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Introduction
You have chosen a career that gives you the opportunity to earn a commission on the largest purchase most Americans make in their lifetimes. As a result, successful loan officers are among the most highly compensated people in our society.

In addition to the financial rewards, you also get a chance to help your customers accomplish the American Dream of home ownership. In addition, you are given the potential to make your community a better, safer, and happier place to live -- one home at a time.

The tremendous opportunity of being a mortgage loan officer carries with it equally significant responsibilities:

· You have a responsibility to always act in the mutual best interests of your customers, your employer, and the investors who provide the capital for the loans you make. 
· It’s your responsibility to know the loan programs available to you, so that you can make informed, professional recommendations as to the best loan program for which your customer can qualify, based on that customer’s unique circumstances and goals. 
· It’s your responsibility to take a complete and accurate loan application, and it’s ultimately your responsibility to see that the file is adequately documented for underwriting purposes, and submitted for approval in a timely fashion.

· In most companies, it’s your job to originate the business, whether it’s through Realtor referrals or some other source.

What They Don’t Teach You in Loan Officer School

Your company, no doubt, provides you with the training and tools you need in order to competently evaluate your customers’ needs and match them with the appropriate loan product. Your dedication and commitment will determine the degree to which you master the loan products in your portfolio. The more you know, the more valuable you are to both your company and your clients.

Knowing your products and what we might call the “technical” side of your business is one requirement for success in this profession. This manual was written to help you with the other requirement for success: developing the marketing and sales skills necessary to originate and close loans.

The purpose of this manual is to show you how to build your business by using an integrated approach consisting of:

· Consumer-direct marketing strategies in conjunction with 
· Realtor/Builder referral-based marketing and 
· A system designed to win your customer’s loyalty, repeat business, and referrals. 
I will briefly explain the concept of consumer-direct marketing, and why it gives you more control of your own destiny. 
I will discuss the role Real Estate Agents can play in helping you build a successful career, and how you can approach them with a co-op marketing program that will drive them to work with you. For co-op marketing, you must evaluate the cost of the marketing and make sure the Real Estate professional is paying for their fair share of the costs. The marketing program must promote both the Real Estate professional and the Loan Executive, and the costs must be proportionate. For example, if the Realtor® is promoted in 70% of the script, then they should be paying 70% of the costs. If a co-op program is out of their budget, you must limit your scripting to promotion of loan programs and your personal branding to remain within the RESPA guidelines stipulated by HUD.

I will show you how to create an irresistible offer to potential homebuyers (a free consultation I call a Strategy Session) and how to use that Strategy Session as an opportunity to earn the prospect’s trust and loyalty. I'll also help you develop a system for managing your leads through the various stages of the sale from "lead" all the way to "happy customer." Moreover, the system continues after the loan closes. I’ll show you how to stay in communication with your customers so they generate repeat business and referral business you would not otherwise have gotten.

We will then turn our focus to a series of lead generation programs designed to put you in front of enough qualified prospects to allow you to reach your production goals.

Next, I will lead you through a process for setting your personal production goals and determining which specific activities you personally will need to do in order to assure yourself of being able to accomplish your goals.

Finally, I will show you a simple scorekeeping and pipeline management system that will make it possible for you to review the results of your efforts and adjust them as necessary in order to stay on track.


The Players
Loan officers have traditionally considered their real customers to be the Realtors who refer them “borrowers.” 
Since virtually all their business came from Realtors, most mortgage loan officers spent their time trying to develop relationships with them. They delivered rate sheets, attended the Realtors’ sales meetings, provided information on loan programs, and generally made themselves available to the Realtor in the hopes of receiving referrals of “borrowers” who had just purchased homes.

Even though the mortgage world had changed dramatically by 1985, homebuyers were not particularly aware of those changes, because they still went to a Realtor first, and the Realtor typically took them to a lender only after a purchase agreement had been signed. 
For the homebuyer, this system had certain disadvantages. Your Realtor referred you to a lender based on the Realtor’s relationship with the lender, not necessarily, because that lender had the best loan program for your needs. The Realtor was not an expert on mortgage loan programs and underwriting guidelines, and the higher the sale price of the home you bought, the more commission he made. As a result, Realtors sometimes tended to be, shall we say, overly optimistic about how much home you could qualify to buy. This all too often led to the embarrassing result of being turned down for the loan and losing the home you thought would be yours.

Of course, when the loan was declined, the Realtor would often blame the loan officer or the mortgage company, and take the buyers to another lender, who would qualify them for a more realistic purchase price.

From the point of view of the loan officers, it wasn’t much fun being blamed for the Realtor’s ignorance. However, what could they do? The Realtors controlled the transactions. Conventional wisdom was that you had to find a way to work with them, so in the late 1980s, many loan officers began offering a new “prequalification” service that would allow the loan officer to collect confidential financial information directly from the prospective borrower before they started looking for homes. The loan officer would analyze the prospect’s finances and tell them how much home they could qualify to buy. Often, a written certificate indicating that amount would be given as part of the service. The “prequalification” was not binding on the lender because it was based purely on customer-supplied information which had not been through the underwriting process, but the service did succeed in reducing the number of people whose loans got declined because their Realtor tried to sell them more home than they could afford. The Realtors saw the benefit of prequalification; more and more began sending their potential buyers to their favorite loan officer before spending valuable time showing them homes.

Then an interesting thing started to happen. Some of the loan officers who were doing pre-qualifications (PQ's) began to realize that potential “borrowers” were people too, and it occurred to some of them that if they sold the borrowers on their professionalism and service during the PQ, the borrowers might come back to them even if they ultimately bought their next home through a different Realtor!

Some mortgage companies and loan officers started marketing their services direct to the home buying public. This increased consumer awareness of the fact that the selection of lender was their choice, and that they did have a choice. 
At the same time, Realtors began to be concerned about the liability issues associated with recommending only one lender. If the buyer didn’t have a good experience with that lender, the sour taste would be transferred to the Realtor who made the recommendation. 
In the 1970s, the Realtor selected the lender in virtually all real estate transactions. By 1990, a survey by BancBoston showed that only 58% of homebuyers said their lender was recommended by their Realtor. By 1993, that number had further declined to only 40%. Moreover, in 1995, a First Nationwide Mortgage survey showed that 71% of Northern California Realtors said they either gave their clients the names of several lenders, or they made no recommendation of a lender at all.

It could be argued that these changes in the relationships between Homebuyers, Realtors, and Lenders will be the most significant factor in determining what it will take for you to succeed in this business. 
Certainly in the past, loan officers have seen Realtors as clients, and “borrowers” as loan files. Now that the trend is clearly established that the consumer is choosing the lender, some of the more enlightened in our profession have decided to begin the required attitude adjustment by calling them “Customers” or “Clients” instead of “Borrowers”.

Realtors have seen loan officers as vendors – people to whom they “subcontract” a portion of the real estate transaction. This is why they think they can treat you like dirt – because they think you’re working for them, and frankly, unless you’re bringing them business, you are.

Homebuyers have seen the Realtor as the key person you rely on to buy or sell your home, and the lender was a sometimes imposing, mostly impersonal, soon-forgotten obstacle to be overcome in the process. No one ever wakes up on a Sunday morning and says, “Honey … let’s buy a mortgage.”

In the last 9 or 10 years, some loan officers have begun to see Realtors as potential business partners instead of all-important clients whom they must satisfy at all costs. In addition, they have begun to see that their real customers are the Homebuyers (or in the case of a refinance loan, homeowners). Some Realtors are beginning to come to the same realization, and understand that a loan officer who is your partner can do a lot more for the growth of your real estate business than a loan officer who is just one of many possible suppliers of a commodity. And homebuyers are beginning to see that a competent loan officer can help them get accurate, reliable information so they can make the best possible choices in the very large, very complicated transaction they’re about to enter.

Why all this background? Why is this important to you? Because if you understand the forces that have been at play in the real estate and mortgage industries, you will be better prepared to compete in today’s environment. Perhaps more importantly, this background should give you an appreciation for just how fast things can change in today’s world.

In the last few years, lenders have begun offering a full loan Pre-approval, subject for the most part, only to a satisfactory appraisal on the home the borrower wishes to purchase. 
A true Pre-approval has been underwritten, and includes a written commitment letter signed by an underwriter. The technology of automated underwriting has helped make Pre-approvals financially feasible for mortgage companies.

As you will see, the Pre-approval itself will become one of your most important tools. It provides one reason for potential homebuyers, especially first-time buyers, to meet with you before they begin looking for a home with a Realtor. Today, even most Realtors have begun to see the logic in it. What it means to you is that you now have a clear opportunity to be the homebuyer’s first and possibly primary advisor and source of information. If you do your job right, when the time comes for your new customers to talk to a Realtor, many of them will be asking you, “Who do you recommend?”

And this is really the heart of your marketing strategy: to identify people who are thinking about buying a home; to offer them something they really want, which you are uniquely qualified to give them (information); to get them pre-approved for their mortgage loan so they have the advantages of cash buyers; to refer them to Realtors who are partners; to use your ability to refer business as leverage with those Realtors – they are happy to refer business to you because they want more referral business from you, and because they have learned that their customers get far more from you than they would from any of your competitors. 
The Four “P’s” of Marketing

Every discipline has a methodology for analyzing data. In the marketing profession, that methodology is called the four “P’s”:
Product: What you are selling -- what need it fills; the product’s features and benefits

Price: Your price, relative to your competition

Place: How convenient and pleasant you make it for your customers to do business with you – the quality of the overall experience

Promotion: The degree to which you reach people who are in the market for your product with your Offer.

Each of the four P’s are assigned a numerical value, relative to everything else available from your competition. The four P’s are then charted together, so you can see how you compare to your competition, when the total package of four P’s is considered together.

Successful marketing strategy requires that you come up with a package of four P’s that represents an irresistible combination, from the point of view of your target customer, when compared to the combination of four P’s offered by your competition.

Examples of “Product” in the Mortgage Business

Mortgage loan products are defined by certain parameters:

· Type (Government or Conventional); 
· LTV, 
· Term of the loan, 
· Fixed or adjustable rate

· Ratios, documentation, and other underwriting requirements

Your customer’s unique set of circumstances – their finances, objectives, personality, and motivation -- will dictate which loan program most closely matches their requirements. A mortgage company scoring high on the “Product” scale would have the largest variety of loan programs in the market.

Examples of “Price” in the Mortgage Business

The price is the price. It can be compared in terms of the up-front closing costs, or in terms of the total interest paid over the life of the loan, or in terms of the amount of the monthly payment, or the interest rate, etc. What makes the mortgage industry unique is that the “price” issue is not clear-cut. When you look at two boxes of cereal in the grocery store, you can easily tell which one costs more. It’s much more complicated with mortgage loans. A mortgage company scoring high on the “Price” scale would have the lowest bottom-line price in the market for comparable product, where the bottom-line price is defined as the total closing costs, including any fees, when you are comparing loan products with identical rate, points, and term.

Examples of “Place” in the Mortgage Business

“Place” refers to the overall quality of the buying experience. How friendly and helpful were you and the other people your customer interacted with? How convenient was the location? Did they come to your office? (Or did you take their application on the phone and send someone to get signatures and docs?) How long did it take to get an answer? An approval? How much documentation was required, and how much back-and-forth to get all of it supplied? Anything you do to improve the overall quality of the experience is a function of Place. A mortgage company scoring high on the “Place” scale would do these kinds of things more than any of its competitors in that market.

Examples of “Promotion” in the Mortgage Business

“Promotion” is what you do to get noticed by your target market. It incorporates both the methodology (e.g., newspaper, radio, TV, direct mail, telemarketing) and the “Offer” itself. A mortgage company scoring high on the “Promotion” scale would literally have the highest name recognition in the market among actual homebuyers in a given time frame.

It is considered theoretically impossible to have the highest score in the market in all four P’s at the same time, because the more resources you employ to improve your Promotion or your Place, for example, the higher your Price will have to be if you are going to make a profit. The larger the variety of loan programs you offer (Product), the less likely you are to be effective in getting loan applications approved and closed (Place).
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Here’s the Rub

Face reality: the Consumer perceives the mortgage loan as a commodity. That is to say, the only difference between one mortgage loan and another is the price, as far as they are concerned. 
Corn, for example, is a commodity. Corn is corn. For the most part, you don’t get a higher price for your corn by talking about how much you care about your corn, or how many years experience you have as a farmer. The price is driven by supply and demand, and in any given year, your corn is going to fetch the same price at market as your competitor’s.

