BUSINESS PLAN 2006
GREAT IDEAS CONTEST

Best Sales Strategy or Technique at Point-of-Sale


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: Did I Hear You Correctly?
Submitted by Mike Lynch

1.  GO DEEP:  In the initial consultation, I give the client about a 10-15 minute introduction.  Then I put the file aside and let them know that I want to spend some time getting to know them, understanding their needs, dreams, goals, desires, etc. 

I then ask them "...if you could put yourself 60 days in the future and the loan is over, and you own your own home, are sleeping on your own bed and looking at your own ceiling/ or you have received the money you needed / or you have paid of all you debt/ or you have an extra $200 a month extra because you're mortgage payment is lower; what would be a perfect experience for you..."

My goal is to find out what is really motivating them to buy or refinance.

Typically they start talking about the house, or a bad past experience that should not be repeated or a bad situation a family member, friend, or co-worker went through.  If they do not say anything, I prompt them with answers past clients have expressed.  For example: "We want to know what is going on." "We don't want any surprises."

I try to focus on 3 goals and then narrow it down to 1.  As they are sharing with me, I ask them if I can write down what they are saying.  I use a yellow legal pad.  After they give me a list of about 3-6 things, I ask them which is the most important to them.  Then I ask "What about that is important to you".  They give an answer and I ask the same questions again.  It usually take about 2-3 times, and I can get to a core "Pain, Need, Desire, Goal, Motivation.”

2.  REPEAT:  I then ask them if I can repeat to them what they shared with me.  I use language that keeps the dialogue open. For example, "You shared with me...", I heard you say...", etc.

3.  SEND:  Then a letter is sent to them within 24 hours of the time of our initial consultation.  (This can also be done on the phone)  The title of this letter is "Did I Hear You Correctly?"  The first paragraph thanks them for meeting with me.  The second paragraph tells them about our commitment to WOW them.  Then I list the items we discussed.  I end the letter asking them to call me if anything I listed is inaccurate, incorrect, or if their goals have changed.

4.  RESEND:  After the closing of the loan, I resend the letter and mark all over it.  I will cross out the goals we accomplished for them, put smiley faces on the letter, and write "We did this for you!" "We helped you achieve this goal!", etc.

_ _ _
Mortgage Planning Questionnaire

Submitted by Jeff Lang

This questionnaire is an expansion of the Page 5 concept, and it helps to determine in a subtle way, the client’s comfort zones for payment financial planning, estate planning and mortgage planning. It is designed to set me apart as the trusted advisor. Questions include the following:

· Have you owned a home before? If so, what type of mortgage did/do you have?

· Do you prepare your own tax returns?

· How long do you plan to live in the home?

· Realistically, how much do you expect your income to increase in the next two years? In the next five years?

· Do you foresee incurring other financial obligations in the next five years, such as a new car? New baby? College?

· Which of the following goals are more important to you? Rank these one to ten, ten being the most important.


_____ Building net worth

_____ Mortgage paid by retirement

_____ Money for college

_____ Achieve financial freedom

_____ Invest


_____ Move to a larger home in ___ (how many) years

· What is most important about the mortgage? Rank these one to ten, ten being the most important.


_____ Lowest payment

_____ Lowest closing costs

_____ Improve credit history

_____ Maximize tax benefits

_____ Lowest DP

_____ Eliminate other debt

_____ Pay off loan ASAP

· What mortgage payment do you feel comfortable making?

· My current rent is ____________________

· My current mortgage payment is __________

· Do you currently have a household budget?

· Describe your financial philosophy:

· Conservative?

· Moderate risk taker?

· Risk taker?

· Do you have a tax deferred retirement plan?

· Do you participate in the plan?

· Do you maximize the contribution?

· Do you have any estate planning documents?

· Will?

· Statutory durable power of attorney?

· Medical power of attorney?

· Directives to physicians?

· What is most important to you about working with a lender?

This form allows me to determine comfort zones and qualify leads for referrals to financial planners, CPAs, and estate planning attorneys.

