BUSINESS PLAN 2006
GREAT IDEAS CONTEST

Best Referral Partner 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: Operation Divorce Discovery

Submitted by Randy Keller

Summary:  I was able to turn my misfortune into a fortune.  There is an epidemic of people inside their own arena that are in need of direction when it comes to Divorce.  I stumbled upon this idea while I was in the middle of my own divorce. My expenses were climbing above 50K, and there was no end in sight.  I asked my attorney, “How does the normal average income household afford a divorce?” His answer was, “They spend all they can, sell the family home, and sometimes file for Bankruptcy.” So I figured out a way to help the people who owned real estate survive this horrible experience and live another day to once again purchase real estate.

Concept:  I realized all divorce filings are public record, and, being of public record, the data must be accessible. If I could reach these people early enough, identify with their pain, consult with them, and guide them through this process, I would be able to create a working relationship for life.  Once I entered into this environment, I soon realized that there is a whole lot more to it.  I’ve spoken to several attorneys and their biggest concern in a divorce case is being able to get paid in a timely manner.  Now, it is also important that the family’s liabilities get paid in a timely manner to protect credit ratings; both spouses need to draw cash to survive; funds need to be available for temporary housing, expert witnesses, evaluations etc….The list grows depending upon the structure of the case. So how can the average person afford this?  They can’t, so that’s where you come in with a plan to protect everybody involved, and in the end you will be a “Hero” in their eyes.

Identifying the leads:  I found a small publication inside our county that published all recordable documents.  I called them and was invited over to examine one of their bi-weekly papers.  The yearly price for a subscription is $144.00.  That is $12.00 a month, $4.00 a week for more leads than one person can manage.  Now, when I arrived at the local office, I noticed something unusual. This small newspaper company shared an office with a Mortgage Company. Right then I knew I was on to something big.  As I walked in the office, I noticed a few desks that had rate sheets, 1003’s and these small publications scattered about. As I examined the paper, I noticed 41 Divorce filings, 15 Foreclosures, numerous tax liens, new business name filings, Marriage Licenses, Bankruptcies, etc…the list goes on and on, and remember this is a twice a week publication, and the cost is $4.00 per week for a average of 20-60 good leads per week.

With marital dissolutions, only the names are listed. However, you can ask your title company to run the names to find out which cases own homes.  Once they are located, the title company can run a property profile report and you will have the names, address, loan amount, age of loan and sometimes a phone number.  Do the same with the notices of default, Bankruptcies and Probate cases.  Fictitious Business Names, Marriage Licenses will already contain all contact information.

In most divorce cases, the docket will contain the attorney of record information.  If so, there is your open door to introduce yourself as a trusted advisor. (Your title company should be able to look up a docket # for you)  Send the attorney a separate letter explaining how you can guarantee their fees will be paid in full and with timely monthly or weekly payments.  This will get his interest and at that point he/she will be willing to talk to you directly.  Once you have gained the attorney’s approval, ask him/her if there are any cases he is currently working on that are in need of temporary financing to keep his fees paid to date.  Also, ask if you may refer him/her to your clients that may either have not chosen an attorney or are changing attorneys.

Now we have found the leads, contacted the players, and proposed our idea.

Idea:  After contacting the client, usually it’s the female in the marriage because they are most likely to remain in the home during this process, I explain to them I am also currently going through this process as well.  It’s humbling, sad, emotional, and often quite embarrassing, although there is a way to keep your dignity. Also, there are several other items they need to get in touch with during this process that most attorneys fail to acknowledge, like the financial position and re-construction during the divorce and after the final hammer comes down.  These items will usually be the deciding factors when it comes to a successful future for the adults and children for years to come.

First is to establish an equity line on the current residence with permission of both borrowers, this equity line is one of three possible transactions involved.  Explain to the clients this equity line will be in place mainly to establish a source of funds needed to survive this experience.  It will lower the stress level of everybody involved, and allow them to pay more attention to what’s truly important, the children and themselves.  The equity line can be established to pay attorney fees, mortgage payments, car payments, property taxes, and living expenses for both parties involved.  This is crucial to explain because, at this point there is no spousal support or child support order in effect which will make the loan application a little tricky, and they are still legally married.  Once a divorce starts it’s like a war, no one is monitoring the liabilities of the household, which could lead to a disaster when the credit report is pulled.  So now is the time to pull a credit report and get started.  Usually I try to pay off all consumer debt with the first draw, this will take a huge weight off the shoulders of the financial responsible person in the relationship.  Then I ask the attorneys for a current statement and retainer request, and, once approved by the borrower, I will forward that to escrow.  (Attorneys love that part, being paid in advance will always keep them referring you to all of their clients.)  Now what this will do is protect the current liquid assets–no one is fighting over where the money is going, or if one party is taking too much.  I often encourage the client to divide the liquid assets up at this point through the attorneys.  This will ensure each client will receive the proper amount.  Now with all of these pieces in place–the debts being paid off; attorneys having been paid to date; having a retainer to draw upon when needed for future use; the community funds have been divided; and a separate fund has been established to pay for the necessary living expenses equally–the whole horrible experience has suddenly became less stressful for everybody involved.

Once this has been completed the only other financial detail that needs to be executed in a timely manner is the re-finance of the family residence.  You will already have all the required information on employment, assets, appraisal, etc.  Now it’s time to take some action.  Having all the consumer debt paid off will raise the credit score, and remember there has been no spousal support or child support ordered, and the clients are still legally married.

Transaction #2:  Now it’s time to refinance the primary residence to buy out the spouse.  During this process, I would try to encourage the spouse who will receive the buy out to start looking for another property to purchase and introduce him/her to one of my 

Real Estate Agent referral partners.  With an active agent pursuing a new purchase, they will be looking for an approval letter which will be almost effortless since all the data will be the same with the exception of removing the other spouse’s name.  This should be third transaction with the same clients all within a three month window.

Summary of Events:  We have now completed an equity line, refinance, and purchase all from one lead source.  We have included 2 Attorneys and one Real Estate Agent in this transaction. But, most important of all, we have erased the financial pain from the minds of a divorced couple’s memory.  And now they will continue the journey through their marital dissolution with a much clearer mind set. And now we have hopefully gained yet another client/lender relationship for years to come.

FYI:   The ultimate goal is to be recognized by the court as an approved financial advisor for restructuring of debts and assets for divorce proceedings.  I received this idea during my own experience when both attorneys involved requested the same real estate appraiser to appraise my properties (in which appraisal fees were $50 higher than the going rate as well as over three weeks for a response).  Now, if court appointed, rate, fees, and terms are not an issue; and the fact that the court appointed you or I for this transaction locks it up and makes the competition null and void.  

_ _ _
Hand Out DVDs Instead of Business Cards!

Submitted by Scott Rotheiser

I have created a DVD that I provide my Realtor referral partners. They hand out the DVDs instead of business cards. My DVD is three minutes long, and it starts out with letting the prospect know that mortgage lending is more than just talking about rates. It goes into mortgage planning and needs assessment.