The irony is that your job is to originate loans, which the consumer perceives as a commodity, meaning they will make their decision based on price to the exclusion of almost everything else. And guess what? As a loan originator, price is the one thing you have almost no control over!

The only way out of this Catch-22 is to re-invent your product so that it includes a competitively priced loan, but is actually much, much more than the loan – something that fills a vacuum, meets a real need for the consumer, and in such a way that it raises the value of the total product in the customer’s eyes.

You have to do a superior job of promoting, and then delivering, a superior product. There is no other way around it! Marketing techniques are too easily imitated to provide reliable or consistent gains in market share. The product has to be superior too. 
Webster’s defines superior as: “excellent of its kind: BETTER.” Your product and your marketing effectiveness have to be BETTER than everybody else’s. Not better by your subjective standards, but by the standards of the consumer, as measured by market share.

As a loan officer or branch manager, you have no significant influence over pricing, or what kinds of loan products your company offers. Therefore, if you are going to deliver a superior product, it has to be the part of the “product” you can control -- the relationship you have with the customer, and the value of the service you provide. Begin thinking of that as your product.

John Naisbitt (author of Megatrends) was right about what he called “High-Tech/High-Touch.” At the same time we consumers demand the benefits of technology (more/faster/cheaper), we also yearn for the personal touch, especially when we’re in unfamiliar territory – like when we’re buying or selling a home, or making decisions about (mortgage) financing. 
Ten years ago I designed a post-closing mortgage survey for homebuyers which has been used by hundreds of loan officers to find out what their customers thought of the process, and those surveys taught me long ago that it’s more than just the “personal touch” we want; we want advice from someone who knows what they’re talking about and who we feel knows us, understands us, and cares about us! We want reliable information that will save us time and money.

This is the key I used to develop a vision of a “product,” created and delivered at the branch/loan officer level, which would transcend and include
 the old paradigm of what a loan officer does. The “product” has two parts: 
· The Strategy Session (the initial appointment and follow-up with a prospective homebuyer – see Chapter 4); and

· The Customer Care System (a system for insuring exceptional customer service while a loan is in process, as well as periodic value-added relationship-building contacts after the loan has closed).

The Strategy Session is your irresistible offer to persuade prospective loan customers to meet with you. The Strategy Session and the Customer Care System are intended to absolutely thrill the customer and position you as the customer’s trusted, lifelong resource for all real estate and real estate finance-related matters. You become one of those rare professionals to whom customers enthusiastically
 refer their family and friends.

This is important because, in a typical market, only about 1-2% of households will purchase a home in any given year. So you can’t afford traditional media as a way to get your message out – it doesn’t make sense to pay to reach 100% of a market when only 1% will be a consumer in the near future. You have to find the 1% or 2% and then focus your promotional efforts on them.

Once a family decides to purchase a home, your window of opportunity to identify and reach them may be very short, and the competition for their attention may be very intense. But if most of your customers are “raving fans”, then every time you close a loan, you are putting another “bird dog
” out in the field, telling their friends about you. Most Americans prefer to do business with someone who has been personally referred and comes highly recommended. They’ll choose someone like that over a lender with a larger ad budget and more name recognition. When someone starts thinking about buying a home, the first people to find out about it are their family and friends. In addition, if one of them is a “Raving Fan,” they’re going to tell this brand-new hot prospect to call you.

From your perspective, this strategy gives you a way to build a more profitable branch or personal production without having to depend on the interest rate gods smiling on you, or without having to hope your corporate gods provide you with a clearly superior product line. 
Will implementing these strategies be easy? No. By definition, it will require you to mold yourself into something you are not – yet: what I would call a “Loan Officer of the Future.” You will have to learn new skills, and you will encounter obstacles along the way. Nevertheless, this manual will give you a roadmap. 
If you will commit yourself to the process, you will make yourself far more valuable to your potential customers than your competitors can be, even if they can beat your price. 
We will begin by laying a firm foundation: designing your branch, or your personal production, as a fully integrated system that you can constantly monitor with a minimum of effort.

Required Reading

· The Goal – Eliyahu Goldratt

· Not One Dollar More, How to Save $3,000 to $30,000 Buying Your Next Home – Joseph Eamon Cummins (Second Edition)

· The Great Game of Business – Jack Stack

· Getting Results – Michael LeBoeuf

· Enterprise One To One – Peppers & Rogers

· The E-Myth – Michael Gerber

· The One-Minute Salesperson –Ken Blanchard

· The One-Minute Manager – Ken Blanchard

· Think & Grow Rich – Napolean Hill

Seeing Your Business as a

System (Scorekeeping)

If you’re fortunate enough to have read Eliyahu Goldratt’s thought-provoking book, The Goal, you will remember that the book focused on a concept Goldratt calls throughput – which if you put it in terms of our business, would be defined as the rate of flow of loans through the system. 
Our system starts with Leads and ends with Closings:

1. Lead – Someone we have reason to think may be in the market for a mortgage loan. Without leads and prospects to talk to, you’re just another loan officer waiting for a Realtor to call.
2. Call – Whether they call you or you call them, at some point you have to talk to the prospect and somehow persuade them that it’s in their best interest to meet with you.
3. Appointment – Whether it happens on the phone or in person, the Appointment is your opportunity to make the right impression on your potential customer. When the customer’s situation warrants it, and when you have won the customer’s confidence, the result of the appointment is a 
4. Loan Application – And it’s a loan application when the 1003 is completed and has been signed by the customer.
5. Submission – We can’t close it unless it’s been submitted to underwriting, so we need to monitor this important step in our process.
6. Approval – Obviously, we can’t close it until it has been approved, and here I’m talking about a Final Approval as opposed to a Pre-approval. Credit approvals don’t become closings without properties, so we can predict our closings by counting our Final Approvals.
7. Closing – This is the end and the beginning of our process. Customers who have the right kind of experience with us refer family and friends, and become repeat customers – if we stay in touch with them and continue to remind them that we welcome their referrals.
Our throughput is the rate of flow we sustain through each of these stations in the “assembly line” of our system. In the book, The Goal, none of the progress they made would have been possible if they had not been able to accurately MEASURE the rate of flow through their system, and maintain a historical record of these key numbers. Otherwise, how would you know whether a particular change in strategy was an improvement or a step backward? 
So, we set up a record keeping system to track the number of new leads, dials, completed calls, appointments, applications, submissions, approvals, and closings. We report those results weekly so we never have to wait more than a week to identify and respond to a bottleneck.
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Summary

 


There are two forms; the first is the Daily Schedule Form. Every “Appointment” is listed on the form (see above), along with the result of the appointment.

The second form is the Weekly Marketing Results Form. It tracks lead generation, dials, completed calls, and appointments scheduled. At the bottom of this form, we also track submission, approval, and closing numbers (see next).

You measure your commitment and discipline by your ability to reach the goal for completed calls. Once the discipline of making the calls is established, we can begin to work in earnest on improving your skills, and the effectiveness of those calls. However, until the discipline of making the calls is consistently present, nothing else matters much!
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Turning Work into a Game

About 20 years ago, I read a book (now out of print) called The Game of Work. The central theme of the book was:

PEOPLE WILL PAY FOR THE PRIVILEGE OF WORKING HARDER WHEN THEY PLAY THAN THEY WILL WORK WHEN THEY ARE BEING PAID. Why?
As an example, consider the frozen food business, where people are hired to work in refrigerated warehouses. Most people would agree that these are tough working conditions at near‑zero temperatures. Companies are required to provide insulated clothing and boots. In fact, an entire industry provides “refrigewear” clothing to companies with refrigerated warehouses. These companies are required to provide hot drinks within so many feet of cold work areas. Workers must have a 10‑minute break every hour. It's tough to get people to work in those kinds of conditions. People dislike working in the cold.

Yet, whenever a winter snowstorm passes over the Sandia Mountains outside Albuquerque, or the mountains near Santa Fe, or Angel Fire or Taos, followed by clearing skies and plunging temperatures, there is a sudden jump in employee absenteeism in Albuquerque, particularly among young workers. Instead of going to a warm office where they can avoid contact with freezing temperatures, they migrate up to the ski areas to test their skills on the slopes. 
Equipped with hundreds of dollars worth of equipment (which they gladly pay for out of their own pockets), they happily take a reduction in pay for the day off and buy a $35 pass to spend the day outside in sub‑freezing temperatures. There are no hot drink vending machines on the slopes, nor have I ever heard of a skier demanding a 10‑minute break every hour. People really will pay for the privilege of working harder when they play than they will work when they are being paid.

WHY?
The authors of The Game of Work said there were three main reasons for this phenomenon:

1.
In recreation, the goals are more clearly defined.
In your job, there are usually no specific, measurable goals when you start the day. It’s a little different for a commissioned loan officer, but for most workers, their boss’ evaluation of their performance is usually subjective.

But in a basketball game, for example, the goals are very specific: to score more points than the other team. As a player, your coach can evaluate you very objectively: how many points you scored, how many assists, steals, rebounds, etc.

2.
In recreation, the scorekeeping is better.
Feedback in sports is accurate, frequent, and instant.

But in business, company sales for the previous month are typically announced at the end of the first week of the following month. And whether you’re looking at a branch P&L or a commission statement, the reporting just doesn’t tell you nearly enough about what you’d need to know to make anything better.

It's like going to a bowling alley with a curtain in front of the pins so you can't see how many you hit, and having the proprietor tell you to just roll the ball down the alley 20 times or so, and they'll figure out your score and mail it to you in three weeks. How many people would enjoy bowling if it were played that way?

3.
In recreation, participants feel they have a higher degree of choice.

In sports, you pick the position you want to play or try out for; you decide whether to swing at the ball when you're at bat. 
Jobs in business can be repetitive and boring. When you do the same thing every day and nobody notices unless you really screw up, your GOAL becomes GETTING THROUGH THE DAY so you can do what you REALLY want to do on your own time.
In the final analysis, it comes down to a matter of CHOICE. People work because they have to, but they play because they want to. 
But given the fact that we all have to work for a living, (in fact we spend half our waking hours working) wouldn't it make sense to try to find some ways to re-create, in the workplace, the conditions present in recreation -- the very conditions that seem to contribute so much to making recreation fun?

And can you see why it would be worthwhile trying?

In the era of Tiger Woods, there’s a little more difference between the #1 player and everybody else. But in 1978, Tom Watson won the championship and Lee Trevino was a close second.


Tom Watson earned $362,000 averaged 70.16 strokes/round


Lee Trevino earned $224,000 averaged 70.32 strokes/round

In other words, 16/100 of a stroke difference in their average over an entire season made a $140,000 difference in earnings!

So it doesn't take a big change to make a big difference! 
How do we make work more like play?
Look at the three differences I mentioned earlier:


1.
In recreation, the goals are more clearly defined.

2.
In recreation, the scorekeeping is better.

3.
In recreation, participants feel they have more of a choice.

The Marketing Results and Daily Schedule forms are specifically designed to make it possible for everyone on the "team" to feel that they are each working toward a clearly defined goal; that score is being kept accurately, instantaneously, and fairly; and ultimately, as a result of the coaching we do on a weekly basis, we want to put you and your team in a position where you feel increasingly comfortable about "calling your own plays" -- in other words, using your on-the-line experience, combined with our coaching, to make you a better player -- a player who is more than willing to take full responsibility for the choices that result in his or her "batting average."

While you don't have direct control over the bottom-line goal (number of appointments scheduled), you do have total control over the number of calls you make. Nobody else but you decides how many times a day you'll pick up that phone and call a prospect. You have indirect control over the number of appointments you schedule in that, as your communications skills improve, you will begin to see improvement in the percentage of people you can successfully schedule. In this way, it's like a baseball player who wants to improve his batting average from .200 to .300. As his hitting skills improve, his average will increase. However, those skills will never improve unless he gets up to the plate and takes his swings at the ball!
If you keep your Marketing Results Form at your desk, so that you can keep track of every call you make or take (your "at bats"), not only will the Report be complete and accurate, but you'll find that you are getting immediate feedback on your performance, and that feedback will help motivate you to make as many calls as it takes to reach your goal for the day. Keeping score becomes fun.