_ _ _
Referral Partners Yellow Pages

Submitted by Bill Bebes

This is a business card holder that has two cards to a page, and holds from 50 to 100 business cards. I establish relationships with people that provide a service that would be helpful to my client that is either moving to town or is a first time client for me. This would include business cards for CPAs, lawyers, doctors, moving companies, mail services, landscapers, carpet cleaning, carpet companies, etc. These are people that provide me business cards and know that I am promoting them. In turn, they promote me as well. This is very helpful to my clients, and provides me with a sales force that I could not afford any other way. As I get to know a client, and they agree to refer business to me, I include their business card in my “little black book.” 

I have these books made with a gold foil impression of my logo and contact information on the front cover, and include six or eight of my business cards in the front. My clients love this, and it works!

_ _ _
Bringing Added Value to Our Relationship
Submitted by Beth Cheatwood


It is vital that my clients know that I care about them and always look out for their best interests. One way to illustrate this is by showing them a simple way to prevent check fraud. 

At the conclusion of our consultation, I ask which of them (if I am speaking to a couple) writes the household checks. Then I ask what type of pen they use. “A ballpoint,” is usually the typical answer. I advise that this is a very dangerous practice, because ballpoint ink is fairly easily “washed away” by using a mixture of household bleach, water and a Q-Tip. The amount of the check and the payee can be washed away, and new information can be entered creating incredible headache, heartache and problems for the check writer. 

An easy way to avoid this is to use gel pens. This type of ink cannot be altered. (If you’re handy with removing stains, you know regular ink can be removed from clothing using hair spray! But nothing removes gel ink.) As a parting gift, I hand the couple two gel pens and advise them to stop by my office if they ever need more. The clients are amazed, because they’ve never had the experience of a mortgage lender taking time and effort to protect them. I buy the gel pens in quantity so the cost is minimal, but the results are tremendous. 

Incidentally, I learned this from an attorney I did a loan for. Of course, he assured me that the client he was defending could never commit such an atrocious act! But he had a pocket full of gel pens.
Editors note: It would be a good idea to put your name and phone number on the pen if you’re having this much conversation about it. I would think after hearing this story, people would make sure they don’t lose that pen!
_ _ _
Bond Closing Documents

Submitted by Todd N. Stevens

This idea helps to enhance the WOW effect you create at closings. I built on an idea that Tim Braheem and Terry Moerler discussed in the WOWing Your Customer interview. I took their idea of a name board and beverage menu, and use it on the day of closing. 

Going a step further, we bind all of the customer’s closing documents along with a color copy of their appraisal into a book. At the front, the customer finds a thank you letter to express my gratitude for the opportunity to do business with them. On the inside, all of the important documents including note mortgage, appraisal, etc. are tabbed. 

In Ohio, we have round table closings, and this WOWs the borrowers and impresses the sellers and all the agents involved. We typically hear comments like, “Wow, this is really nice, I’ve never seen our documents so well organized.” It has been another great tool for us to create separation from our competition.
_ _ _
Mobile Technology Center

Submitted by Richard Thompson

Imagine having a mobile technology center that brings you to the client or their place of business! The LO can offer a corporate benefit by going to the company and offering their equity management services one-on-one. The LO gets multiple clients, and the clients get convenience. Team up with your Real Estate partners, offering your vehicle to the agents and build rapport with clients as you travel, allowing your preferred partners to use it as a selling point. The agents will have access to real time information via wireless high-speed internet (available in Las Vegas) and give them the ability to write and submit offers, or look a the MLS site. I will advertise my mortgage company’s name, real estate company, preferred title company, appraiser, etc. (within RESPA compliance) on the outside of the vehicle. On the inside, I will have my office set up with printer, fax, scanner and high-speed internet. I believe this concept can use technology to bring us closer to our clients and be a valuable resource for our referral partners as well.