_ _ _ 

Create Separation through Networking

Submitted by Sally Bucciero

Learn to network so you will never have to sell again! This is net-WORK; not net-sit, and not net-pay. Everywhere you go, NETWORK! Whenever I am around people I network. This means getting to know the other person, finding our how you can help him or her build their business, finding out what is the perfect referral. Ask them specifically who it is whose business they would like to earn. Many times we think of Realtors, CPAs, and Financial Planners. But what about painters, electricians, florists, handymen, carpet cleaners, insurance sales, home servicing sales, interior designers, rental management companies? These are all people that can refer business to you even more often than Realtors. They are in front of more people that need money than Realtors are!

I create separation by helping others build their businesses. I go to their place of business to spend 20 minutes or so, learning about how I can help them build their business. Then I go out and find someone I can refer to them. I carry their cards at all times. When I hear or see the opportunity to refer, I provide a business card to the person who needs the service, make sure I get their name and number and permission to have my contact call them. This is a “Giver’s Gain” philosophy. Work it and it will work for you. Do NOT look to receive before you give.

_ _ _  

LTB Home Buyer Handbook

Submitted by Jimmy Wakimoto

I print out samples of the LTB Home Buyer handbook, customized to Realtors I am targeting, with a page advertising their business. I clearly mark the copy as a “proof” and let them know they have to opportunity to do some co-branded marketing with me. 
When the Realtor pursues the arrangement, I provide a box of handbooks they can distribute to their clients. Toward the bottom of the box, I include a “reminder to re-order” with my contact information listed to request more copies.

_ _ _ 

Past Client Concierge Web Page

Submitted by Paul Taylor

Assuming your past clients are your best source of referrals, add a concierge page to your web site. This page should contain a short description of your past clients’ products and services, and hyperlinks to their businesses’ web sites.  I include a link to this page in my email signature to promote my clients’ businesses and build a sense of community.

One of the great benefits of this strategy is that you have a good reason to stay in touch with past clients on a regular basis. Follow up to find out how their businesses are doing, and ask about what is going on with their family and their lives. Remind them that you are constantly promoting their businesses, and you would like them to send their family and friends to you for their mortgage lending needs. 

_ _ _ 

Open House Campaign

Submitted by Anwar Boldor

This strategy involves active follow up after an open house event. I provide the Realtor referral partner with educational materials for their open house. I burn copies of three Gift of Knowledge CDs, including Linda Ferrari’s interview on Credit Repair, Douglas Andrew’s Home Equity Myths, and David Lereah, Are You Missing the Real Estate Boom? Each CD also includes the Realtor’s business card in the back of the jewel case. I explain to the Realtor that they should offer potential buyers one of the CDs in exchange for filling out the guest registry book. They make the selection, and are then given a copy of the Open House Checklist to use as they tour the property. 

I follow up on the leads once a week with flyers from LoanToolbox, from the purchase lead follow up campaign. The first item that goes out is “How to Choose a Realtor” followed by other flyers. Realtors love this because most LOs are useless on listings, and it appears you are doing the grunt work (lead follow-up) for them.

_ _ _ 

Presentation – Informational Binder

Submitted by Kevin D. Herther

My assistant puts together a presentation binder that includes several tabs/sections with information about me, my company, Realtor referral letter, client surveys, etc. When approaching a new referral partner, I ask for only 10 minutes of their time. I introduce them to the presentation binder and review it with them briefly, encouraging them to explore it over the next few weeks and set up a follow up meeting. Again, I do all this in ten minutes and I do not ask for a deal in this first meeting. I encourage them to get to know me and how I do business by reviewing the contents of the binder.

The binder includes:

· My bio/resume with a letter defining the purpose of the binder.

· My company bio.

· List of products and services.

· Forms I use to communicate with the referral partner, which are the templates from Greg Frost’s Action Marketing.

· Business Booster intro letter, and a few business booster samples, and a Gift of Knowledge CD.

· Sample co-op marketing pieces with an explanation on how to manage co-op marketing and remain RESPA compliant.

· Client surveys and testimonial letters

· Referral partner surveys and testimonial letters.

· A closing letter explaining my business philosophy, and why developing an affinity relationship will help both of us grow and prosper, adopting clients for life.

_ _ _ 

The “I Am Always Present” Strategy

Submitted by Evelyn Rogerson

Whenever I meet a new Realtor or Broker, whether it’s through a transaction or a cold call, I invite them to join my group of referral partners in receiving information from me which can help them increase their business. I send them business boosters from LoanToolbox and a weekly Mortgage Rate Update. Once they are receiving that, I ask them if I can help them with an open house. I developed an awesome open house flyer, which I bring along with the credit scoring booklet, and other LoanToolbox home buyer handouts. I follow up with visits to their offices, and make LoanToolbox Gift of Knowledge interviews available to them.

The key is to stress that I’m helping them with their business and helping to provide a team of experts to their client rather than asking them for business. I also provide training to Realtors in the form of a one to two hour seminar on credit scoring and the loan process.

By presenting myself and my LoanToolbox materials as a way for them to do more business, they are very receptive to working with me. By following up by phone and in person, they are not allowed to forget that I’m there to work with. I am always present and that really works, just as it down with our borrowers. By touching them in person and often, I maintain the forward momentum of the relationship.

_ _ _ 

Party in a Box

Submitted by Stacy Newgaard

When I meet with a borrower or they apply online, I get their documents and use an automated underwriting system, get them approved, and I send them a “Party in a Box.” This is sent to the borrower’s office by courier. It has a helium balloon that pops out when they open it, a nice pack of moving labels, unique postcards for them to mail out to heir friends with their new address, post office change of address forms, a coffee cup with several of my business cards and several of the Realtor’s business cards, and a box of candy. There is a congratulations letter on party stationery that says, “Congratulations, your loan is approved. Here is your first moving box. Start packing and use the labels we’ve provided for you. We’re glad to be working with you, please let your friends and family know about us.” The Realtors love it because I am selling them. The borrower loves it and is less likely to shop somewhere else for my services after I have sent them the “Party in a Box.”

_ _ _ 

New Realtors in the Stable

Submitted by Orlando Cruz-Solano

This idea combines a 30-day mail out to 100 Realtors sending intro letter and LoanToolbox Business Booster every three days. (This comes out to 10 mail-outs in one month.) Meet with 10 out of 100 and get two to give the opportunity to do business.

The first step is to identify 100 target Realtors based upon their existing or potential production.

Step two is to send out the intro letter letting them know you are a winner, I am a winner and here’s why. I help you increase your sales. I will contact you on a specific day/time to discuss how we can partner to help you increase your business.

Third step, I send a LoanToolbox mail-out and other information. Say what you are going to do and when you will do it.

Step four: On the date specified in the intro letter, call the Realtor for a 15 minute coffee at Starbucks. 

Step five, meet with the Realtor and discuss how you will train them and their team using LoanToolbox. Talk about LoanToolbox interviews and explain your FSBO and Call Capture system to generate leads, buyers, and seller’s listings.