On the following pages, you will find full-sized versions of the Daily Schedule form and the Weekly Marketing Results form. On this page, as well as 19-22, I have included Excel workbooks showing the kinds of reporting you can do when you track your results over time. All the information in these reports comes from the forms on page 17 and 18.
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Recruiting Realtors

Lenders and Realtors love to hate each other. It’s somewhat natural; each thinks the other doesn’t work as hard; each thinks it’s the other’s fault when something goes awry in the middle of a transaction. And because these transactions involve buyers and sellers who can get very tense when they don’t understand or agree with something, the environment is perfect for producing conflict.  
Nevertheless, unless you want to focus exclusively on refinance business, it would be difficult for a loan officer to succeed without developing productive, win-win relationships with Realtors. 
Remember that the goal is to be able to control your own destiny (master your market) by creating a superior product and getting the message about your superior product out to as many potential homebuyers as possible. To do that, you have to find the people who are going to be buying homes in the near future. Call Capture technology gives you the means of identifying and reaching these people – if you can just get them to call. 
What gets them to call? It certainly isn’t the ads I’ve seen lenders run in real estate magazines, promoting their company’s reputation, their loan programs, their rates, and their pleasant personalities! Remember, nobody wakes up wanting to go out and buy a mortgage loan. To catch potential homebuyers, you need good bait. Since what they want to buy is a home (and not a mortgage loan), what are they looking for when they pick up those real estate magazines? They’re looking for homes! That’s the bait. To get potential homebuyers to call your Call Capture line, you need listings. And who has the listings? The Realtors do!

That’s one reason why you should develop productive partnerships with Realtors. Another reason is that you need your customer to buy a house before your mortgage loan is going to do them any good. And you don’t sell houses. So sooner or later they’re probably going to be dealing with a Realtor, and it might as well be one of your Realtor partners, because your customer is probably going to end up spending more time with the Realtor than they do with you. If that Realtor happens to be someone who doesn’t like you, or even if they’d just rather somebody else did the loan, you can kiss that customer goodbye. 
I’ve been coaching loan officers for more than 12 years. I’ve heard all the stories about the nasty, mean, lying, cheating, double-crossing, unprofessional, cheapskate, disorganized idiot Realtors. But you’re just going to have to take my word for it: There isn’t a Board of Realtors in the country that requires its members to be nasty, mean, lying, cheating, double-crossing, unprofessional, cheap, disorganized, or stupid. 
When Loan Executives have a bad experience with a Real Estate Agent, it is usually because the scales are not balanced in the relationship from the start. 
When a Loan Executive enters into a relationship with a Real Estate Agent, the Real Estate Agent usually gets the impression they are being pursued. They feel they can call the Loan Executive upon their every whim and get immediate answers to their questions, but they feel little to no remorse should they choose to hand the loan over to a different Loan Consultant. Don’t work with this type of Realtor®.  It is not in your best interest to waste your team’s valuable time. Instead, start out on the right foot by setting an appointment up front to see if you feel there is enough common ground to build a trusting relationship on. Give a clear outline of how you do business on a day-to-day basis that provides the Real Estate professional with your terms for doing business. Likewise, don’t subject your clientele to working with a Real Estate Agent who is sub-standard. It will be a bad reflection on you in the long run.
The crucial question here is:

Why would Realtors want to participate in your marketing program? What’s in it for them?

The bottom-line answer is:

You can give them additional business – commissions they would not otherwise have gotten -- and you can send these customers to them pre-approved and completely prepared to buy a home. 
What better reason for them to participate? Here’s how you can justify that claim:

· Lead-Generation 
Just as in your business, the first step in the Realtor’s process is lead generation. One of the ways they do that is by advertising listings.

But when a listing ad generates a call, how often does the listing agent get to speak to the caller? In many offices, those calls go to agents sitting floor duty (mostly rookies). If the call goes directly to the listing agent, the caller may get the agent’s assistant or voicemail. So there are a percentage of these calls that never even get to the listing agent.

Now consider the state of mind of the caller. Remember the last time you bought a car, and no sooner had you walked onto the dealer’s lot when some slick dude comes out to greet you with his hand out, and you wince, because you just KNOW this guy at some point in the conversation is going to wink conspiratorially and ask you, using these EXACT WORDS: “What do I have to do to put YOU in a car TODAY?”

The buying public holds Realtors in somewhat higher esteem than car salespeople, but the concept still applies. People, especially when they’re in the early stages of buying a home, aren’t comfortable talking with someone they perceive as a “salesperson.” They may not even call on a listing ad for that very reason, and if they do call, they will often have prepared a story in advance to get out of meeting with the Realtor, which is what the Realtor wants them to do. Only about 5-10% of inbound calls to Realtors result in appointments to meet with the Realtor. In fact, in the overwhelming majority of cases, the Realtor doesn’t even get the prospective buyer’s phone number.

If you give the same prospective home buyer the option of dialing into your Call Capture number, they are less intimidated. They don’t have to speak to a pushy sales person on the phone. They can get the facts about the property via the recorded message (including the amenities and financing options in a co-op marketing plan with a Real Estate professional), but they are not subject to interrogation by a Realtor.®  But as soon as they dial that number, the Call Capture system logs their telephone number into your database.
The result is, your Call Capture program will capture leads the Realtor would not otherwise have gotten. But that’s not all.

· Lead Development

When my clients first started using Call Capture technology, a number of them offered to fax each Realtor the leads that came in on their listings. Some of the Realtors even insisted on it. What we found was that it was rare for a Realtor to call these leads with any consistency, and that it was even rarer for the Realtor to have any success with them. All of our closings came from leads we had developed.

That shouldn’t be too surprising. Remember, part of the reason they called the Call Capture line in the first place is that they weren’t ready to talk to a Realtor yet; they just wanted some information. So even if the Realtor does call them, the prospect’s resistance to the call will be high. Consumers simply won’t see a Realtor they don’t know as an impartial source of information. Many people check out real estate magazines and open houses well before they’ve actually decided to buy a home. Whether it’s true or not, the consumer will interpret a call from the listing agent at this point as an attempt to sell them the house they called about – and they haven’t even decided to buy a home yet!
On the other hand, if a lender calls the prospect and makes it clear that he/she is offering free information at no obligation, it is easier for the consumer to accept the logic of that, because they realize that the lender doesn’t care what they buy. The lender cares about getting the loan on whatever they buy.
 
That’s why loan officers have been able to get 15-20% of the people they talk with to agree to an appointment, while Realtors talking to the same people only succeed 5-10% of the time.

For the reasons I’ve just explained, this is not a reflection on the professionalism and sales ability of Realtors. It’s just that under the circumstances, the lender is less likely to encounter resistance from home-buying prospects. You will find that most Realtors will agree with the points I’ve just made. They know it’s true. But no loan officer has ever told them that, or offered to do anything about it before. You’ll probably be the first lender to approach them with a serious proposal to develop leads and refer buyers.

· Qualified, Motivated Referrals to the Realtor

When prospects schedule a Strategy Session appointment with you, they will be doing so in large part because they have unanswered questions about whether and/or how to proceed. Your job is to help them find definitive, reliable answers to their questions, and if the answers suggest it’s in their best interest to buy a home, to help them develop a strategy to buy the right home at the right price. Then you’ll get them pre-approved and refer them to the Realtor partner whose listing generated the lead.

Depending on their situation, they may be ready to proceed immediately after the Strategy Session, or it may take weeks of follow-up before it’s time to refer them to the Realtor.

But whenever the referral comes, from the Realtor’s point of view, these are the very best kinds of customers – because of your help and direction, they know what they want and what they can afford, and they’ve reconciled the two. They’re ready to buy. 
Your whole system is designed to give your home-buying customers an extremely positive experience, one with far less hassle and uncertainty than they probably expect. As a result, they will come back to you for future purchases, and they’ll refer their family and friends. The Realtors who become part of your team will benefit from that for years to come.

The Realtor Recruiting Process

Here’s a step-by-step process for recruiting Realtors for your program:

1. Identify the Realtors you want to target for this program. Certainly, you should start with the Realtors with whom you already have a productive relationship. After that, focus on Realtors who advertise their listings in the real estate magazines or the newspaper. Since they obviously already believe in advertising, you’ll only have to persuade them to use your Call Capture number in their newspaper & magazine ads, signs, and website listings.

2. Fax or mail them a letter (see page 30) explaining briefly that you have a new marketing program that will help them do more business and that you will be calling them to see if they will meet with you for a few minutes so you can show it to them. The letter explains that you understand that they may already have a working relationship with another lender, and that this program will in no way affect the business they are already doing with other lenders. (Of course you hope to eventually earn all their business, but that comes after you have built a relationship with them based on performance and mutual respect. Remember what Harvey MacKay
 said about being “second in enough lines”? Sooner or later, one of your competitors will make a mistake. Meanwhile, you’ve been sending 1-2 deals a month to the Realtor. This is how you get promoted to “first in line” and start getting referrals from Realtors who never sent you business before.)

3. Call them and schedule an appointment to meet personally so you can show them the program. (See script on page 29.)

4. Regardless of the format of the meeting, your objective is to ask every Realtor to participate in your lead generation/marketing program. You are not looking for them to smile and pat you on the back and make some vague half-promise about working together. You are looking for a mutual commitment, an agreement that each of you will do specific things by an agreed-on time. At the end of the meeting, you and the Realtor can sign an agreement detailing what you have each agreed to do. (See example on page 40.)

5. Your agreement with the Realtor should include a weekly scheduled telephone appointment (see “Agenda for Weekly Realtor Call” on page 41). You’re developing an ongoing working relationship. Don’t expect them to understand and remember everything you told them in the first meeting. You’ll have to nurture this thing along, so get a firm commitment to meet every week by phone before you leave that first meeting.

Go back to Step 1 and repeat until you have enough Realtors to generate sufficient leads to reach your marketing goals.

Letter to Realtors (to schedule an appointment)

Realtor Name

Company

Address

City, State, Zip

DATE

Dear [Realtor Name]:

I have been developing a marketing program designed to generate new business for my Realtor associates and myself.

During the past 5 years, a colleague of mine used this approach to generate leads -- people who were, for the most part, in the early stages of thinking about buying a home.

He called these people and offered them an opportunity to meet informally to talk about their questions: how much home could they afford to buy? In today’s market, what kind of home could they expect to get? How would the different types of mortgage loan options affect their buying power, their taxes, etc.? What neighborhoods should they focus their search on? How are the schools in those neighborhoods? And so on. His objective was to help them answer their questions, and if it was in their best interest to buy a home now, to offer to get their mortgage financing fully pre-approved (subject only to an appraisal) before they find the home they want to buy -- thus enhancing their negotiating power and making the whole process much more convenient. After taking their loan application, he referred them to the Realtor partner whose listing had generated the lead in the first place.

Over the last 5 years he has referred 556 qualified buyers to his Realtor partners, and 292 have already purchased homes – an average of 1 closing every month for each of his Realtor partners.

I want to emphasize that this is additional business he and his Realtor partners would not have received had it not been for this approach. 
Now I’m ready to implement this program here, and I’m looking for energetic, forward-thinking, professionals like you to help me do it.

I would like to meet with you for about an hour so I can explain in detail why I’m so convinced that this approach will work for you as well as it has worked for other Realtors who have joined with lenders in this effort. And I’d like you to consider participating. 
I look forward to talking with you.

Sincerely,

NAME

Sr. Loan Officer

COMPANY NAME

PS:
Your participation in this program won’t require you to alter any existing relationships 
you may have with other lenders.

Script For Scheduling Realtor Appointments

Hello, [REALTOR NAME]? This is [NAME] calling from [COMPANY NAME].

I’m calling you because I sent you a letter a few days ago about a program where I would be referring pre-approved homebuyers to you. Could we have breakfast or lunch some time this week or next week to talk about it?

IF YES:
OK, what would be a good day for you? (Then schedule the appointment.)

IF NO:
That’s fine, I understand, do you mind if I ask why?

THEN LET THEM TALK, MAKE A NOTE OF THEIR ANSWER, ASK FOLLOWUP QUESTIONS AS NECESSARY UNTIL YOU COMPLETELY UNDERSTAND THEIR REASON AND SAY:

OK, I understand! Thanks for talking with me.

Realtor Presentation

On the following pages, you will find a PowerPoint presentation for Realtors. The objective of the presentation is to persuade the Realtor to participate with you as a partner in your marketing program. After the presentation you’ll find a sample Realtor-Lender Agreement that spells out exactly what you and the Realtor are agreeing to. 
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SAMPLE REALTOR/LENDER AGREEMENT*


This Agreement is entered into on (date) ______________, 20__ by NAME OF LOAN EXECUTIVE hereafter named as Consultant, and REAL ESTATE AGENT hereafter named as Agent.