_ _ _
Four Cards to Service

Submitted by Cindy (CJ) Hasling

I have cards printed up that are given to the client when they apply for a loan. Three cards are labeled Integrity, Open Communication, Honesty, and the fourth card is blank. I explain to the client that they can sue these cards any time throughout the transaction. The first card, Integrity, is what I base my business on. The second card is Open Communication. They should “play” this card if they feel they need me to place a call or return an email, etc. The third card, Honesty, should be brought out if they feel they need to hear the down and dirty… Whether it’s good or bad. The fourth card is their wild card. They can use it for anything at anytime. My policy is that IF THE CLIENT HAS TO USE one of these cards during the transaction, I will give them $200.00 off their closing costs.

_ _ _
My Presentation

Submitted by Dan Vecchies

While every other LO and lender was competing on rates and fees, I was using a plan to get my prospects emotionally involved in the decision process. I wanted to make a connection using a mortgage to a long-term goal that was important to the prospect, such as education fund, vacation, retirement savings, etc. I created a flip chart presentation to present this. Before I got into my presentation, I asked several probing questions to get to know the prospect better, and to gauge what their expectations were in regard to obtaining a mortgage. After a short interview, I would ask them to choose a long-term financial goal they have that was very important for them to reach. Once they chose a goal, I would ask what they are doing today to reach that goal. I would soft close by asking, “I could structure a mortgage that would assist you in reaching this goal, this would be a good reason to use my services, and wouldn’t you agree?”
Then I would explain credit and how lenders put us into a box based upon our credit scores. I then asked what risk they thought they were; A, B, C, etc. Most would give an honest answer. Once these two items were completed I would review mortgage options and close in on what they felt was best for them. Rates and fees were no longer an issue, payment was within their budget, and I always got at least two or three referrals.

_ _ _
Name Your Score – Credit Enhancer

Submitted by Rob Ellis

This point of sale process begins at the application process and ends at loan closing. This sales process leverages two items; 1) An emerging originator resource and; 2) The trusted advisor role.

Recently credit bureau companies such as Factual Data have unleashed new tools to analyze credit. Specifically, these tools give concise advice about how individuals can increase their credit scores. For example, if a customer had $5000 to pay off debt, the program indicates how they could get the largest increase in their credit scores for their buck. 

These tools have tremendous potential. The key is utilizing them properly. Here’s how. During the initial application, be sure to go over the customer’s credit. Generally, customers are very interested in increasing their credit scores to get a lower rate. Ask them where they would like to see their credit rise to. Let them know you’ll work on a plan with them, how they can accomplish this, and let them know you will have a plan in place for them when they close their loan. At closing, unveil your plan on how they can increase their score. Set a checkpoint date to review their credit and see if they are on track. Inform the customer that you are willing to provide this same valuable service to only three of their friends or family members at no charge. This is a gift they could give, and it’s your way of saying thanks for letting you close their loan.
Follow up with their referrals by giving away something of value “for free.” This is cheap. Factual Data charges $5.00 per bureau for this service.

_ _ _
Educate Your Clients

Submitted by Brian Atwell

Many clients go through the motions without truly knowing what is happening behind the scenes. It is unfortunate that there are some mortgage professionals that would have it no other way! Every industry has its rogue element, which gives the industry a “bad rep.” A recent example comes to mind. A client came to me and told me about a friend from church who did a refi the year earlier. Her friend said she would do her loan for free, and it wouldn’t cost her a thing. Then the client read her closing statement, and she saw that her friend made $14,000 on her $500,000 loan. When she became educated on the process of her friend making nearly 3 points in exchange for a higher rate, the client was actually grateful for the insight. 

The client who is given insight and accepted as a tem member in this process will be a much more effective team member. After all, the client is the most important team member, and without the client, there would be no mission. So I inform the client I charge 1 point, either for origination or rebate, it’s their choice. But they know the rebate will procure a higher interest rate. This honesty is what perpetuates our business. 
_ _ _
Before and After Burner
Submitted by Steve Kaye

This idea is to take the trusted advisor concept and merge with the Afterburner concept. All too often, the tag line “trusted advisor” is through about and used only in terms of mortgage rates and programs. From start to close, the borrower relies on the loan officer’s advice with little idea of the processes involved, or how the result was achieved. Big mistake!
I believe in an initial briefing with the client. Beyond a consultation, this briefing will be followed up, in writing, outlining not only the rate and program selected but the entire loan process, tailored specifically to that borrower. Follow up with a weekly briefing. Detail the progress that was made on their loan, and illustrate the amount of work and effort that was put out.