_ _ _ 

Yard Sale Saturday

Submitted by Kurt B. Ludlow

I have found that a very effective way to create outbound referrals for many of my realtor partners is to attend yard sales. I find that a surprisingly large majority of yard sales are held by people who are planning on selling their home, or are currently renting and planning on buying a home soon. I have created excellent business opportunities for my referral partners, including realtors, accountants, financial advisors and myself by going to yard sales and talking to the people who are conducting the sales. 

I take along copies of the LoanToolbox booklet, “33 Ways to Sell Your Home Fast” and the Open House flyer. I average about five hot leads each month by getting out there and meeting people that hold yard sales. As an added bonus, I have a very happy wife!

_ _ _ 

Talking Dollars and Making Sense

Submitted by Steve Heideman

I have secured a weekly financial show on the local AM news/talk radio station in Phoenix, AZ. It’s called Talking Dollars and Making Sense. The show is more cost effective, and actually less expensive than many other forms of media advertising. The format allows me significantly more time to present my value proposition and discuss features, advantages and benefits that I have to offer. Within the program I have developed 10 minute segments, and I bring in my referral partners to present their ideas and value propositions. The Realtor segment of the program is called “Location, Location, Location.” I have segments for Financial Planners, etc. I have even been able to secure nationally recognized individuals such as Linda Ferrari and Jack Guttentag, The Mortgage Professor. 

The show has allowed me to have a platform to develop new and deeper partnerships based upon recognition and providing an audience to them. Creating your own radio program may sound like a “way out” strategy, but the reality is that it can be done by anyone who has the courage to take the risk of having their ideas, philosophies, and knowledge on display in a public format, and it IS available in every market for those that are willing to look into it and take the risk.

_ _ _ 

Target: Divorce Attorneys

Submitted by Denise Murphy

I approach divorce attorneys, offering a free credit report to their newly separated clients. On this marketing piece, I talk about individual and joint accounts, and offer to meet with their clients and review a plan of action in respect to separating assets, and protecting themselves during the divorce process. 

The consultation is an opportunity to discuss the highest asset they usually own – The home. If the client is selling, I recommend a realtor partner that I work with. There is also the potential opportunity to refinance. I provide the client with a written plan of action, which they can share with their divorce attorney. The report also notes whether there is a need of support for possible income purposes in the loan. (6 month for full doc.)

_ _ _ 

October CPA/Financial Planner Referral Tool

Submitted by Lori Selry

In October, I send out a letter to my past clients to remind them to implement a tax strategies and financial planning before the end of the year, and not to wait until April when it is too late. I let them know I would be happy to make an introduction to a qualified CPA or Financial Planner if they are not satisfied with the current CPA they are using. I follow up a week later with a phone call.

_ _ _ 

Equity Management

Submitted by Shalini Gupta

I have approached Insurance Agents to ask them to provide me with a list of their clients whose homes are in the $300K range. Then I get the title company to give me the name of the person on the Title and lien for the property. The same list is given to an appraiser for preliminary values. This allows us to create a targeted list of property owners who have built up enough equity to invest. We invite the home owners to a seminar to learn how to put their equity to work for them; in life insurance, equities, etc. Everybody wins!

_ _ _ 

Equity Management for Realtors

Submitted by Bob Desimone

When implementing the Missed Fortune equity management concepts, the emphasis is usually on dealing directly with the home owner clients and financial planners. Typically the equity management concepts require doing a cash out refinance, which brings up questions about acquisition indebtedness and allowable IRS mortgage interest deductions. 

If someone selling a home will be receiving a large net proceed, they can put a portion of this money to work using Missed Fortune concepts without IRS limitations. Encourage your Realtors to become advocates of equity management, and have them invite all of their sellers to attend a seminar or private consultation about equity management before they buy their next home.

_ _ _ 

Targeting HR Directors

Submitted by Eric Ferguson

In a lot of communities, especially in Southwest Michigan, there have been layoffs and companies leaving town. It is important to align ourselves with HR Directors to provide options to the employees that are either let go, or are worried about being laid off. We give advice and provide methods to employees so they may feel more stable when it comes to their home and other needs. I establish myself as a trusted advisor, and help in job searches, educational recommendations, and things that the HR departments do not want to do themselves.

_ _ _ 

Financial Planners’ Partnership

Submitted by Ken Rotondo

Develop a seminar and informational package for potential financial planner clients on the topic of identity theft. Describe what it is, and how consumers can protect themselves. Reinforce the importance of having a great level of trust in the people who have access to vital information. By conducting this type of seminar, neither the financial planner nor the loan officer is perceived as selling a product, but an emotional bond is established to connect trust through education. Attendees think of the financial planner and the mortgage consultant as trusted professionals who are looking out for them.

_ _ _ 

Real Estate Investment Referral Club

Submitted by Derrick Wood

Create a group of individuals who seek to bring together home owners and renters who want to learn how to separate the equity from their homes to invest in land development and rental properties, We will teach financial literacy and advance tax planning with asset protection with our professionals JD that is a member of the club. Members will bring in new members. The role of the club is to bring in referral partners, help renters get into homes, and help home owners move up into their dream home. The nucleus of the club is the CPA, LO and Real Estate Agents. 

_ _ _ 

Web Site Marketing

Submitted by Tim Barnett

I am a technology geek, and I have used a mortgage web site company that makes it easy for me to set up a Realtor web site within an hour. Many of my Realtors do not have a site or they think it’s too difficult to set up. I have added them to my account. They pay for the site and I handle the initial set up. Of course, they must link to my site ONLY. I can turn them on and I am the Gate Keeper of the web leads. It works great and keeps them and myself at the top 10 in local search engines. 

_ _ _ 

Call Center to Direct Referral for LO

Submitted by Chad Ralston

I use Arch Telecom’s Call Coordinator service on all my Realtors’ listings and print ads. The operator will call on behalf of the Realtor and the information is sent to me and the Realtor by email. Now here is the most ingenious part. After the information is gathered and emailed, I then have a voice broadcast sent out saying, “Hi, this is Chad Ralston. I am leaving you this message because you were referred to me by Jane Doe, Realtor. Please call me back so I can assist you with financing.” Arch Telecom will also send a letter from me stating the same message. The awesome part is, instead of having a transfer button directly to me, it comes across as if the Realtor took the time to refer them to me. It creates a win for the Realtor and me. 

_ _ _ 

Bank Referrals

Submitted by Lisa A. Brady

One comment I have heard from Bankers about referring clients to me is that I am a competitor and they will lose a future client. So here is what I did. I had them give me brochures and information on products they offer. The client the bank refers to me will be given their product information. I will have the client open an account with that bank, have them auto-withdrawal their new mortgage payment, and set up overdraft protection. I don’t lose a client to the bank because I am in front of my clients with monthly mailings, cards and an annual review. Banks aren’t that aggressive. The bank is happy with this setup and so am I.