1. Consultant will provide Agent with a means to capture the phone numbers of potential homebuyers via the 24-hour Call Capture system. By dialing the toll-free number provided on signage and advertising, the caller will hear a recorded message that lists the amenities and finance options for the property, based on the co-op marketing plan chosen within this Agreement.

2. Consultant agrees to follow up on all leads for the purposes of pre-qualifying and/or pre-approving the potential home buyer.

3. Consultant agrees to refer the prospect back to Agent, providing the prospect has not already selected another Realtor® they prefer to work with.

4. Consultant agrees to make every attempt to call Agent and schedule appointment with prospect while they are on-site for pre-qualification appointment with Consultant. The prospect will be provided with Agent’s business card and contact information, and prospect’s contact information with notes on their pre-qualification meeting or telephone appointment will be faxed to Agent.

5. Consultant agrees to provide weekly progress report via [Fax/Phone] to include:

Progress in follow up of Call Capture leads.

Update on any loans in process resulting from this Agreement.

6. Agent agrees to use Call Capture 800 number in print advertising, online listings, and signage, on the listing(s) promoted with Company Call Capture program whenever possible and provide invoicing for proportionate costs for advertising if applicable.
7. Agent agrees to provide weekly progress report via [Fax/Phone] to include:

Progress report on pre-approved buyers provided by Consultant.

Progress report on listing(s) status and advertising update to ensure enough lines are assigned to handle call volume.

8. Weekly progress reports via [Fax/Phone] will be [Submitted/Held] each [Day] at [Time].

9. Consultant and Agent agree to work cohesively as a team to ensure quality customer service.
10. Call Capture Program costs to Agent:
50/50 Co-op Marketing Plan:


30 seconds recorded as amenities, 30 seconds recorded as finance options.


Cost to Agent: ____________ per listing.


20/80 Co-op Marketing Plan:


20 seconds recorded as amenities, 40 seconds recorded as finance options.



Cost to Agent: ____________ per listing.

Loan Options Only Plan


Recording exclusively contains finance information on the property for the intent to attain 


pre-qualification and pre-approval by Consultant.


No cost to Agent, but all other conditions herein apply.
11. This Agreement can be cancelled in writing by either party within 30 days; by mutual agreement; or rendered null and void by any Act of God or any other condition beyond the control and without the fault of either Consultant or Agent, in which event all parties are released from any liability or damages hereunder.
12. This Agreement shall be binding upon Consultant and Agent and their respective successors and assigns, and shall be deemed to be made in, and in all respects shall be interpreted, construed and governed by and in accordance with, the internal laws of the State of NAME OF STATE. 

AGREED TO AND ACCEPTED:


CONSULTANT 
_________________________________
AGENT: ____________________________

PRINT NAME: 
_________________________________
PRINT NAME: ______________________
DATE: _________________________________________
DATE: _____________________________
* This Agreement is intended to be a sample only, and is in no way intended to provide legal counsel. Please seek legal counsel in your area to answer any pertinent questions you may have regarding RESPA guidelines, co-op marketing with Real Estate professionals, contract structure or local customs.
AGENDA for WEEKLY REALTOR CALL

1. Review leads and call results from previous week. In other words, you want to be able to tell them how many leads came in last week on their listings, and what the results of those calls were.

2. Discuss status of any customers you have in common who have not been approved yet. You are reporting what you’re doing to get the loan approved, and if necessary, enlisting the Realtor’s help if you’re waiting on documentation from the customer.

3. Discuss status & ongoing strategy for customers who are pre-approved & looking for a property – the Realtor reports to you on what’s being done to find the customer a home. You ask follow-up questions until you’re sure you understand the situation from the Realtor’s perspective, and then you offer any assistance or coaching suggestions you may have to move the situation forward. 
4. Discuss any new listings they’re going to be advertising with our Call Capture number. (Encourage the Realtor to use the Call Capture number in all their listing advertising – ads, yard signs (riders), and website listings.

5. Discuss any new buyers the Realtor has met that he/she wants you to call (in the beginning you may not get many names – remember they may already be working with a lender and you’ll have to deliver before they send deals to you – just keep cheerfully asking every week). 
6.  Market Update: You (quickly) update the Realtor on changes/trends in interest rates & loan programs; just cover the highlights. If you have a new loan program they should know about, fax them the details before or after the meeting.

If you spend 10-15 minutes preparing for each of your Realtor partner meetings, you can make these meetings meaningful and productive, even if the Realtor isn’t as prepared. (You do want to encourage them to be prepared.) If the meetings are meaningful and productive, the Realtor will want to continue them. Often we can lose touch with even our best Realtor partners if most of the communication is taking place between your processor and the Realtor’s assistant. These meetings insure that the relationship grows over time, and that you won’t lose a good Realtor because of a communication problem between your respective staffs.

The Strategy Session

(Your Offer)

In marketing, the offer is key. You (along with every other lender who knows what they’re doing) are trying to establish a relationship with prospective homebuyers. Why should they choose to meet with you, and ultimately do business with you, instead of one of your competitors?

The answer is that your offer is better. 
· Most of the time, you get to them before your competition does, (that’s what the Call Capture does for you) AND 
· You give them enough reasons to want to meet with you, by finding out a little about their situation, and then offering to provide information and assistance that is specifically relevant to their situation. You go beyond what is normally expected of a loan officer, and focus on saving your customer as much money and time as possible – over the entire purchase process, not just the mortgage loan. The Strategy Session is the foundation for the relationship you hope to build with the customer.
The majority of loan officers still get most of their business from Realtor referrals. As I said before, in more and more cases, the loan officer is one of several lenders to whom the homebuyer has been “referred” by a Realtor. 
If there are 500 Realtors in your market, 20% of them will account for about 60-80% of the total business being done. Those top 100 Realtors will get a lot of attention from the loan officers in your marketplace. As a result, these top Realtors will tend to perceive additional attention from new loan officers as something of a nuisance. So, if you’re a new loan officer just getting started, or if you just don’t have any solid Realtor relationships, how do you get business?

When you establish relationships with potential homebuyers before they get connected with a Realtor, you have a chance to become the primary person the customer turns to for guidance and advice. And you gain the kind of influence that allows you to refer your customer to the Realtor of your choice.

That is one thing relatively few lenders in today's market are in a position to do for Realtors. Your ability to refer qualified, motivated buyers to Realtors who will agree to reciprocate in kind will get you a lot more attention and respect than a box of donuts and a rate sheet.

But the most important reason for you to implement a consumer-direct marketing program is that, quite simply, it makes much more sense for the homebuyer.

By helping potential homebuyers understand existing market conditions, their negotiating position and their best negotiating strategy; by helping them get all their questions answered before they start looking at homes (or sometimes before they even put their existing home on the market), you can help them save thousands of dollars and much of the time, hassle and stress normally associated with buying a home the traditional way. 
Your customers will know ahead of time exactly how much they want to spend on a home. They will have a pretty good idea of what they can expect to buy for that amount. They will be able to enter the real estate market with far more confidence and assurance. And if you can take them through a full loan pre-approval before they make an offer on a property, they will have the negotiating advantage of being, essentially, a cash buyer. Real estate industry statistics indicate that “cash buyers” typically save an average of 3-5% (off the original listing price) on the purchase price of a home. Buyers who are armed with information about actual home sale prices, the ratio between total listings and actual monthly sales, and who have been coached on basic negotiating strategy will likely save an additional 4-6%.
How to Turn a Potential Homebuyer into a Happy Loan Customer
Working with potential homebuyers who have not yet made an offer on a property (and who may not have even started looking at homes) is obviously a different kind of challenge than the one you would normally face with a traditional Realtor referral. When a Realtor sends you a customer who has already signed a purchase agreement, the customer has fallen in love with a house, a real, physical thing. Getting their loan application is little more than a formality. You would have to be an idiot to lose a deal like that. The Strategy Session is a much greater test of your ability to communicate effectively and persuasively.

The first thing you have to understand is the state of mind and the thinking process that a homebuyer goes through. You have to be able to put yourself in your customer’s shoes; you have to be able to empathize with your prospects and customers

To begin with, no one likes to feel stupid. If you're thinking about buying a product or service, but you don't know anything about it, you feel pretty vulner​able. That feeling of vulner​ability increases propor​tionally with the size of the purchase ‑‑ and the purchase of a home is the largest investment most people will make in their lifetime.

Nevertheless, home ownership has strong appeal for most people. There are tax advantages, the opportunity to build equity, to increase net worth and financial stability. Then there is the unquestionable appeal of pride of ownership.

People have both rational and emotional reasons for wanting to own their own home. Sales psychologists tell us that we make buying decisions based on emotion, and then we justify (or rationalize) our decisions logically.

People want to "get ahead." We want to prove that we are successful, and buying a home is a way to prove to yourself, your family and your friends, that you are "making it." The desire to achieve status is a powerful motivator.

To own your home (or to own a “better” one) is to be able to carve out your own space. Our homes are a center of family, social, and spiritual life. We are all drawn to a place of our own.

These motivations supply the emotional part of the equation. To satisfy the rational part, potential homebuyers want the one thing they know they lack: information. They want to be able to see, as clearly as possible, what they will be getting into if they make a move. 
Here are some of the most common questions people have:

1. Is it in my best interest financially to buy a home now? 
2. If I have a home to sell first, how long will it take and what can I expect to net?

3. How much home can I afford to buy? How much down payment will I need? What will my monthly payments be?

4. How should I go about finding the right home and negotiating the best price?

5. How can I find out about the neighborhood where I might buy?

6. How can I increase my chances of buying a home that will appreciate in value?

7. What about the school system in the neighborhood(s) I am considering?

8. If I plan to sell this home in the relatively near future, how should I price and market it, and how much am I likely to net after the sale?

9. How can I pick the "best" lender/loan program?

10. If I buy a home, how will it affect my taxes?

"Move-Up" Buyers have essentially the same concerns as First-Time Buyers. They may feel more comfortable with the process, having been through it before. But their situation is complicated by the fact that they will need to sell their existing home first. They will have a whole range of questions about how that whole process will work. Even relatively "veteran" homebuyers who have purchased 5 or 6 homes in their lifetime recognize that they're not going to know as much as a lender who closes 10 or 20 loans every month. Move-Up Buyers tend to be more focused on the loan “price” issue, and are more likely to shop lenders in an effort to find the best rate.

Regardless of their level of experience, until your prospects have the answers to all their questions, they're not going to feel comfortable about proceeding. This is why only 5% of real estate ad calls result in an appointment with the Realtor. Because the Realtor is perceived as a "salesperson," homebuyers in the early stages of decision-making are not about to get in that Realtor's car until they have accumulated enough information to feel comfortable that they know what they’re doing and that they're doing the right thing.

Most people are followers (as opposed to leaders). Faced with the prospect of a major financial decision about which they don't have enough information to feel comfortable knowing what to do, most people will do nothing. They will wait until some opportunity comes along to spur them into action.

Our strategy is to be that opportunity. We want to give people a chance to receive (in a more comfortable, more "neutral" setting than the Realtor's car) the information they need in order to make an informed choice, to find out exactly what would be involved for them in buying a home.

Giving People What They Want

It is vital that we understand that as far as our customers are concerned, the mortgage loan is nothing more than the means to an end.

We know that the larger the purchase, the more sophisticated the buyer is, and the more important the "price" of the loan becomes. First-time homebuyers and lower-end buyers are less concerned about price, and more concerned about whether the loan will be approved, and the degree of stress and uncertainty associated with the process.

But both these types of homebuyers want and need information more than anything else. As mortgage lenders, we are in a unique position to be the provider of that valuable commodity, both because we have access to it, and because we are less likely to be perceived as salespeople, which means our information and advice will be seen as more credible.

You help people get this information is so they can find out everything they would need to know in order to make an informed choice about home ownership. This service is free, and there's no obligation of any kind.

The whole point of this approach is to create an irresistible offer -- one that potential homebuyers would be crazy not to take advantage of. By getting to prospects with this kind of information before anyone else does, you place yourself in a position where, if there is going to be a mortgage loan, it will be yours to lose.

There is a wealth of information available – on the Internet, from the local press, from your local government, and from Realtors, Appraisers, and Title Companies. You can get information on your area’s school systems, crime statistics, and property appreciation trends. Much of this information doesn’t change that often, and might only have to be updated once a quarter or once a year. You can create a handout with a list of pertinent web sites that you’ve checked out so your customers can do their own research.

Once you have assembled your real estate reference library, all you have to do is copy the appropriate pieces and give them to your prospects when they come in to meet with you. You don't have to reinvent the wheel every time you meet with a new prospect.

