monthly recipe cards that are tasty and easy to make. I send out recipe cards once a month to all my leads, whether I close their loan or not. People look forward to receiving them and they keep them on hand. This is a great way to keep your name and face in front of your clients and prospects. I include a short message and all my contact information, so when someone they know needs a mortgage loan, my name is mentioned. The company I use to send out the recipe cards is “In Touch Today,” and their service allows LOs to upload their database and let them handle the mailing, or you can do it yourself. The service is reasonably priced, so I let them do it for me.

_ _ _
Welcome to the Neighborhood
Submitted by Matthew Carreon

Whenever I close a purchase transaction, I take a walk around the neighborhood with the selling agent and get all the neighbors to sign a greeting card for their new neighbors. In doing this, we introduce the new neighbors and make them feel welcome to the neighborhood when we present the card at the closing table. Beyond that, the Realtor and I get to meet dozens of prospective clients in a very non-intrusive way, and we add the neighbors in the surrounding area to our databases.

_ _ _
Promote Yourself on Radio

Submitted by Eric R. Zanotelli

I recently concluded a one-year experiment of hosting my own radio show on a local AM station. The goal behind the show was to gain recognition in my marketplace as the local mortgage expert. The shows had a definite flow that included weekly market updates, a weekly evidence of success story, and a central topic. I used the show to de-mystify the mortgage process, and to teach critical things like credit scoring, equity management, and how to properly shop for a home. 

The net result was awesome; as I had many people contact me to handle their loan transactions as a result of this program. The most satisfaction came from a son who brought his elderly parents in and we were able to turn their cash flow around by over $623 per month. 

The local station valued the show and I plan on restarting it in the Spring of 2006, after putting some new elements in place.

_ _ _
FSBO Magazine and Marketing Kit

Submitted by Kenneth E. Karmolinksi

This is a three-part marketing campaign that I have been working on for several months. It consists of an eight-page full color magazine directed to buyers, sellers and Realtors. Two pages of the magazine list out 20 FSBO properties, with a picture, description and the call capture hotline. The magazine also includes information pages for buyers and sellers, and I also highlight a recipe. The back page is a full page ad for my own business.  This magazine will be placed on the free publication racks at local grocery stores.

The second part to this campaign is the customized FSBO sign for the sellers to place in their yard. This also includes the call capture hotline. 

The third piece to the campaign is to list all the FSBO properties on an inexpensive web site. This gives additional exposure for the properties and also my own business. 

My logo, colors, and marketing materials have been submitted to the US Trademark office, along with copyrights on the print work. This launches in 2006. I have not had one FSBO tell me that I can not list their property in the magazine. I am confident it will return great results.

_ _ _
Just Moved Cards

Submitted by Chas Burdick

With every application package that goes out, I put a PS in the welcome letter. It says that as a free service, I will notify their friends, family or whomever they like, of their new address and the fact that they are moving. I put the form in the application package to be signed and returned with the loan paperwork. They are to list out all the contacts they want to send a card to.

Once I get the list back, the information goes into ACT. A few days after the loan closes, I send a letter to the entire list, with the new address information for my client. I ask them call and congratulate the new home owners and I also mention that the close of the loan went off without a hitch. If they are interested in buying, selling, or refinancing, they should give me a call. 

_ _ _
Buy Their Brain Cells
Submitted by James Benvenuto

Using my database and marketing tools available to me, like print and radio, I put my name, picture and logo in front of my past clients as much as possible. During the loan application period, I email the consumer direct marketing pieces from LoanToolbox as they relate to a purchase or refinance. I follow up the closing of a loan with the Turning Point’s system of sending a gift, seasonal cards, and birthday cards. I add to the birthday card by filling in my Microsoft Outlook calendar with every client’s birthday, so I have a reminder to call them.

I use LoanToolbox Platinum to email blast my newsletter, Practical Tips to Enhance Your Financial Freedom, and consumer direct marketing pieces. I use a software called Blue Tent Marketing that tracks who opened each email and gives me accurate data about the effectiveness of each email blast. 

I am also running a testimonial ad campaign in both of the local newspapers in my area, and also on the radio. In these campaigns, people see their name in print or get to talk on the radio about how great my service is, and who they recommend for mortgage financing! This marketing strategy ties all the media I have available together so I can dominate the brain cells of the people in my database, and get the mighty referral.
_ _ _
Notches on the Belt

Submitted by Chris Burrell

I didn’t reinvent the wheel with this campaign. I took tested techniques and applies some of my own rules. I began an email marketing campaign in January 2005, sending weekly “evidence of success” stories to the 600 contacts with email addresses in my database. The rules I put in place are simple:


· The email can be as short as one paragraph, but no longer than four.

· No picture or frills… Just easy to read text. This way it looks like a story sent to friends, rather than a marketing piece.

· The letter always ends the same way, asking for referrals.

I average one solid lead per 100 emails sent out. This is currently the only marketing piece that I use, and it’s free.

_ _ _
Room to Grow

Submitted by Darlene M. Leon

I target neighborhoods with older homes, mostly two bedrooms with a direct mail campaign. I insert LoanToolbox flyers, “Does Mama Bear Need More Room” and “Are the Cubs Stepping on Each Other’s Toes?” I also insert LoanToolbox flyers on credit repair, and include this letter to the home owner:

Dear [Homeowner],

Does your family need more room to grow? We can help you and your family achieve the dream of owning a larger home. If credit problems are a main concern, our credit repair specialists can help you correct most of the credit issues that are holding you back. Give our office a call, and we will be happy to help.

Inside the envelope, I also include an Oats & Honey Granola Bar, a packet of hot chocolate, tea, and coffee singles.
_ _ _
Adjustable Rate Capture

Submitted by Wayne Cellis

Using either your database or a direct mail approach, purchased list or a company list, send a letter to adjustable rate mortgage holders informing them that their loan is about to adjust. State that the market uncertainty will most likely cause their current loan to have a higher interest rate, now and in future years. Ask, “Is stability is important? Our company can stabilize your rate and payment structure with a fixed rate for 15-20-30 years, because these loans are now offered at the same rate you currently have today.”  My letter will include other stable benefits, tell existing customers I will call and let potential customers know that we must capture this opportunity now before fixed rates go up.

_ _ _
Rebuild and Become Credit-Worthy

Submitted by Karl Clouse

Clients who have recently filed a Chapter 13 Bankruptcy who are home owners need to rebuild. They need a fresh start, and don’t always understand what the BK means to them. We are starting a marketing program directed to home owners who have filed for bankruptcy.

Within 30 days of their filing, we want to approach them to explain and educate them on what to do for the next 12 months, to ensure they can pay off the BK, restore and rebuild their credit and start rebuilding their financial future. We build the relationship and create value, so within 12 months or less by guiding them and then we’ll do the BK buyout loan, credit restoration after closing, and through constant contact over the next two years, make sure we refi them again.

If they possibly fail on the BK, our family also has a real estate company to help them sell their home, and we are starting up an investment company to bail out BKs through 2nd Trust Deeds or equity share buyouts – what ever creates the win-win for the client. We cross sell to the BK attorneys for referrals, and let them know we ARE the trusted advisors with multiple solutions.

_ _ _
Lead Generation

Submitted by Guillermo Seratin

My idea is to set up a booth at local swap meets, with the ability to give out free credit reports on site. You should also be able to run property searches and do instant value checks on properties. Give away bottled water with your business card attached to it. Give away magnets that people will hang on to, and also hand out balloons for the kids to attract the parents to your booth.
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