_ _ _ 

Client Appreciation Event

Submitted by Deborah Still

The day after Thanksgiving, my Realtor partner and I kick off the holiday season by renting out the local IMAX theater for a client appreciation day. We invited 400 of our top clients, family and friends for a private screening of Polar Express in 3D, with 3D glasses and all! WE provided goodie bags for the kids, and the big kids got goodie bags, too. The big kids’ bags included coffee mugs, hot chocolate and popcorn, with a label that said, “Thanks for Popping Over.” We also included a $400 gift certificate for closing costs, a refrigerator calendar magnet, etc. The little kids’ bags also contained cocoa, popcorn, holiday playing cards and other fun toy items and chocolate. We provided pop and popcorn at the movie, and my father and I even made 250 homemade brownies. (Dad actually made most of them.) It was an absolute memorable hit!

_ _ _ 

Relocation B2B

Submitted by Bob Bourdette

This idea is to provide relocation benefits, refinancing, purchase loans, and expedite the transferring of employees or help with current organizations’ real estate needs. 

Provide: 

· Transferring employees receive complete review of their relocation benefits or refinancing, purchase needs.

· Employee will have a single contact to address questions throughout the relocation process.

· Policy exceptions will be communicated directly with the company’s HR department, along with recommendations for solutions.

Benefits:

· The company saves time and costs by enabling their staff to focus on HR business or objectives.

· The employee will have the access to policy information as well as support, and problem solving solutions.

· Policy exception cost are minimized by providing alternatives or modifying the process. Constant contact with vendors included in the process for smooth transition.

Services:

· Develop and tailor a program that allows cost-effective solutions.

· Program overview

· Destination services

· Group moves

· Home marketing services

· Real estate agents

_ _ _ 

Closing Postcards

Submitted by Dan Kublawi

I get the appraiser to provide a picture of the home and print postcards on heavy card stock announcing, “We have moved” with the customers name and new address on it. At the bottom we include the loan officer’s name, photo and company logo along with the Realtor’s name, photo and company logo. The reverse side has a standard “place stamp here” in the top right hand corner and a space to write a note on the side, just like a regular postcard. We deliver these to the borrower at closing, so the selling agent and listing agent see them. The borrowers love them and the Realtors see this as a marketing tool for them as well. Listing agents take not because it includes a picture of their listed property. It’s a win-win for all parties and the cost is minimal, about 25 cents. Of all the closing tools I’ve used, this gets the best response and is the least expensive to produce.

_ _ _ 

Cornering Credit Unions

Submitted by Paul Mahan

My idea is to approach credit unions about co-branding with my company to capture new members and retain current customers, by offering services that their competitors do not provide. Services and marketing would be geared to the credit union’s culture of “People Helping People,” and promote home buyer’s seminars, credit counseling, down payment assistance, etc. I would cross sell my own past clients to encourage them to join the credit union, and have the credit union cross sell me and the niche products I have access to, (but the large banks do not provide.) The credit union can use my company as a weapon to combat against the large national banks and other mortgage entities that are hell-bent on stealing their customers.

_ _ _ 

Getting More Referrals

Submitted by John D. Svirsky

My business is exclusively based upon referrals. I have targeted Bankruptcy Attorneys, high-end lawyers, and Financial Planners. My approach is very simple. I can not ask another professional to refer business to me with any integrity unless he or she can say, “I have used John personally and he has done a great job for me.”

I give my referral partners a free mortgage; that is, I give it to them at my cost. The beauty of this strategy is that once the referral partner can say, “John did my personal mortgage and did a great job,” the clients do not question the price and will not shop elsewhere. Bottom line: I have worked with many of the same referral partners for 10 or more years, in fact, I have worked with one for 18 years. My average loan amount is over $1 million per loan.

_ _ _ 

APP for Business

Submitted by Brad Smith

For the Realtors on my drip campaign, I provide “Fast App” flyers that go on the For Sale sign in the front yard. 90% of the Realtors do not put any information on the back of the flyer. This includes the standard pre-qualification information, and spotlights attractive loan programs with several down payment options. 

_ _ _ 

Special Interest Event Hosting

Submitted by Andrea Kawakanu

In an effort to create relationships with referral partners, I have hosted a series of invitational seminars and recreational events, that give myself and the referral partners an opportunity to connect on a different level. It’s a new twist on the old, “business on the golf course” strategy. 

One event was called, “The Working Mom Realtor Luncheon,” and the focus of the lunch was a reference book on the challenges of simultaneously managing the responsibilities of work and home. Another idea I implemented was to host Texas Halloween Poker Tournaments. In both cases, I bonded together with my referral partners as friends with common interests. 

For these types of events, the loan officer must be the facilitator, and also someone who has knowledge to share. This approach earns value and respect with referral partners.

_ _ _ 

Monthly Mastermind Session

Submitted by Mlener

Every month, I sit down with a Builder and his top real estate team leaders. We discuss what each team is doing; what is working and what isn’t. I bring in ideas that I see other successful Builders doing, such as check W4s, addendum letters, etc. I relay how clients feel about their service. 

Together, we try to develop ongoing communication systems and letters to better our service to our mutual clients. We strive to see positive things others are doing and implement the best tactics, analyzing what we need to do to improve. We discuss marketing strategies to build our client databases, and win the referrals of existing clients. 

We are currently implementing a pre-parade party, inviting past clients and neighbors to view new model homes, products and ideas. We have hors d’oeuvres and refreshments, and make it a fun party. While our guests are there, we make a point to find out what they like and dislike, and mark areas of improvement.

_ _ _ 

Script Your Way to Success

Submitted by Tara Ryan

I realized recently that some Realtors have no idea how to refer business and the services of others. One Realtor I send leads to actually admitted that she screwed up by referring a client to another lender, one that she had never received any leads from. She told me she just wasn’t skilled at the process of referring business.

So I began compiling scripts that my Real Estate Agents and other referral partners can use to “sell” me. I write down the techniques implemented by some of my better agents, pull scripts from LoanToolbox, and am also writing some original scripting to proactively teach my referral partners what to say to their clients when they refer me. 

I am also planning a Lunch and Learn session in 2006 so my agents can get together and share their best practices. The scripts to sell my services will be printed and passed out to each attendee.

_ _ _ 

Realtor Presentation Packet 

Submitted by Bonnie Oliver

As a manager, I use this as both a recruiting tool and a means to sell my LOs services to Realtors in our marketplace. I combine selected materials from LoanToolbox and other sources, to create a presentation packet for each loan officer. This provides a systematic approach to discussing the benefits of a partnership. Flyers that are not time sensitive are included, that promote the loan officer with his or her branding and personal contact information. 

Presentations are done face-to-face for maximum benefit. All materials are printed on high quality paper in full color, and placed inside a company folder.

_ _ _ 

Client House Warming Party

Submitted by John Paskowski

This is a great way to build your database and co-op with your listing and/or selling agent in a home purchase transaction. I offer to send out all the invitations, and I put together a house warming party with food and drinks served, scheduled 30 to 60 days after the transaction has closed. I budget roughly $5.00 per person for refreshments; it doesn’t have to be extravagant. Saturday or Sunday afternoon works best, and we plan for about one hour from start to finish. This promotes my client appreciation and service level. The results are great and it sets me apart from my competition.