There is no question that developing your ability to do a competent Strategy Session will involve work. You will probably have to educate yourself on your local real estate market. You may need to learn more about managing credit and building wealth. You don’t have to do it all this afternoon. But if you're willing to go the extra mile for the people you are trying to serve, you become better, from the customer's perspective, than the “average loan officer” on the street. 
You probably know some of these “average loan officers.” They’re the ones who are still carrying rate sheets and donuts to Realtors in the hopes of being tossed a deal. Take a close look at them. They are dinosaurs. In a few years, they will be extinct. 
Imitate them at your own peril.

What Happens in a Strategy Session

The following 6 pages show how you might explain the Strategy Session to your customer, followed by the questions you would ask and an example of how you would conclude the appointment (and close for the loan application). Bear in mind these 6 pages can be covered in person or on the phone.

Confidential Strategy Session 
Most people don’t have a strategic plan for buying or selling a home

If they had one they would probably save:

· Thousands of Dollars,

· Many hours of their time, and

· Most of the stress associated with buying/selling a home

That’s why I offer the Strategy Session

Every month, I am probably involved in more real estate transactions than even the top Realtors in town. I know this real estate market, and my experience can help you understand what the conditions of the market are now, and how that affects your negotiating position. Understanding your position (strengths & weaknesses) is the first rule of negotiating.

If you decide to buy a home, and if I can help you save time and money, and give you the tools & information to help make you a more confident and effective negotiator, I think you will remember me. 
· The average American family moves every 6 years, so

· You’ll probably buy several homes and refinance several times in your lifetime. I hope to earn your business for life.

· When someone really does an exceptional job for you, you probably tell your friends about it. I want to be someone you would tell your friends about.

First, I’ll need to understand your situation, what you’re trying to accomplish. Then we’ll identify any missing information you would need in order to be able to formulate a strategic plan. We’ll figure out how to get any information we might need.

If you can be prepared for what’s ahead, if you know the facts about the market, what homes are selling for, if you know how to improve your bargaining position, and if you know ahead of time exactly how high (or low, depending on whether you’re buying or selling) you’re willing to go – you’re going to feel a lot more in control of the whole process. You’ll end up saving a lot of time – whether you’re on a one-month time frame or a one-year time frame. You will be able to avoid paying too much for a home, and our negotiating advice could very well save you thousands of dollars on the purchase price, and thousands more when you factor in the interest you would have paid on the difference.
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Summary

 

For your Free 

Strategy Session, 

call me at

 

000

-

0000

 



Summarize for me what you’d like to accomplish (your priorities will help determine your strategy) ________________________________________________________________

1. What’s important to you? 
	 
	Applies?
	Rank

	Better Neighborhood
	 
	 

	Need more room
	 
	 

	Relocation
	 
	 

	Dream Home
	 
	 

	Better schools/Safer neighborhood
	 
	 

	Place of your own/tired of renting
	 
	 

	Investment/Appreciation
	 
	 

	Tax advantages
	 
	 

	Other:
	 
	 


2. What reasons might you have to not make a move? What obstacles do you foresee? Anything you’re concerned or worried about?

	Obstacle 
	Rank

	 
	 

	 
	 

	 
	 

	 
	 

	 
	 

	
	 


3. How long do you plan to stay in the (new) home? 

_____________________________________________________________

4. What range would you be comfortable with for your monthly mortgage payment? $________ to $________.


5. Your Expenses:

	CREDITOR
	MONTHLY PAYMENT
	PAYOFF TOTAL

	 
	 
	 

	 
	 
	 

	 
	 
	 

	 
	 
	 

	 
	 
	 

	 
	 
	 

	 
	 
	 

	Day Care Expense (VA only)
	 
	 

	Alimony or Child Support
	 
	 

	TOTAL
	 
	 

	Proposed New Mortgage Payment
	 
	 


6. Your Assets (for down payment & closing costs):


	ASSET
	VALUE

	Net Proceeds from Sale of Current Home
	 

	Savings
	 

	Investment/Retirement
	 

	Gift
	 

	To be saved by closing
	 

	 
	 

	 
	 

	TOTAL AVAILABLE
	


7. Gross Monthly Income: $________________

8. What do you expect to be earning in the next 3-5-10 years? ___________

9. When would you like to retire? __________________________________

10. Are you setting aside a portion of your income for retirement/financial independence? _____

11. Profile of the home you want to buy:

	Neighborhood (MLS Area #s or School Districts)

	Price Range

	Type: All Types  1-1/2 Story  2-3 Story   Split, Bi, Tri & Quad Levels

	Bedrooms: No special requirements   1+   2+   3+   4+

	NOTE: Selecting additional search criteria will limit the number of properties found. 
 Not all Realtors are accurate & thorough when they enter listing information into MLS

	Total Bathrooms:  No special requirements   Minimum of ___

	Year Built:  No special requirements   Newer than _______; Older than _________

	Square Footage:  No special requirements    ____________ to ____________ sq. ft.

	Garage Spaces: No special requirements     1+   2+   3+  

	Other Desired Features (e.g., pool, fireplace, brick exterior):


12.  Profile of the home you want to sell (if applicable):

	Neighborhood (MLS Area #s or School Districts)

	Price Range

	Type: All Types  1-1/2 Story  2-3 Story   Split, Bi, Tri & Quad Levels

	Bedrooms: No special requirements   1+   2+   3+   4+

	NOTE: Selecting additional search criteria will limit the number of properties found. 
Not all Realtors are accurate & thorough when they enter listing information into MLS

	Total Bathrooms:  No special requirements   Minimum of ___

	Year Built:  No special requirements   Newer than _______; Older than _________

	Square Footage:  No special requirements    ____________ to ____________ sq. ft.

	Garage Spaces: No special requirements     1+   2+   3+  

	Other Desired Features (e.g., pool, fireplace, brick exterior):


13.  What’s more important to you right now:
Cash Flow  Reducing debt & interest paid

14.  Anything else you think I should know in order to understand your situation, what you want etc.?

Conclusion

Once I have an understanding of what you want to do, here’s what I’ll do:

· For the home you want to buy, I’ll find out how many homes matching your description are for sale, and how many of those homes sell each month. This will tell us how competitive the market is, which will help us evaluate your negotiating position. 
· I will recommend a negotiating strategy for you, based on the market and your specific situation, including any things you can do to improve your position between now and when you are ready to make an offer on a home.

· I will arrange for you to get a report listing all the homes on the market matching your profile. You can use this report to quickly and conveniently identify homes you want to drive by and/or tour, and that will save you a lot of time.

· I will get you pre-approved for a mortgage, which means we commit in writing to financing your home purchase, but you are not obligated to us. There’s no charge for the pre-approval, and you can attach our commitment letter to any offer you make on a home so the seller knows your financing is already approved, which means they’ll see you as a cash buyer – the statistics say that alone can save you 3-5% off the asking price of the home, and makes it a lot more likely that they’ll either accept your offer or at least make a counter offer. So when you come in, I’d like you to bring: 
ALL APPOINTMENTS:

· Last 2 years W-2 forms (If you are coming in for an appointment in 1997, please bring your W-2 forms for 1996 and 1997)

· Last two Pay Stubs 
· Your last 2 months bank, stock, IRA, CD and brokerage account statements (all pages). 
· If you are divorced, provide a complete copy of your divorce decree.

· If you have filed for bankruptcy in the past 7 years, bring a copy of your discharge papers.

VA APPLICANTS ONLY:

· If you’re out of the service, bring a copy of your DD-214. If in the service, bring a statement of service from your commanding officer, a copy of your orders, and your off-base housing card.

· Original Certificate of Eligibility (Green Form)

SELF-EMPLOYED: 
· Last 2 years personal, corporate, and/or partnership federal tax returns.

· Most current P&L for business

COMMISSIONED EMPLOYEES:

· Bring your last 2 years federal tax returns..
Analysis of the Strategy Session

First Page – Introduction

I designed the preceding 6 pages to be used as worksheets during the Strategy Session. If the customer meets with you in person, give them a copy to take home with them at the end of the appointment as a record of what you discussed. You can include it in a presentation folder along with any other materials you may want to give them at this time.

You (or someone else) may have called them to schedule this telephone or in-person appointment, but this is the first substantive conversation you will have with the prospect. Your objectives in the initial Strategy Session appointment are to:

· Understand their situation & what they want to accomplish

· Establish rapport and at least the beginnings of trust

· Give them enough good reasons to take the next step with you, (a loan application) so you can get them pre-approved and, whenever possible, referred to a Realtor partner. 
If you look at the first page of the Strategy Session (immediately following page 46), you’ll see that we begin the appointment by reaffirming the reason for having a Strategy Session: it can save you time, it can save you a lot of money, and it can take the stress out of the whole experience.

You go on to explain (or remind them) why you provide this valuable service at no charge. It’s not because you’re a great humanitarian (although you may be); it’s because it’s good business practice for you. See, they may suspect at this point that your offer is too good to be true, or that there’s a catch. You need to reassure the customer that you provide this service because a percentage of the people you meet with go on to buy homes, and the information & help you provide serve to earn their loyalty for the mortgage loan, when the time comes. You might even show the customer your statistics, which will probably indicate that only 25-50% of the people you meet with go out and buy a home right away. This will help assure them that they won’t be subjected to pressure to buy a home.

The disclaimer at the bottom of the first page will protect you against any liability for the information you provide.

Second Page – Motivations & Obstacles

You begin by getting them to tell you what their basic objective is – for example, to sell their current home and move to a larger one in a better neighborhood.

Then you explain that everybody has different motivations for thinking about making this kind of move. So you’re going to give them a list of the most common motivations, and ask them whether it applies in their case. Then after they’ve told you which motivations apply, you get them to rank them in order of importance to them. (This helps establish their values.)

Next, you explain that most people also have potential obstacles that would have to be overcome, or even reasons against making a move that might outweigh the desire to move. You ask them what reasons or obstacles they might have, and make note of whatever they say. Don’t try to “overcome objections” at this point. Remember, you’re on their side and it’s OK with you if they don’t buy a home now as long as they remember you when the time does come. Just make note of these obstacles and reasons because at some point they will have to be addressed if the customer is going to psychologically move to the point where they decide to buy.

Let me give you an example: 
Let’s say you have a married couple with children and they both agree they need more room and would like to get their kids in better schools. But one of them (probably the one that handles the money) is worried that they can’t afford it. Does this sound familiar?

Let’s also say that they’ve looked at homes in the neighborhood they’d like to live in, and they’re all listed at about $200,000. Let’s say that after you get their financial information (we’ll get to that on page 3 of the Strategy Session) you find they can qualify to buy a home for $182,000 total (financing $145,600, or 80%), and that they would both be comfortable with the resulting mortgage payment. 
Assuming we’re not dealing with some kind of raging seller’s market here, ultimately you should be able to show them how to buy a home in that “$200,000” neighborhood for no more than $182,000 – which happens to be about 90% of an asking price of $200,000. I’ll explain how you do that a little later in this chapter, but for now, just take my word for it.

In this example, I would make note of their reasons against making a move, and say something like, “Well if I were in your position, I would want to make sure that buying a new home wouldn’t be a financial mistake. So we’ll just gather some more facts until we know what homes are really selling for in that neighborhood. If, as you say, they’re listed at $200,000, I suspect some of them are selling for as little as $180,000, but we can find out for sure. And then we can put a financing scenario together so you can see what the payments would be and so forth, OK?” 
Then I would continue with the Strategy Session, asking them how long they expect they would stay in the new home, if they bought one. (This helps determine the type of loan program you would be looking at.)

Question #4 (what range are you comfortable with for the mortgage payment) helps you determine a maximum loan amount, assuming their ratios are OK.

Don’t discuss loan programs here unless the customer brings it up and they really, really, really want to talk about loan programs. We are following a logical sequence, designed to give your customer a greater sense of control over the process, and the customer may not have decided yet to buy a home. Discussion of loan programs at this point is premature.

Page Three – Financial Information

You explain that you want to get some basic income & expense information so you can help them arrive at a proposed budget for what they would be comfortable spending for a home. You’d explain that, once you’ve arrived at that figure, their goal would be to find the right home, and pay no more for it than they budgeted.

A few notes on these questions:

· Question #5 – Where it says “Proposed New Mortgage Payment”, either pick a number in the middle of their “comfortable” range (question #4), or leave it blank for now.