At the time of closing, a simplified worksheet is provided to the borrower, highlighting the terms and details (because borrowers do not understand the dozens of pages of loan docs and often do not understand the terms.) After the loan closes a debriefing is conducted with the borrower. The loan process will be discussed, and their level of satisfaction is expressed in an open and honest evaluation of the loan officer, noting any areas where service could potentially be improved.

_ _ _
Making a Difference

Submitted by George Lindell

At client planning sessions, which are always by appointment only, there are always two of us team members present when we meet with the client. Our purpose is to make a positive difference in the client’s life. This is the opening topic we discuss, and we take this responsibility very seriously. For this reason, we always have two representatives from our company in the room. “Two heads are better than one,” we always say, and the client likes that.

This separates us from our competition and provides an excellent opportunity to train our office assistants. It also allows my assistant to build rapport with the client. My assistant then becomes the account manager, and raises the level of our service to the client during the loan process and beyond, through specific pro-active contact points. This also allows me to totally focus on my strengths, which is to provide advice in planning sessions. 
_ _ _
Body, Mind, Rates

Submitted by Mario A. Vargas

My strategy incorporates three time tested techniques that I combine to arrive at a higher closing ratio, with more satisfied clients. We begin by designing a canned presentation which was developed to address all the “mistakes” or reasons why loan originators lose loans to other companies. This draws on years of experience and answers all of the typical questions a borrower might have. We use this to illustrate our strengths.

Body mirroring combines the presentation with a personality mirroring. The loan officer can begin to develop an almost instantaneous connection with his client, by reflecting the client’s body language, and making the client more comfortable.

“Future pacing” is used to let clients know what to expect. This is one of the most important aspects of building their confidence and trust. This technique can create amazing results because you can tell the client what to expect but most importantly, how they should react to situations that occur. An example would be to talk about the old bait and switch scam that many lenders use. Teach your customer through your presentation how to recognize the signs of a bait and switch offer. You can subliminally implant feelings of mistrust for your competition, and tell the customer that when he sees these types of programs advertised, he should feel comfortable and safe that he has chosen you as his lender, and he has made the right decision.
_ _ _
Lock and Shop

Submitted by Joe Ferrill

In the times of rapidly rising rates, and after presenting four or five loan option scenarios with Mortgage Coach, I encourage my buyers to lock on one or more of the options for 45-60 days, and then shop for the home that they like. Two of our lenders, Wells Fargo and Washington Mutual, allow loan locks to follow the buyer and not the property! I also let my clients know that once they have found a property, if another of our lenders is offering a lower rate, we can usually re-lock them at no charge.

The downside to this is that I sometimes have to cancel locks that are not used; however I try to give that lender another loan as soon as possible. The upside is that the borrower gets the feeling that his or her interests outweigh our lender relationships, and creates the feeling that we are really watching out for our clients and getting the best rates.

_ _ _
Selling Unique Proposition

Submitted by Randy Thomson

After obtaining all of the pertinent information about the prospect over the phone and an appointment has been set, I make it a point to go to the prospect’s home for two reasons. First, I can sell them on my unique proposition, and second, to pick up their original docs as a follow up sales tool. 
Before starting the loan application process, I ask the prospect if they have ever taken a ride in a taxi. Whether they have or not, they know what a taxi driver does. I go on to explain that a taxi driver is constantly looking for passengers. When a taxi driver picks you up at the airport, they often don’t have time to chit-chat. They are on the move, focusing on getting you to your destination so they in turn can pick up their next fare. The more passengers they accommodate, the more money they make. 

Most loan originators are the same. They spend 90% of their time looking for clients by going to open houses, they make cold calls to Real Estate Agents, knock on doors and do just about anything to get a lead. It’s too often the case that when they find a client, they take the loan application is passed on to the processor, and the client never hears from their loan officer again. 