_ _ _ 

House Warming Party 

Submitted by Bobby Christian

I put together a house warming party with my Realtor and Title Company for each client, 30 to 45 days after their closing. The client can invite 30 to 40 of their friends and family. We cater the food and the client provides drinks. The Title Company provides gift certificates to Home Depot for all the guests. Each guest must sign in upon arrival, and at registration we ask three questions:

· Can we put you on our newsletter list?

· Would you like more information about 100% financing?

· Who do you know who is thinking of buying, selling, or refinancing a home?

Our job is to serve and network at the event. We also put out signs around the neighborhood as an open invitation. We call this a ONE – Orchestrated Networking Event. Each party costs about $200.00 and we always get two to five good leads to work with.

_ _ _ 

Help Train the Next Top Real Estate Agent

Submitted by James Kabellis

I joined the National Association of Realtors (NAR) as an affiliate member. Each local chapter has a weekly caravan and a meeting that precedes the viewing of property. Four to six times a year, I sponsor the caravan breakfast and speak for five minutes about my monthly lunch meetings for Realtors.

The monthly meetings are conducted to highlight and train on a particular topic each month. I choose topics from LoanToolbox and bring five to 10 Realtors in for the monthly luncheon. They are welcomed by my staff and are able to feel the energy and culture of our office. They are fed great food for the mind and body, and they leave empowered with a CD and handouts on the topic that was covered. I have only been producing for two years, and this strategy helped to boost my production to $60 million this year.

_ _ _ 

Satisfaction

Submitted by Eric Strobel

In an effort to increase my database of referral partners, I have a two-phase approach. First, I totally take care of my referral partners. I survey each one to find out their favorite choices in about a dozen categories. (Restaurants, wine, school they attended, etc.) I do this to get to know them better and when I want to thank them for doing business with me, I can get them a gift they will really enjoy. I also send my Realtors copies of my client survey results so they know the clients they are sending me are getting incredible service, and they are well taken care of. 

Secondly, I ask my referral partners for testimonials about my service. With these in hand, I market to other potential referral partners and they get real-life results from their peers and home buyers. It shows that I practice what I preach and get results. It flat out works!

_ _ _ 

Lunch and Learn

Submitted by Kim Redden

Work with a medium-to-large real estate office to set up “Lunch and Learn” training for their newer agents. Take a few minutes in their weekly sales meeting to promote the upcoming class, inviting both new and seasoned agents to attend. 

The first class should provide newer agents with the tools they need to do a quick pre-qualification with the buyer. Take them through the process of what happens once they refer a buyer to you. Touch on commonly asked questions that buyers ask about the mortgage process, as a prelude of what will be the topic of the next “Lunch and Learn.” This gets your foot in the door and builds the foundation for a long-term relationship.

_ _ _ 

Local Mortgage Consultant

Submitted by Laura Meyers Black

Become the local experts on mortgage issues for your local TV station. It’s a great way to score free publicity, and let the consumers in your marketplace know about current market trends. Bring in your referral partners as guests and interview them, including questions that are pertinent to current market trends and hot topics.

_ _ _ 

Hollywood Bowl Evening

Submitted by Marty O’Malley

I have annual box seats at the Hollywood Bowl, which I renew each year. As a token of appreciation to the referral partners that send me the most referrals, I allot each one a spot in the calendar to bring a guest and join me for an evening of culture and entertainment at the Hollywood Bowl. It’s always a great evening of quality time that gives us the opportunity to bond outside the workplace.

_ _ _ 

Past Realtor Contact

Submitted by Mark Wiener

Stay in touch with the realtors you have worked with, just as you would stay in touch with your past clients. I like to casually drop when the Realtor is hosting an open house, when they are not expecting me. I let them know I am open to discuss co-hosting future open houses. Two such realtors have become my top referral partners, consistently sending me their purchase business and referring clients who need to refinance.   

_ _ _ 

Customer Appreciation Night: Client +1 Guest

Submitted by David Waldrum

Invite 50 of our most recent customers to a customer appreciation night where drinks and appetizers are served. Request that each past client bring a referral as a guest, and have the company LOs mingle and introduce themselves to new faces. Keep a guest book, and follow up with a thank you note and personal phone call. Pre-qualify and refer any potential home buyers to your Realtor referral partners, or partners in other industries.

_ _ _ 

Joint Venture Business Card

Submitted by Karen Keyser

My idea is to design a business card with the Loan Originator on the front and the contact information and discount offer for three referral partners on the back. Another idea is to create a coupon booklet made up of all of your referral partners that would include their photo and business info, to present to each client.

_ _ _ 

CPA Counsel

Submitted by Jason Adams

Through my current and expanding relationships with CPAs, my idea is to do monthly seminars focusing on the Missed Fortune concepts and strategies. As a registered investment advisor, the relationships that I have will bring more contacts to the seminars. Because of their trusted advisor status, CPAs want comprehensive and competent loan originators working with their clients. 


· Mortgage Coach sample, mailed and drop by visit

· Offering CE credits for CPAs to expose them to the strategy, mass mail invite.

· Follow up drip campaign at 3, 6, 9 and 12 months.


By utilizing CPAs and through the full disclosure of the Mortgage Coach program, I believe CPAs will allow me to be also a trusted advisor to their clients. By keeping this distinction of their clients, I can inherit the trusted advisor relationship that they have built up and be included in their planning team.

_ _ _ 

Open House CDs

Submitted by Juice Patterson

Instead of open house flyers, we prepare CDs for our agents. We make a custom cover design to go inside the jewel case. This has the same look and feel as our company brochure, but includes a photo of the home. The CD includes the following items.

· Photos of the home

· Floor plan, if available

· School reports

· Realtor information

· Consumer version of the Linda Ferrari Credit Scoring interview

· Why use Gateway Financial Group

· Payment option programs, similar to what would be on an open house flyer

· Our contact info or the home’s call capture number

I recently saw a post on the LoanToolbox message boards that spoke of auto-run. We are currently working on that, and hope to have it up and running soon. The Realtors love these and use them to impress the sellers at listing presentations.

_ _ _ 

The Power Team

Submitted by Gale Jamison

My husband is vice president of our company, and he has put together a Power Team approach to get business through HR Directors. He has teamed up with our appraiser, inspector, Realtor, Financial Planner and Insurance Agent. Together, they offer info about how they can assist people in the home buying/selling process, with a discount on their “bundled” services. We are approaching HR Directors with the opportunity to have Lunch and Learn with the Power Team.

_ _ _ 

Free Continuing Education Class for Realtors

Submitted by Reid Petersen

This tactic falls in the category of “Gift of Knowledge.” I outlined the book, Cash Flow and 36 Other Financial Measures of a Real Estate Investment” and developed a three-hour presentation on the concepts and formulas the book reveals. I submitted this presentation to my State Department of Real Estate to get the course accredited/certified. Now that this step is complete, I am doing presentations for small real estate offices to get comfortable with the material and the audience reaction.