· Question #6 – You don’t need exact amounts yet, and explain that you understand they may have no desire or intention of using retirement savings, for example, as part of a down payment. It’s just helpful to know what all of their options are, even if they don’t use them all. (You are also interested in whether they have begun a discipline of saving for their future. You’re going to be in a position to make recommendations that have nothing directly to do with the home purchase and the mortgage, but which can have a dramatic and positive effect on a person’s financial life. By being of service wherever you can, especially when you don’t have to, you begin to make the kind of impression that results in enthusiastic word-of-mouth endorsements.)

· Question #8 – An anticipated change in income could affect the strategic timing of a home purchase. You won’t know if you don’t ask.

· Question #9 -- If a 30-year-old invests $100 per month in a no-load mutual fund averaging a 10% annual return; he or she will have $324,000 saved by age 65, generating an income of $32,000 per year (at 10%). If they start at age 25, they will have accumulated almost $530,000 by age 65. If they start at age 25 and contribute the current maximum of $2,000 per year to their IRA, they’ll accumulate $883,000 by age 65. (See table below.) Share this information, especially with your younger clients. Explain that if they know when they want to retire, or be financially independent, and if they know how much invested principle they’ll need in order to generate their required income, they will know how much they should save every month, and the sooner they start saving, the easier it will be to turn even modest savings into financial security. 
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Page Four – Profile of the Home They Want to Buy

You explain that knowing the supply and demand situation for the kind of home they want to buy is one of the first and most important steps in strengthening their negotiating position. Most homebuyers are in a much better negotiating position than they realize, but they lack the information that would tell them just how strong their position is, and because they don’t know, they can’t take full advantage of it.

For example, let’s say that your market averages 3,000 listings and 1,000 sales per month. (This would be a fairly typical market.) This means that, in any given month, for every 3 people who are trying to sell their home, only 1 of them is successful! 
Those are somewhat better odds than you’ll get in Las Vegas, but most sellers wouldn’t want to think of the marketing of their home as a game of chance. The assumption is that the people who don’t sell their home in the first 30 days succeed in the second or third month. And sometimes they do, but statistics indicate that 80% of the homes that sell are sold within the first 45 days of listing. The longer a home is on the market, the more difficult it becomes to generate any new traffic. So the pressure on sellers is very real.

The questions on page four conform to a typical MLS intake form. You start by specifying one or more MLS areas that your customers are interested in. 
For the bottom end of the Price Range, add their down payment to the loan amount that corresponds to their “comfortable range” for mortgage payments (Question #4). For the top end of the Price Range, add 15%. So, using our earlier example where they qualified for a purchase price of $182,000, their Price Range might be $175,000 to $210,000. Remember, just because a home is listed at $200,000 doesn’t mean it’s going to sell for that much. If you don’t include the “higher-priced” homes in your search, your customers will be missing out on better homes they could have bought within their budget.

Don’t make your search too detailed. Once you’ve specified the Neighborhood(s), the Price Range, the Type (if that’s important to them), and the number of Bedrooms, adding further specifications could unnecessarily limit your search, because not all Realtors are consistent or thorough about entering all the features of their listings.

Page Five – Profile of the Home They Have to Sell

If your customer has a home to sell first, it could be helpful to run the same analysis on the home they’re selling as you will on the kind of home they want to buy.

If you can tell them how many homes matching their home’s description are currently listed, and how many have sold on average each month for say, the last 12 months, they’ll have some idea what their competition is; a sense of their odds of getting a quick sale.

If you can get them a complete list of recent comparable sales, it will serve as a reality check – sometimes people arrive at their idea of what their home will sell for based on the asking prices (the listing prices) they see in their neighborhood. It’s easy to find out what the listing price is on the home down the street. It’s a little harder to find out what it actually sold for, but that number is far more relevant. 
Let’s say your customers have a home in a neighborhood where most homes are listed at about $150,000. (We’ll also assume that they haven’t already listed the home with an agent.) You’ll sometimes find that their preliminary estimates are based on the assumption that they’ll be able to sell their home for $150,000. But when you search comparable sales, you’ll find a range of actual sale prices. If most of the actual sales are in the low $140,000’s, you might encourage them to assume, for planning purposes, that they’re only going to get about $140,000. 
If their home sells for $150,000, they’re $10,000 ahead of the game. But if their budget was based on getting the full $150,000 and they ultimately find out they can’t get that much for their home, they’ll either have to take their home off the market or lower their expectations and adjust their plans accordingly. It’s better for them to use conservative assumptions (based on actual sales).

It doesn’t do anybody any good – not you, the customer, or the Realtor – to make plans based on rosy scenarios. You can’t imagine a more frustrating experience than to have your market on the home for 90 days or more, with all the inconveniences that entails, to be looking forward to that new home, only to find that if you sell your home for what the market wants to pay, you won’t have enough to buy what you wanted to buy.

If you prepare your customers for reality, they will thank you – and so will the listing agent!

Question #13 – this will help you determine, when it’s time to choose a loan program, whether the customer might be a candidate for a 15-year loan (faster debt retirement and less interest paid) or for a plan to make extra principle payments.

Question #14 – this would be a catch-all for anything else they might want to tell you about their situation or objectives.

Page Six – Conclusion

This is where you close for the loan application, assuming everything you’ve done up to here points to a “go” – their finances are OK, and there’s a realistic chance of them accomplishing what they want.

If They’re Not Qualified

If it’s not a “go”, take a moment to give them a plan of action. Maybe they need more time on their job, or they need to pay off a bill or two to improve their ratios or credit. 
I have a client who made it his practice to treat all potential customers with respect, even though, in his business, a fairly high percentage of the people he meets with are not currently able to qualify for a loan. We created a “Don’t Give Up” form on which he hand-writes specific goals for increasing income and savings, and reducing debt. His form states that he should be able to make them a loan when the goals have been accomplished. Every month, people come back in to see him carrying their folded-up “Don’t Give Up” forms. Some of those forms are 2 or 3 years old.

One of his most prized possessions is a heartfelt letter from a single mother who had met with him and received a “Don’t Give Up” form, did her homework, and had just closed on her home, and had taken the time to write and thank him for showing her how to buy a home for her children to grow up in.

If They Are Qualified

If we have a “go”, your job is to give them enough reasons to take the next step and get pre-approved with you.

As you can see from the sample script, you’re offering to get them specific information that will allow them to be a lot more prepared. They’ll be able to see that, with this information, they’d be unlikely to make the mistake of paying too much for a home. If the comps say homes are selling for $130,000, for example, they’ll know better than to pay more without an extremely good reason. 
I’ll tell you in the next section (How to Deliver on the Promises, page 60) how to get this information.

You’re also offering to provide them with a negotiating strategy. This is a simple list of Do’s & Don’ts and resources (see page 62) that will guide them through the process without your having to spend all your time being their personal real estate advisor.

You’re offering to get them a report listing all the homes that match their profile. This is an enormous time-saver. Do you know how long it takes to find what you’re looking for using newspapers, magazines, and driving around looking for signs? Your customers can use the report to narrow the list of homes they want to drive by. And after seeing the outsides of this smaller number of homes, they can easily narrow it down further to the ones they want to tour.

One of the best ways to get your customers this report is to arrange in advance with your Realtor partners (when you sign your agreement with them – see Chapter 3) that you will fax the customer’s property profile (page 4 of the Strategy Session), and they will run the MLS search and a comparable sale report, print the reports and fax them back to you within 24 hours, so you can review the information before you take the customer’s loan application. 
If you have a Realtor partner named Mary Brown, Mary agrees to do this for you on any customer you plan to refer to her. She can print the report on her letterhead, with her phone numbers and other information on it. In fact, when you go over the report with your customer, it’s a great way to introduce Mary to them – they don’t even know her and she’s already done all this work for them!

Back to your initial Strategy Session with the customer: you will find that during your conversation, while you’re covering the six pages of the Strategy Session, you have usually built so much rapport that they’re ready to do whatever you suggest. From your customer’s perspective, nothing feels better than knowing they have an expert on their side who understands and cares about what they want, and the Strategy Session questions are specifically designed to give you that understanding.

But even if the rapport hasn’t completely solidified yet, the value of the information you are offering to provide far outweighs any reasons they may have against taking the next step and getting pre-approved.

Notice that you can get to this happy point without having to impress them with your knowledge of loan programs. You find that, since you are a loan officer, most people assume you know your loan programs, and they’ll continue to do so unless you prove otherwise. However, we haven’t even determined that there’s going to be a loan yet, and you talking about different loan programs will only make them think you have your own agenda, and that could destroy the rapport you’ve just built.

Judging from what my clients tell me, refraining from detailed discussions of loan programs in the initial Strategy Session might be the hardest part of learning to do a Strategy Session. If you find that it’s just killing you to keep all that product knowledge to yourself, you might want to consider starting a chat room on the Internet for people who like to talk about loan programs. Most of your customers don’t care, at least not yet. And by the time they’re ready to make that decision, you will have become the trusted friend who showed them how to save thousands of dollars on their new home. When you have chosen the loan product you believe is best for them given their circumstances, they’re probably not going to require you to justify your choice beyond a simple explanation of why you picked this loan product.

I want to be clear here that I understand you’ll probably know which loan program you’re going to recommend by the time you finish page 3 of the initial Strategy Session. It’s just that I’m not recommending you discuss it yet. The question before us is whether it’s in their best interest to buy a home at this time, and if so, how best to proceed.

How to Deliver on the Promises 
How do you get the information you’re promising on comparable sales?

With the exception of non-disclosure states (currently Wyoming, Utah, Texas, New Mexico, Mississippi and Kansas are nondisclosure states), the price paid for a property is recorded on the deed. Deeds are public records maintained by local government (usually the County Clerk’s office). Many local governments keep this information accessible through a web site.

You can also research comparable sales for a town, a street, or a zip code at either of these websites:

· www.iown.com
· www.realtor.com
I’m sure there are also other sites that can provide this kind of information. For example, I understand the Appraisal Institute (the largest professional association for appraisers) is creating a web site that will contain the most thorough, detailed, accurate information yet on comparable sales. 
If the information isn’t easily accessible through a local government website, or if you live in a nondisclosure state, the local MLS is the best source.

As I said before, the Realtor partner who will directly benefit from your referral of a prepared and motivated buyer is a likely source of property searches and comparable sale information.

To get even easier access to the information, I have known clients to hire licensed real estate agents as part-time marketing assistants; compensating them for the time it takes them to generate the reports.

In some areas, you as a lender can join the Board of Realtors as an Associate member and still have complete access to the MLS as long as you buy the software.

You can also work something out with an appraiser with whom you work closely.

But my nomination for Most Outstanding Solution goes to a client of mine who works in a very conservative real estate market where the Realtors didn’t want to hear anything about her newfangled ideas. She signed up for the real estate class, took the test, got her license, joined the Board of Realtors, and bought the MLS software. The whole process took about 3 months and cost less than $500.

Literally, if you can’t beat ‘em, join ‘em!

Negotiating the Right Price for the Right Home

The second book on your Required Reading List (at the end of Chapter 1) is Joseph Eamon Cummins’ Not One Dollar More! How to Save $3,000 to $30,000 Buying Your Next Home (Second Edition).

Cummins is a former Realtor and a skilled negotiator. He knows what he’s talking about, so if you haven’t read the book yet, put this at the top of your list of things to do.

I would also recommend a cassette tape program published by Nightingale-Conant (800-323-5552; Negotiating Strategies for the Real World, by William L. Ury (who is also the author of a best-selling book on negotiating, Getting to Yes).

On the following 4 pages, you’ll find some general negotiating strategy recommendations that you can reproduce and give to your customers when they come in for their (pre-approval) loan application. I recommend you review this material with the customer orally when you give it to them; to be sure they associate its brilliant advice with you.

Your Home Buying Strategy

Like anything else in a free market economy, real estate is subject to the Law of Supply and Demand. The higher the supply of homes for sale compared to the number of buyers (demand), the lower home prices will go. Conversely, when there are relatively few homes for sale and a relatively high number of buyers who want to buy, home prices will go up.

This leads us to the First Rule of Negotiating:

Know where you stand: know the strengths and weaknesses of your negotiating position, and the strengths and weaknesses of the other side. This is why we have researched the supply and demand situation for the type of home you want to buy (in the neighborhood[s] you’ve selected).

As a homebuyer, your negotiating position is usually much stronger than you are led to believe by the Realtors who are selling the homes. For example, a 3 to 1 ratio between Listings (supply of homes for sale) and actually monthly sales (demand) is considered by most Realtors to be a “normal” market – one that favors neither the buyer nor the seller.