I explain that I am exactly the opposite. I spend 90% of my time helping my clients find the best loan and interest rate, working out credit issues, and solving any problems that might arise. I can do this because I conduct business on a referral only basis. My clients know that they will have no surprises, and that I give exceptional service. I ask the client, “Once I have proven myself to you, you will be willing to refer someone you know to me. Does that sound fair?”

I follow through by providing exceptional service, keeping my promise, and of course, I ask for those referrals.

_ _ _
Introduction to Cascade Mountain Mortgage Way of Loans
Submitted by Michelle Swanson

When a client comes in to fill out an application, we have a system in place.

· Sign with the borrower and co-borrower’s first names in the front office.

· Met by my client care coordinator and greeted using their first names.

· Offer the clients a beverage menu and let them select from a basket of goodies.

· They are seated in a comfortable, living room setting.

· A notebook is prepared with their names on the cover. The inside of the notebook contains a preferred client questionnaire, laminated card with my expectations of them printed on it, a letter describing how the loan process can be turbulent, and how we aim to remedy any problems that might arise, docs in raw form, reticular activator letter, “how’s the food” letter that uses the analogy of giving a tip to a waiter in a classy restaurant to providing referrals to the loan originator for great service. The credit report, PIS agreement and other information is also included. 

· A whole procedure follows this that allows us to get at least 20% of our clients to refer someone to us immediately in this initial process. The entire team receives a bonus based on this specific result, so everyone is at their best.

_ _ _
Fear Factor

Submitted by Priscilla Grattom

Our company never offered the Neg Am loans, but that has been the loan of choice for quite a while. So I had to get good at selling against it. I use my knowledge of the product, my 25 years experience and fear of the unknown. When a client tells me that a friend had just obtained a great interest rate at 1.25% and they would like to get a deal like that, instead of saying, “We don’t offer that type of loan,” I ask, “Do you really understand the ins and outs of that type of mortgage program?” 

Ninety-nine percent of the time, the client really does not know about the loan, they just know the interest rate sounds good. I explain the mortgage terms, the instability of the product, and how this type of loan was a very hot commodity back in the late 80s and early 90s. It was new, and a lot of people went for it, but unfortunately it was offered by many loan originators to their clients without providing a full understanding of the product. I explain to my borrower that many neg am holders came to me owing more than their property was worth.  I explain how the negative amortization works, and touch on the “housing bubble,” stating that homes can’t keep appreciating quickly enough to keep up with the consequences of making the interest only payment. 
By this time, the client is listening, because I have explained more than they knew about this type of program. They begin to open up about their personal situation and what their needs are. Then you can listen, act as an advisor and counsel them on a mortgage program that will work for them. The client believes in you because you have taken the time to care and show concern for their future. 

As it was explained to us at Business Plan 2006, “Find out what the client needs and be their trusted advisor, so you can keep that client for life.” Always know what your competition is offering.

_ _ _
Celebration “Excel-eration”

Submitted by Robert Leon

In any market, a lot of the Title companies are located inside Realtor houses. We have partnered with a limo company to pick our clients up, deliver them to the Title Company, wait for them and then return them to the original pickup spot. The limo company allows us to put magnets on the outside of the limo with our logo, and we put sparkling juice inside the limo, also with our label on it. This gets lots of looks from the other agents in that office, and it’s a great introduction to how we won over our clients. Also, think about how amazed our clients are when we pick them up at work or their home with a limousine so they can go in style to purchase their dream home! Because we do enough business with the limo company each month, our cost is less than $150 for each client.

_ _ _
Foreclosure vs. Education 
Submitted by Mollie Voigt

A position exists in the State Dept. of Employment where individuals work with employees of various companies who will be laid off in the next few months. The opportunity exists to educate these individuals on either refinancing or taking out an equity line of credit while they are still employed. 

No one advocates consuming equity, but having access to that money and not needing it is better than needing the money and not being able to get it. It could be the difference between foreclosure and a little education. 

Just a side note, the people who are going to lose their jobs are not usually thinking of a new mortgage. Once they are educated on the subject, they most likely will not be too concerned about interest rates or costs. 