The final stage will be presenting the course once a month to the 2500+ Real Estate Agents in my area. I expect this will take 18 months. I got this idea from my tax advisor, who has the most Real Estate Agents as tax investment clients in my community. My observation is that most Real Estate Agents are uncomfortable sharing financial concepts with their customers, and I anticipate that this educational campaign will enable me to gain legitimacy within the Realtor community and position myself a s a financial advisor to their clientele, particularly those interested in real estate investment. 

_ _ _ 

Home Buyers Marketing – Contact Conversion

Submitted by Curt Hall

American Home Mortgage is a preferred lender with HBMII. This is a contact conversion system in which I and the Agent form a business partnership to capture every contact the agent makes each month. Studies show that an agent can only work well with 4 to 5 buyers at a time. My USP is, “Why work with only 4 to 5 buyers when you can work with over 100?”

Studies show that 2/3 of new home shoppers will buy a home within eight months from the day they speak with an agent. But an agent will not follow up with them unless they will buy within the next 60 days. Home Buyers Marketing lets me show the agent how to capture these contacts and park them in a database. With the market changing from Who has the listings? To Who has the Buyers? This program is being received with open arms from the agents. With this tool and partnership, I am able to provide the agent with at least 10 additional sales a year. There is no fee to the agent. An average agent comes in contact with about 150 contacts per month. These contacts are looking for information. HBM allows them to search from their own home on a secure and password protected web site. The agent and I now have a database of contacts looking for housing. Now they may not buy for eight months, but the business plan is that these contacts are touched by us each week. The web site allows the contact to change their search criteria anytime. The only thing the contact can’t change is the sales price. They must contact me to do that. This keeps the contact focused on the correct price range we have determined will work for them. We leverage 18 to 20 additional loans per year using this strategy.

_ _ _ 

The Realtor Resource Call

Submitted by Ann Ausich

Just like we LoanToolbox members receive hot tips from Tim or Greg, I propose to offer the same type of service to Realtors, and also conduct conference calls they can dial into. We can arrange calls with top producers in our marketplace and find top producers from out-of-state to provide fresh ideas.

_ _ _ 

Trojan Horse

Submitted by Andrew Thomson

Before I got into lending, I worked as a photographer. I shot a lot of virtual tours for the Real Estate Agents in my area. My strategy is to go back to shooting virtual tours on weekends. This gets me into a face-to-face situation with the Realtor and home owner. They are able to get to know me personally, not just as a loan originator. If I am with the Real Estate Agent, toward the end of the shoot I casually ask if they are working with a lender. If no, I can hand out my card. If the answer is yes, I can still hand out my card and let them know they should call me if they aren’t getting outstanding service. If I am shooting the home with the home owner is present, it’s the same kind of conversation, but I let the home owner know I can assist them in financing their next purchase. I have the potential to get 1 to 6 leads every weekend, as the photographer who just happens to be a loan officer.

_ _ _ 

Early Bird

Submitted by David Randal Smith

I try to create win-win situations for myself and my Real Estate Agents. If I can find a way to help them succeed, then I know I will succeed. It’s inevitable. 

For $50 I order a list from the Board of Realtors of all the people who just passed their sales persons test. I send them a letter and email inviting them to team up with me to ensure and secure their success in Real Estate. I give them the hard facts: Roughly three out of 10 who passed their test will not be in the business two years from now. I remind them that knowledge is power, and they should do all they can to gain as much knowledge as possible and separate themselves from their competition. 

I invite them to contact me and set a time for us to meet to go over real estate financing, real world style. Once we set the appointment, I let them know what call capture can do to jump start their career now! It’s a numbers game. Some prospects respond favorably, and some don’t call me at all. But the ones who do contact me team up with me to ensure their future success. 

_ _ _ 

Advisory Board

Submitted by David Browe

Every other month, host a breakfast of “advisory board members.” Invite a lawyer, CPA, Tax attorney, appraiser, financial planner, and other professionals critical to your success that can provide you with referrals. Be honest and share your business issues, challenges, successes, etc. Solicit feedback on their needs and let them know how you can do a better job servicing them, providing guidance to trends and new opportunities.

These advisory board members of your business will take ownership and responsibility for your success. Accordingly, they will refer you exclusively. Further, they will grow their own network with board members, enhancing and growing their business. Most advisory board members are flattered that you contacted them, and invited them to be a critical part of your team. Minimal cost… Huge payback.
_ _ _ 

Stealth Back-Door Network Marketing

Submitted by John J. Dunn

In order to be introduced to Realtors, I created a sales seminar called “Samurai Selling” based on the book by Chuck Laughlin. I contacted a local office of a well known title company and presented by PPP seminar to their account executives, who in turn visit real estate offices and offer my seminar to the broker and his agents. The title company does not endorse or otherwise promote my mortgage company, but offers my seminar to the broker and their agents as part of their weekly briefing meetings. My seminar is paralleled around the movie “The Last Samurai” starring Tom Cruise. 

At the end of the 50 minute upbeat, motivational, sales seminar, I ask for all of their business cards so I can send them a copy of the movie, “The Last Samurai.” When I send out the DVD, I enclose an overview of what I can do for them as a loan officer and my business card. I initiate a drip campaign and offer a follow up one-on-one session called “Samurai Realtor Realities.” Referral partnering commences almost immediately and I am booked through January 2006 with a little help from my title company.

_ _ _ 

Focused Direct Mailers through Local Strategic Networks

Submitted by Jerry Martin

My idea is to form strategic alliances with high-cost residential service providers, including, heating and air conditioning companies, roofers, carpenters, plumbers, landscapers, and pool companies. Most people do not have the disposable cash to retain these types of services. The companies I target can provide information about the repayment plans and financing I can provide. I would send out a detailed mailer that addresses their particular need, and what options may be available to them by accessing the equity in their property. The companies receive a value added service to provide their customers, and gain more qualified customers.

_ _ _ 

Community Advantage

Submitted by Terry W. Cooper

Partner with Realtors, public schools, community leaders and faith-based organizations who are 501(c)(3) tax-exempt under Federal Law to provide the ultimate community service and a win-win situation for the community, the lender and the borrower.

A $350 donation will be made on behalf of the borrower to the tax-exempt organization of their choice. The borrower is named as the donor and the loan officer gets to deliver the check and continue to leverage his strength and deepen the relationships, and to show the organization how they could increase donations through their members. We could offer first time buyer seminars and invite other referral partners to create workshops they would benefit from.

The members of the organizations and your referral partners become the referral source and the recipient in that we refer individual members back to them to purchase a home or for financial services, auto service, or whatever. The organization is also the recipient because they will get the donations that are usually very much needed.