But a 3 to 1 ratio means that, in any given month, there are 2 sellers who cannot sell their home for every seller who is successful. That’s OK if you’re the successful seller, but if you’re one of the 2 who hasn’t sold your home, it puts a lot of pressure on you.

Not only that, but typically these statistics only measure supply and demand for homes listed with a Realtor – they don’t include For Sale By Owner properties or new construction. So if the statistical ratio is 3 to 1, if you add For Sale By Owner properties and unsold new construction inventory, your negotiating strength as a buyer just gets better and better.

But if you went to an open house and talked to the listing agent, you probably wouldn’t get that impression at all. If you showed any interest in the home, you’d be encouraged to make an offer right away, because the agent expects this home to sell “any day now” – why they’re practically having to beat the buyers off with a stick!

You may be told that there’s already another offer on the home – or that it’s coming in tonight! The agent doesn’t want you to miss out on this very special home, and perhaps an offer of a few thousand dollars above the asking price would allow you to “steal” this home.

This agent isn’t being dishonest; she’s doing her job – which is to represent the interests of the seller of the home and get as much money for that home as she possibly can. 
But you need to know that in all likelihood, there is no other offer. And if there really is another offer, the last thing you want is to get caught up in a bidding war. Trust me, there are other homes – homes where, when you make an offer, you’ll be the only customer they’ve got – and that’s the negotiating position you want to be in.

So if an agent ever tells you there’s another offer, and you really do like the home, you should be friendly and polite, and you should say something like this:

Well, we really do like this house, but if there’s another offer coming, I really don’t want to get in a bidding war, and we’ve seen some other houses we like. It doesn’t have to be this house, and we’re pretty set on not paying more than about $__________ for a home like this. But as I say, we do like this home so if for any reason the offer doesn’t go through, let me know (give them your number) and we might make an offer.

Remember the ratio between listings and sales (supply and demand). As long as there are a lot more sellers than buyers, they need you a lot more than you need any single one of them. Let’s keep it that way.

Comparable Sales

We have also gotten you a list of comparable sales – actual reported sale prices (not asking or listing prices) on similar homes in the neighborhood you want. You should get a notebook, create a separate page for each property sold, and enter these numbers in the notebook. If you’re going to

 be looking for a while, keep adding new sales as you find out about them. The best way to find out about actual sale prices in your target neighborhood is to work with a buyer’s agent who will agree to keep you updated on both comparable sales and new properties coming on the market that match your profile. If you are not already working with a buyer’s agent you personally know and trust, I will recommend someone whose service I can stand behind.

Listing Prices

You should also enter into your notebook the original Listing Price (or Asking Price) on properties in your preferred neighborhood. This way, you’ll have information on the properties that sold, what the sellers originally asked for it, and what it sold for. 
Your Budget and Goals
We have discussed your budget, and we’re about to get you pre-approved for a maximum loan amount that fits your comfort range. That loan amount, plus your planned down payment and closing costs, is the maximum purchase price you’re prepared to pay. That number should go in your notebook, along with your goal for what you’d like to pay for the right home – say, for example, 10% below your maximum budget.

Keep this budget information to yourself. If anybody asks you about your budget, just tell them that you lender has pre-approved you, and that money is not a problem but that your goal is to find the right home for the right price.

All this information – the list of properties matching your description, the market (supply & demand) information, the comparable sales, and your own budget – all this information helps you follow the first rule of negotiating: Know where you stand; be informed.

The Second Rule of Negotiating: Maximize Your Options
If one of your goals is to pay no more for the home than is necessary, the more options you have, the stronger your negotiating position. This is especially true when it comes to Time and Your Requirements in a Home.

Time
If the sellers (or their agents) know that you are in a hurry to move –for whatever reason – it weakens your negotiating position. Once the home is on the market most sellers want to close sooner rather than later anyway. Your attitude should be:

We don’t have to buy immediately, but for the right home at the right price we’d be prepared to buy today.
Even if you are in a hurry to move, keep it to yourself. But also make it clear that you’re prepared to buy today if it’s the right home at the right price.

Your Requirements in a Home
The more flexible you can be about your specific requirements in a home, the more homes you’ll have to choose from. For example, if you simply have to have a deck, and only a few of the homes in the neighborhood have decks, you’re limiting your choices and you’re tipping the supply-demand scale in favor of the seller. This will have a direct impact on what you pay for the home; especially if the seller (or the agent) finds out that you have to have a deck. 
Let’s say there are 50 homes for sale in the area, but only 3 have decks. If the seller has a deck, but he doesn’t know that you absolutely had to have one, he won’t know that his home is any more special to you than any of the other 49 you could buy. He may be very proud of his deck, but if he wants to sell his home, he’ll have to deal with the fact that, as far as he knows, you’re more interested in the price than the deck!

If you have special requirements in a home, it’s best to keep them to yourself, and generally, to avoid displaying your enthusiasm when you find them.

The Third Rule of Negotiating: Lose the Attitude
There are two kinds of people who don’t do well as buyers in a real estate transaction.

The first kind of Buyers enters the market naively; the only prices they see or think about are listing prices. They don’t prepare themselves with information; they violate the first rule of negotiating because they don’t know where they stand. Hopefully, we have helped you avoid this mistake.

The other type of Buyer that doesn’t do well is someone who has at least some information about the market, but is convinced the only way to avoid being ripped off is to play hardball. This person will often be rude, or have a “superior” attitude, particularly when dealing with a real estate agent.

In a way, this is even dumber than not being informed! If you want someone to do business with you, it should be obvious that it’s in your best interest that they like you! Realtors are some of the highest-paid professionals in the nation. (Most of them work very hard.) So the law of supply and demand may be in your favor, but not so much that a Realtor is going to starve to death if you don’t buy a home from him today.

This buyer with the “superior” attitude may avoid paying too much for a home – but it could take him a very long time to find someone willing to sell him a home at the price he wants to pay.

Here’s the point: Always be polite, friendly, understanding of the other person’s point of view – and firm. You can be firm without being rude.

Recommended Reading
I recommend you read Not One Dollar More! How to Save $3,000 to $30,000 Buying Your Next Home, by Joseph Eamon Cummins (2nd Edition), published in 1999 by John Wiley & Sons. If this book isn’t in your local bookstore, they can order it for you, or you can also get it from amazon.com or barnesandnoble.com.

Additional Strategy Session Materials

On the following pages, you will find some additional tools you can use in conjunction with your Strategy Session:

· Property Appreciation Schedule – helps you estimate what a home may be worth in a specified number of years
· Rate of Return Calculator – helps you estimate what a customer will net from the sale of their home, and what rate of return their investment in the home has given them.
· Strategy Session Cover – Use this as cover art if you like, for all the Strategy Session materials you give to your customer
· Strategy Session Examples – these are just samples to give you an idea; make it a habit to write a summary on every customer you do a Strategy Session for. Use the layout if you like, and create your own “success stories.” They are very effective when sent to a prospect that may be on the fence about scheduling a Strategy Session with you (see Chapter 7).
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	Rate of Return Calculator

	This is a projection of what you can expect to net if you buy a home for $140,000 now and sell it in 8 years.

	# of Years Owned
	8

	Purchase Price
	$140,000

	Down Payment
	$4,200

	Buyer-Paid Closing Costs
	$1,140

	Repairs & Improvements
	$2,500

	Expected Sale Price
	$177,348

	Mortgage Balance
	$133,071

	Real Estate Commissions
	$10,641

	Seller-Paid Closing Costs
	$1,500

	Anticipated Net Out:
	$32,136

	Total Invested
	$7,840

	Return on Investment
	$24,296

	Annual Rate of Return
	38.7%

	 
	 

	*For purposes of this exercise we are assuming that your monthly mortgage payment is roughly equivalent to what you would have paid for similar accommodations if you were renting instead of buying. Note that you also receive a tax deduction for mortgage interest. If you are in the 28% tax bracket and you pay $10,000 in mortgage interest over 5 years, the deduction is worth an additional $2800 to you in cash.
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he Youngs had been 

recently married when they came to see me. 

They were living in a home Mr. Young had purchased 5 years ago. 

They each had children from a previous marriage, and the house was 

proving to be too small for their family. They wanted to sel

l their 

home and hoped to net enough to purchase a larger home in the same 

school district. Their main concern was that they mig

ht not be able to 

get enough for the sale of their home to pay off the existing mor

t-

gages..

 

The Youngs had good credit and gross monthly income of over $5,600 

per month.  They had a $4,000 balance on a credit car

d on which they 

were only making the minimum payment, and no savings.

 

Mr. Young had purchased his home for $47,900 5 years ago; 

however 

he had taken out a second mortgage and the total owed on both 

mor

t

gages was about $66,000.

 

I ran a property appreciation schedule and found that the home would 

have had to appreciate at over 6% 

per year to reach a value of 

$66,000 in 5 years; the average annual appreciation in our market is 

only 3%.

 

I also did an analysi

s of the potential market for their home. It showed 

88 homes matching their home’s description currently on the market 

in that n

eighborhood, but only 16 sales in the past 6 months 

—

 a 

strong indication of a buyer’s market.

 

I showed the Youngs how to set up

 a budget that would allow them 

to pay down first the credit card, and then the second mortgage. It 

would take them a year and a

 half, but at the end of that time they 

were in a position to sell their home and move up to a $120,000 

home 

—

 

with a mortgage p

ayment that was only slightly higher than 

the payments they were making on their old home!

 

Although the news I initially gave th

em wasn’t what they wanted to 

hear,  they appreciated the fact that I saved them the frustration of 

tr

y

ing to sell their home at the wrong time, and they were grateful for 

the advice that helped them get out of debt.

 

Summary
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The Customer Care System

If you were to chart the monthly production of most loan officers, the chart would look like an EKG – closings up one month, down the next, then up again, and so on.

Why? I have an image in my mind of an old Charlie Chaplin movie where he is working by himself in a factory, trying to keep the assembly line going. He runs from one station to the next like a man possessed, but he can’t keep up.

That’s what a lot of loan officers do. They don’t have enough loans in their pipeline so they concentrate on generating new business. Their pipelines get “full”, so then they stop generating new business and start concentrating on getting those loans closed. By the time the loans close, the pipeline is empty and they have to go back to the beginning and start the whole process over again.

It’s not that they aren’t busy during their pipeline babysitting periods. This business is legendary for its end-of-month stress. In most offices, you can count on there being a certain number of snafus, problems, even last-minute emergencies associated with loans scheduled to close. If they are not handled immediately, the loan can easily be lost, relationships damaged, etc. So I can’t fault a loan officer for dropping everything to fix a problem with a loan.

No, but the real problem is that, when we run into an obstacle that requires us to drop everything and fix it, we rarely ask ourselves, “What was the root cause of this problem?” and the equally important question, “What can we do in our system to anticipate and prevent this kind of problem in the future?”

Because we don’t ask this question, we don’t have new and different problems every month, we have the same 5 or 10 problems over and over and over again!

The root cause of this is that we have not systematized the roughly 50-100 steps involved in closing a loan once we’ve taken the application. Instead of following the same order and doing the same things on every transaction, we invent a different “system” for each transaction as we go along. This requires us to keep mental track of what’s been done and what hasn’t, and that limits the number of loans we can effectively manage at one time.

It also randomizes the experiences of your customers and Realtor partners – some loans go smoothly, some not so smooth.

Finally, failure to have a comprehensive “checklist” system for every loan means you are missing the opportunity to design a spectacular experience for your customers.

Think for a moment about the accomplishment of Walt Disney. His success with Disneyland and Disneyworld were rooted in the philosophy that he was designing an experience for his guests. His ability to put himself in their shoes, his ability to focus on the smallest details of their experience, enabled him to create an experience that was completely memorable and unlike anything else on earth at that time.

You can become the Walt Disney of the mortgage business (at least in your market area) if:
· You are willing to put yourself in your customer’s shoes (empathy) when you design your customer care system; your highest priority is to design an experience where the customer will feel safe, taken care of, and completely informed throughout the entire process.

· You are willing to do the work necessary to break the experience down to each of its necessary component steps and design a customer care system that gets the loan approved & closed in the fastest, most efficient way possible while anticipating the wants and needs of the customer you’re supposed to be serving.

· You are willing to put this system in writing and keep the document up to date, so that anyone in your organization can look at a customer’s file and immediately know what the next step is.

· You will do the work necessary to monitor the system (i.e., your pipeline) to insure total quality control.

The Customer Care System shifts the emphasis, as author Gary Zukav would say, from “a dynamic that is motivated by profits that are generated by serving others to a dynamic of serving others that is made possible by profits.” 
The distinction may appear subtle, but it is of enormous consequence.