_ _ _
Trusted Advisor Fulfilling Clients’ Needs

Submitted by Steve Oldham

I take the time to really hear and understand my clients’ needs, goals, and dreams, before I start talking about loan programs. My main hook line is, “If I could show you how to be debt-free, including free from a mortgage payment, within 12 to 18 years, would you be interested in meeting?”
Prospects usually say, “Yes!” Then I take the time to evaluate their situation. We meet and I present the plan I have developed for them. My business is built on referrals because of this. 

_ _ _
Hand-to-Hand Focus

Submitted by Scott Beckett

I recently offered to go to a Realtor office to meet with their clients face-to-face. They thought it was great. It gets me face-to-face with the client, and I won’t lose the deal once that happens. It also gets me in front of the agent, in their office where there are other agents who see me going the extra mile. They see how I work with their client, and everyone is impressed.

_ _ _
Always Connected

Submitted by Amy Fuentes

The easier you can make your client’s life, the better. In today’s world, we are all short on time. To help buyers with their move, offer to change over all their utilities for them. This will include, but may not be limited to, phone, electric, water, gas, trash, newspaper, cable or satellite, and mail. This is just one additional way to provide “world-class service” that will separate you from your competition.

_ _ _

Charitable Donation

Submitted by Karen Keyser

Offer clients a discount off their closing costs, and match that amount to make a donation to their favorite charity. The donation is made by the brokerage firm in the name of the client.

_ _ _

Done Deal!

Submitted by Abram (Abe) Frenes

Clients always want to know how much money the loan officer makes. I say, get it out of the way first, and do it with confidence. Explain the product in detail, making it clear that you are the expert at the table. Whether it’s your first loan or your 500th loan, the client needs to feel your confidence. 

Then discuss how much the loan costs. Let the client see that you are aware of where every fee and charge is going, and why. This will drive you to find the best deals and network with Title, insurance companies, and appraisers. Demonstrate an attitude of teamwork. Your clients must feel that you care about them throughout this transaction and the next deal you do for them.

_ _ _
Gift Basket after Closing

Submitted by Jeff Hin

I send a gift basket to each client right after their loan closes. This includes a card, thanking the client for his or her business. I include my business cards, and the Realtor’s business cards. I also include referral cards. The gift basket is a nice presentation put together by a third party and delivered to the client at their place of employment. The response has been great, and clients love the fact that other people care about them.
Contract at First Contact
Submitted by Eric Krauer

When you first meet with a prospect, ask them to outline what they expect from you. Give the prospect time to express his or her opinion, and then outline it in five bullet points or less. Follow up with a survey that goes out with docs that asks, “How did we do?” Have the client rate you on their own terms.
_ _ _
Adaptation
Submitted by Clifford Evan John

There are many definitions for the title of this piece, but the one I believe works best is the word adaptation: The process of changing to better conform to the environmental conditions or other external stimuli. I believe that the ability to adapt to each and every client’s needs at the point of sale is the single most important element of a sales position.
If you asked a group of 10 sales professionals what the most important key to their sales strategies were, my guess is that nine of them would answer,”Product knowledge.”

I totally agree that product knowledge is an essential key to being a successful sales person. Without product knowledge I wouldn’t be able to sell anything consistently. I may get lucky a few times, but mastery will never come my way. 

Any robot can walk into a client’s living room and spit out the advantages of different loan programs and ask the expected questions, such as, “Do you have any children? Are they planning to go to college?” But to be successful, you have to deliver this message in a way that will get you into your clients’ heads and hearts. To do this, you must adapt to each and every client’s feelings, needs, etc. This generates the kind of customer satisfaction that results in clients for life, and many referrals.

Each one of our clients is different. We have to appreciate their individuality. This technique also allows you to focus in on the type of person who you would like to have as a client. In closing, I believe you cannot adapt to any environment consistently if you do not believe the plan that you are preparing. This is the hidden key to adaptation that is most difficult to obtain, but I assure you that once you have the key, your customer satisfaction will be great, and you will increase your earning potential.
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