_ _ _ 

Divorce and Mortgage

Submitted by Kevin Kowalke

I decided back in 2003 that I was going to start preparing my business production for the future. I talked to a number of attorneys, CPAs and financial planners to find out the mindset of their clients going through a divorce. The long and short of it is that I developed a very comprehensive presentation with a corresponding outline that I copyrighted, and presented it to the State Bar Association. After being invited to speak on many occasions, I am now the only mortgage professional that is State (W1) certified to provide continuing legal education, which counts toward the attorney’s yearly credit requirement. I have gone from a pest to a guest. I have been invited to give talks to individual firms. They take me out for dinner, ball games, social events, etc. I am not the area expert on mortgage and divorce, which has made networking much easier. In fact, I get calls from attorneys without soliciting for business. I even took it a step further and provided a continuance plan where I provide the attorneys with tools they can use and pass out to their clients, which have my name and contact information on everyone of them. This is just the surface of it all. The follow up marketing and additional tools make it a no-brainer for professionals who will refer their clients to me for mortgages. I get one to four transactions per client. Not bad!

_ _ _ 

Business Planning with Realtors

Submitted by Douglas Fiegel

Most referral partner strategies with Realtors are centered around the procurement of prospects for the Realtor through direct methods such as call capture, FSBO, etc. All these are great, but none address the core inefficiencies of both Realtors and mortgage professionals; poor business planning, execution and database management. This strategy focuses on building value in the relationship with the Realtor by teaching them to execute the core principles of business on a successful level and thus creating a larger, more systematic client database with true “clients for life.” This “teach a man to fish” strategy will be more effective and longer lasting than the “give a man a fish” strategy that most of us find ourselves in with Realtors. The premise is to show Realtors how to increase their business, have happier customers, and a better quality of life.

· Market Realtors.

· Offer strategic planning, Flawless Execution and database management training to the Realtor through the Broker. Could ask to work with the new go-getters or ask broker to direct you to those who need help.

· Hold a seminar for Broker his or her Realtors and offer one-on-one services at the seminar. 

· Go directly to Realtors with the free service.

· Hold seminar for any Realtor to attend from your area.

· Interview Realtor for areas of need, fit, commitment to the program. Only accept clients that will be worth your time.

· Tools needed to succeed include strategic planning, Flawless Execution, business plan development, database management, Real Estate marketing, willingness to mentor.

· Build value and trust and earn all of their business.

_ _ _ 

Becoming a Financial Professional to Other Financial Professionals

Submitted by David Kuiper

Debt management is often overlooked by asset managers who are too focused on their side of the balance sheet. I want to become the debt manager to other financial professionals, financial advisors, CPAs and estate planning attorneys.

Step one: Use terminology they can relate to that elevates your professionalism: mortgage planning, representing clients, my mortgage practice, planning session, integration of debt, debt management.

Step two: Hang out where they hang out! I joined the local chapter of NAIFA, the National Association of Insurance and Financial Advisors. I am the only debt manager there, so I immediately have their attention and respect.

Step three: Create a database of referral partners and prospects. Mail out LoanToolbox resources.

Step four: Include the advisor in the every step of your client planning. Copies of Mortgage Coach spreadsheets, move up tax analysis, etc. If your client doesn’t have an advisor, you have the perfect opportunity for an outbound referral.

Step five: Approach new referral partners. Solicit warm leads from clients, call to introduce yourself, send info with a book such as Missed Fortune, and include a note that says, “This book had a powerful impact on me. I hope you find it a valuable addition to your library.” Follow up with an appointment face-to-face.

Step six: Become the expert. Teach C/E credits. Nothing establishes you as the expert more than when you can touch others in a formal setting. Create a presentation on debt management strategies, and get it approved to teach CE credit to Financial Advisors, CPAs, insurance professionals, estate planning attorneys, and Realtors. They have incentive to give you and audience and once they meet you and hear what you have to say, your passion for helping clients enhance their net worth, the referrals will come like you wouldn’t believe. It’s working for me, and it can work for you too.

_ _ _ 

Take the Opportunity

Submitted by Tina L. Post

The best way for people to know you is to take every opportunity to meet new people face to face, every chance you get. Three times a week, a co-worker and I travel to every city within 2 to 5 hours from our town to target and visit specific Realtors. However, I make it my goal to pick three new companies at random as we are driving back from our visit; three people who were not on our list and are not in the real estate business, but play a part in our industry. Here’s an example. While visiting Ruston, LA a town where we hardly ever get our foot past the gatekeeper, I asked my co-worker to stop at an American General Insurance office on the outskirts of town. Had I not taken the opportunity to stop and go the extra mile, it may have taken longer to get in with the Realtors in that town. I met an agent there and we spoke for some time. It happens that they do not advertise, but only work on a referral system. Therefore, I was able to suggest that we all work together as a team. When we’re in town, he goes with us and the Realtors welcome us. 

_ _ _ 

The Perfect Ten

Submitted by Arturo Esparza

The perfect ten in sports is the maximum score an athlete can achieve. It is seldom achieved, thus becoming an audacious goal. In order to obtain the perfect ten, team effort, preparation, timing and execution must be flawless. Teamwork is of the essence. You must align your team, which consists of setting up your self, system, the client, listing and selling agents.

Yourself: You must want to achieve the perfect ten more than anyone else in the world. Therefore, you are willing to work smart and prepare accordingly. Your goal in business is to achieve the perfect ten. As it is the most coveted recognition a loan officer can obtain. 

System: You must have a system that will allow for the perfect execution, apply detail that is covered from application, presentation, processing, drawing documents, signing documents, to the after-close follow-up call.

Client: Your client must bring absolutely everything needed the very first time, (Alt Doc, DU Findings). They are set up the moment you explain how you work and what you are going to accomplish for the borrower. They become a part of your team’s success.

Listing and Selling Agents: You set them up to look like heroes. On cue, you will deliver the perfect presentation on how you will perform for them and their client.

Total Commitment:

· Approving a purchase loan in 10 business days, excluding holidays, from accepted contract to fully underwritten approval with no lender conditions.

· Must ask the client for the referral three times during the loan process.

· Must call on the listing agent twice upon accepted offer and at complete approval.

· Must call on the selling agent twice at approval and at closing.

· Must be scripted as to why you are calling.

· Must have an executed contract signed by the client and branch manager.

Rewards:

· $75.00 to the processor per loan, as an incentive.

· The loan officer will raise the bar by showing total commitment to excellence in order to earn the right in asking for the referral.

· Loan approval in 10 working days will be standard and allow more time for more loans with less issues surfacing.

· Will build a solid reputation and relationship in the real estate community as someone who closes on times and keeps them informed throughout the loan process, thus creating future opportunities.

_ _ _ 

Tina Koundel

Submitted by Tina Koundel

Contact top producing Real Estate Agents, not the superstar legends, but just the busy producers. Start the conversation with a review of their success. Acknowledge them and tell them that you are just about to be at their place in the loan origination business, especially after attending the Business Plan 2006 seminar with LoanToolbox! Ask them to give you a brief interview, 10 to 15 minutes some evening. Acknowledge that you appreciate their time and you don’t want to target them for business.

If they agree, at the meeting talk only about their success. At the end of the conversation ask them, “Hey, John, I know you have your loan relationships in place and I don’t want to make you feel uncomfortable. Who do you foresee from your office as the next up and coming Real Estate Agent superstar that I can possibly establish a relationship with just like you did with your loan originator 10 years ago. I’d like to exercise the same successful loan agent/Realtor relationship as you did.” Always bring a gift. The LoanToolbox Realtor campaign with all the interviews is a great present.

_ _ _ 

Keep ‘Em Laughing

Submitted by Greg Davidson

My goal is to stay in front of Realtors in a light-hearted, positive way that doesn’t seem salesy. Six times a year, I send out a small gift to my targeted realtors that is humorous and “slap-stick.” I included my business card in each package, a card outlining the highlighted products that are available, or a featured service, like bridge loans or in-house V/W. The gifts can be sent in a small clear cellophane bag, or a gift box, depending on what works best. They’re filled with chocolate, themed shred and/or packaging peanuts, a themed toy, etc. and a cover note focusing on the theme and relating it to me. It’s simple and somewhat silly, but it gets their attention in a memorable way.

Examples of putting this idea to work are; for Valentines day, I sent out the package with red and white shred in a cello pack with chocolate hearts. The title was, “Let’s get to the heart of the matter” or “Call Greg to avoid broken hearts at settlement.” 

For Easter, I sent out a small gift packed in green shred. Hollow plastic eggs were filled with candy, and the theme was “Working to Egg-ceed Egg-specations… Egg-splore your options with Greg.”

For Halloween, I used a medium size cello bag filled with black and orange shred, Halloween toys and candy, and the theme was, “No tricks, Just Treats with Greg.”

For a summer theme, I went with, “Don’t get fried. Try Greg” and included suntan lotion as the gift. For Independence Day, I used, “Freedom from Mortgage Worries with Greg.”

_ _ _ 

Endorsement Letter

Submitted by Al Rodriguez

 This idea is to contact existing referral partners such as CPAs, tax preparers, insurance agents, financial planners, etc. A meeting is set to work on an agreement to promote each other to gain more referral clients. An example would be as follows. Mr. Insurance Agent, I will write a letter to your database as if you are writing it, whereby you will offer your clients a free session with me to do a mortgage review and debt analysis. The letter will actually be written by me, but you will full editorial review and can change it to fit your style. The letter will edify me; promote my professionalism, and my ability to uncover ways your clients can save thousands of dollars. In addition to a free review, other benefits such as a free appraisal or reduced fees may be offered in order to distinguish exclusively for the prospect. Of course, the idea is to partner and since this letter endorses me, it creates instant credibility and shows the referral partner is looking for ways to better serve his clients. A series of mailings can be done, including offers for free reports, etc. Respond in reciprocation to your referral partner by sending a mailer out to your own database and endorse that referral partner. I suggest only working with one referral partner per industry… One CPA, one tax preparer, etc. These prospects tend to respond at a higher rate due to the existing trust that they have with that professional.

_ _ _ 

Own Your Own Home

Submitted by Mark McGarry

We do a postcard and approach a Realtor and ask them for permission to advertise one of their listings. It is important to choose a listing that is affordable for first time home buyers. On the front, we show a flattering photograph of the subject property with an affordable monthly mortgage payment. On the reverse side, we show both the LO and the Listing Agent. The LO is featured at the top with a simple headline, “Call for Free Pre-Qualification.” This section includes the contact information for the loan originator.

Five things are accomplished with this type of postcard:

1) With 5,000 postcards at a cost of $2200 (printing and mailing) we receive 10 to 15 first time home buyer leads.

2) Two to three loans will be originated.

3) The Listing Agent stands to receive a 6% commission for possibly bringing in the buyer. 

4) Not all the leads can buy the same house, so we have generated more buyers for the Realtor.

5) More clients are added to our database to be nurtured for future referrals.

_ _ _ 

Realtor Seminar

Submitted by Ryan Leahy

There is a company that specializes in Realtor seminars that has been doing this for about 15 years. They now put on an annual seminar for me, and I choose the location. They market the seminar for me, provide and mail all the marketing materials to Realtor prospects, and to my surprise they were able to fill the room with 128 Realtors. I did nothing except write the check and show up. I had the opportunity to recruit 60 Realtors and would have received 100% refund if attendance was too low.

The broad topic that is brought up several times during the seminar is create a  team with one lender and one title company. (The lender being me.) I had an opportunity to speak for five to 10 minutes about my USP to the Realtors. The seminar speaker reinforced my USP and made me shine.

Out of the 128 Realtors, 56 requested I contact them with more information. I keep in contact with the other agents through the Mortgage Rate Update each week. I was able to get one Realtor away from another lender, and have generated over $15,000 in commissions with that Realtor since September 1, 2005. This Realtor has marketed me to her old and new clients and has sent me other Realtor referrals. In August of 2005 I was worried about what the Fall season had in store for me, and because of this seminar, I had a great Fall. I immediately signed up for another seminar in 2006. The seminar company was great to work with. They gave me scripts and taught me when and how to follow up with these Realtors. This will be an investment I make in my business every year. I used LoanToolbox marketing materials to the fullest extent. 

_ _ _ 

Network for Real Estate Brokers

Submitted by Crawford Peterson

Set up a computer at a Real Estate Broker location to provide remote access for loan origination services. Have an LO present in the office to work real time over a VPN to process loans and increase outside loan approvals for the brokers. We are currently providing this type of service to two locations, with a 40% increase in loan production. Our goal is to go into eight more locations by February 2006.

_ _ _ 

Six Step Realtor Plan

Submitted by Norbert Gyarfi

The basis for this plan is to meet Selling Agents on transactions, satisfy their lending needs at the highest level (six positive points of contact) and set a lunch appointment with them after the transaction to get all future business from them.

Step 1: Initiate contact with the seller’s agent as soon as you receive a purchase contract from the buyer’s agent or client. Introduce yourself and give the agent your contact info.

Step 2: Contact the selling agent when the appraisal is completed. Let them know that the house appraised at the value we were looking for. Complement them on pricing the house and taking the listing at an accurate price.


Step 3: Contact the selling agent when the underwritten approval is received. Let them know that everything looks normal on the conditions, and we’ll be meeting all PTD conditions and ordering loan docs very soon.

Step 4: Contact the selling agent when docs are at the title company. Let them know that your client (the buyer) can sign and close early if their seller is OK with that. Closing early is good!

Step 5: Contact the selling agent when the loan is funded. Make sure you are the first to call the agent. Do not let the escrow agent beat you to the punch! You must be the first one to tell them the good news.

Step 6: Call the selling agent back and qualify them over the phone to see if they are a good prospect to pursue for future business. This part is easier than most mortgage originators think. Simply ask them if they are happy with the level of service you provided to them on the transaction. If the answer is yes, then ask them if they are currently working with a lender that provides that quality of service. If they answer yes to that question, don’t bother with them. They are not a good prospect and might even be married to their loan officer. But if the answer is NO or Yes, but they are not good at some aspect of lending, then you should ask for and set a one-on-one lunch appointment with that Realtor.

Once you are on that appointment, you have the opportunity to listen to their needs and objections they may have. Isolate each need or objection and meet those needs or overcome their objections. Once you have done that, you have earned the right to ask for all of their future business.
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