Your customers are far more perceptive than you give them credit for. They can tell what’s important to you just by listening to you and watching what you do.

How to Create Your Own Customer Care System

Several years ago, a client of mine who is a branch manager for a national company was informed that the company would be going to a centralized processing, underwriting and closing system.

He had always prided himself on his branch’s high level of customer service. He rarely had a bumpy closing because his processors were very professional and did a great job keeping customers fully informed. Now he was concerned that there would be problems with the new centralized department that would be beyond his control. He worried that his customers might experience delays and problems caused by miscommunication. And he did not want to have to lay off his 3 processors.

This is how the Customer Care System was first created. We designed it to accomplish the following objectives:

· Make sure every customer had a great experience and would continue to recommend us to their family & friends

· Continue to provide productive employment for our processors

· Increase our repeat business and customer referral business (in part, in order to justify keeping the processors on the branch payroll).

We created a new job description for the processors: Customer Service Representative (CSR). They would act as extensions of the loan officers so that we could increase the number of times we “touched” each customer. The CSRs and the loan officers would not only make sure they did their own jobs, they would also make sure the centralized processing department did its job.

We designed 3 similar but distinct systems for each of the 3 types of customers we would be serving: 
· A Pre-Approval Customer (no property yet)

· A Purchase Customer (has a contract)

· A Refinance Customer

(If you work with builders, especially with government loans, you should also design a system for New Construction.) 
On the next pages you will see the printed version of this client’s Customer Care System. It has become the baseline model for all my other clients.

	
ITEM
	WHO
	WHEN
	TOTAL TIME
	SCRIPT/ LETTER
	DATE COMPLETED

	1. LOAN APPLICATION COMPLETED
	LO
	Day 1
	90
	
	

	1003 Completed & Signed
	LO
	
	
	
	

	TIL Completed & Reviewed
	LO
	
	
	
	

	Check for credit report/application fee $______
	LO
	
	
	
	

	Needs list completed & reviewed, signed by customer with date by which they will supply needed items 
	LO
	
	
	NEEDS LIST
	

	LO determines whether customer is a “1”, “2”, or “3”, and writes the number of the outside of the file folder
	LO
	
	
	
	

	File with all of the above given to CSR
	LO
	Day 2
	
	
	

	Enter Customer & Loan information in ACT!
	CSR
	
	15
	
	

	Welcome Call from Branch Operations Supervisor
	BOS
	
	5
	
	

	2. PRE-SUBMISSION
	CSR
	
	
	
	

	New Customer Letter mailed day after application
	CSR
	
	5
	NEW CUSTOMER LETTER
	

	Tickler set for receipt of Needs List Items
	CSR
	
	5
	
	

	Order outs done
	CSR
	
	15
	
	

	CSR Introduction Call & Reminder of Needs List Agreement
	CSR
	
	15
	
	

	If Needs List is not complete by agreed-on date, call customer to remake agreement
	CSR
	Day 5
	15
	
	

	If customer has not returned call within 24 hours, send 10-day letter
	CSR
	Day 6
	5
	10-DAY LETTER
	

	Follow up by phone until needs list is complete or loan is cancelled
	CSR
	Day 7
	30
	
	

	Completed file given to Loan Officer
	CSR
	Day 8
	5
	
	

	3. APPLICATION SUBMITTED
	LO
	Day 9
	
	
	

	Loan officer reviews file to verify completion, makes copies, submits file to ISD and notifies CSR of date submitted
	LO
	
	30
	
	

	Tickler set to follow up with underwriting 48 hours from submission
	CSR
	Day 10
	5
	
	

	First Survey Call made within 24 hours of receiving needs list items for submission
	CSR
	
	20
	FIRST SURVEY SCRIPT
	

	4. CREDIT APPROVAL COMPLETED
	CSR
	Day 12
	
	
	

	If file is suspended or declined CSR & LO meet to determine strategy
	CSR
	
	15
	
	

	Balloon/Mug ordered same day pre-approval is received
	CSR
	
	10
	
	

	Credit Approval (Pre-Approval) Call made on same day pre-approval is received
	CSR
	
	20
	PRE- APPROVAL CALL
	

	Credit Approval (Pre-Approval) Letter sent on same day pre-approval is received
	CSR
	
	15
	PRE- APPROVAL LETTER
	

	Schedule Weekly Pre-approval Status Call in ACT! (Recurring Activity), to be made weekly until property is obtained
	CSR
	
	10
	
	 

	Weekly Pre-approval Status Call made until property is obtained
	CSR
	Day 19
	90
	PRE- APPROVAL STATUS CALL
	 

	Notes on status from conversation with customer forwarded to LO daily
	CSR
	
	60
	
	 

	LO Reviews notes, gives CSR feedback on how to proceed or personally calls Realtor and/or Customer for follow-up as needed
	LO
	
	60
	
	 

	5. PROPERTY OBTAINED
	CSR
	Day 64
	
	
	 

	Ask customer (or Realtor) to fax or deliver copy of purchase agreement/contract; Set tickler in ACT! for receipt of purchase agreement/contract and property disclosure.
	CSR
	
	15
	
	 

	Notify LO that we have a property
	CSR
	
	5
	
	 

	Call Customer & review loan program; Ask customer if they will be using an attorney (get name & phone number). Give them insurance information, ask who they will be using, and get name & phone number of agent, Find out when they would like to close (date & time of day if possible). If a termite inspection is required, find out if it has been done and/or who will be doing it. Ask if they have a copy of the property disclosure, and if so, ask them to fax it. Get paperwork together (GFE & Lock-In Sheet; Arrange to meet customer or mail out docs and get customer commitment for date to return signed docs with check for Appraisal; Lock loan.
	LO
	
	30
	
	 

	Call listing agent and ask for property disclosure if customer doesn't have it. Inform them of the approval & ask where the title work will be ordered from (if we don’t already know). Find out whether the Seller is using an attorney (and if so, who).
	CSR
	
	20
	
	 

	Call Title Agency and give them the loan amount, sales price, how Borrowers want to take title, etc. Order surveys, if needed (required on all government loans and all conventional loans that have a metes & bounds description)
	CSR
	
	15
	
	 

	Notify Selling Agent (fax and voicemail) that we have an approved loan (if agent isn't one of ours and doesn't already know). 
	CSR
	
	10
	
	 

	Go into ACT! and enter property info, loan program info, interest rate, loan amount; change ID Status to LIP/Obtained Property
	CSR
	
	15
	
	 

	Call ISD & give them any information you have obtained (Names, phone numbers, etc.)
	CSR
	Day 65
	10
	
	 

	Send Letter to Seller (same day we receive purchase agreement)
	CSR
	Day 66
	15
	SELLER LETTER
	 

	Verify that money for appraisal and signed customer docs have been received; follow-up if needed; Order Appraisal
	CSR
	
	20
	
	 

	Set tickler for receipt of appraisal; follow-up as needed
	CSR
	
	5
	
	 

	Follow-Up Call to Seller: Schedule appointment to meet with LO if possible
	CSR
	Day 68
	15
	SELLER SCRIPT
	 

	Review appraisal for value and conditions; communicate with LO and determine strategy if problem with value exists. Call Listing Agent/Seller if repairs are needed. Fax list of repairs to Listing agent and ask agent to review with seller. Call Selling Agent so they are aware of conditions. Call customer if needed, to clear any remaining conditions
	CSR
	Day 70
	30
	
	 

	6. APPROVAL CONDITIONS COMPLETED
	CSR
	Day 71
	
	
	 

	Forward appraisal and remaining conditions to ISD; schedule tickler for receipt of final approval
	CSR
	
	15
	
	 

	Follow up with ISD as needed until final approval is received
	CSR
	Day 73
	5
	
	 

	7. FINAL APPROVAL COMPLETED
	CSR
	Day 74
	
	
	 

	Get copy of HUD-1, compare to GFE. Discuss with LO if there's a problem; then call customer and review fees, etc.
	CSR
	Day 75
	20
	
	 

	8. LOAN CLOSED
	CSR
	Day 75
	
	
	 

	Plant ordered; Thank-You sent -- day after loan closes
	CSR
	Day 76
	5
	
	 

	Post-Closing Survey Call is made 1 week after closing date
	CSR
	Day 83
	20
	POST CLOSING SURVEY
	 

	Monthly Status/Referral Calls Scheduled in ACT! (Recurring Activity for 6 months)
	CSR
	
	5
	
	 

	Monthly "Success Story" Letter/Card Scheduled (Recurring Activity for 6 months)
	CSR
	
	5
	
	 

	6-Month "1 to 1 Enterprise" Letter/Mortgage Fitness Checkup Survey Scheduled
	CSR
	
	5
	
	 

	Post-Closing Letter sent 2 weeks after closing date
	CSR
	Day 90
	5
	POST CLOSING LETTER
	 

	TOTAL MINUTES
	
	
	85
	
	

	TOTAL HOURS
	
	
	1.42
	
	

	TOTAL CSR TIME
	
	
	10.08
	
	


	
ITEM
	WHO
	WHEN
	TOTAL TIME
	SCRIPT/ LETTER
	DATE COMPLETED

	1. LOAN APPLICATION COMPLETED
	LO
	Day 1
	90
	
	 

	1003 Completed & Signed
	LO
	
	
	
	 

	TIL Completed & Reviewed
	LO
	
	
	
	 

	Check for credit report/application fee $______
	LO
	
	
	
	 

	Needs list completed & reviewed, signed by customer with date by which they will supply needed items
	LO
	
	
	NEEDS LIST
	 

	If customer did not bring purchase agreement, ask customer (or Realtor) to fax or deliver copy
	LO
	
	15
	
	 

	Review loan program; Ask customer if they will be using an attorney (get name & phone number). Give them insurance information, ask who they will be using, and get name & phone number of agent, Find out when they would like to close (date & time of day if possible). If a termite inspection is required, find out if it has been done and/or who will be doing it. If they don't have a copy of the property disclosure, ask them to fax it. Get paperwork together (GFE & Lock-In Sheet; review with customer and get docs signed and check for Appraisal; Lock loan.
	LO
	
	30
	
	 

	Call listing agent and ask for property disclosure if customer didn't bring it to the app. Inform them we have the loan & ask where the title work will be ordered from (if we don’t already know). Find out whether the Seller is using an attorney (and if so, who).
	LO
	
	20
	
	 

	2. PRE-SUBMISSION
	
	Day 2
	
	
	 

	Order outs done
	LO
	
	15
	
	 

	Verify that money for appraisal and signed customer docs have been received; follow-up if needed; Order Appraisal if not ordered previously
	LO
	
	20
	
	 

	Copy of File with all of the above given to CSR
	LO
	
	5
	
	 

	Enter Customer & Loan information in ACT! including property info, loan program info, interest rate, loan amount, etc.
	CSR
	
	15
	
	 

	CSR Introduction Call & Reminder of Needs List Agreement
	CSR
	
	15
	
	 

	If needed, set tickler in ACT! for receipt of purchase agreement/contract and property disclosure.
	CSR
	
	15
	
	 

	Call Title Agency and give them the loan amount, sales price, how Borrowers want to take title, etc. Order surveys, if needed (required on all government loans and all conventional loans that have a metes & bounds description)
	CSR
	
	15
	
	 

	Notify Selling Agent (fax and voicemail) that we have the loan (if agent isn't one of ours and doesn't already know).
	CSR
	
	10
	
	 

	Welcome Letter mailed
	CSR
	
	5
	WELCOME LETTER
	 

	Tickler set for receipt of Needs List Items
	CSR
	
	5
	
	 

	Send Letter to Seller
	CSR
	
	15
	SELLER LETTER
	 

	Set tickler for receipt of appraisal; follow-up as needed
	CSR
	
	5
	
	 

	Call ISD & give them any information you have obtained (Names, phone numbers, etc.)
	CSR
	
	10
	
	 

	Welcome Call from Branch Operations Supervisor
	BOS
	
	5
	
	 

	If Needs List is not complete by agreed-on date, call customer to remake agreement
	CSR
	Day 4
	15
	
	 

	Follow-Up Call to Seller: Schedule appointment to meet with LO if possible
	CSR
	
	15
	SELLER SCRIPT
	 

	If Customer has not returned call re: Needs List within 24 hours, send 10-day letter
	CSR
	Day 5
	5
	10-DAY LETTER
	 

	Review appraisal for value and conditions; communicate with LO and determine strategy if problem with value exists. Call Listing Agent/Seller if repairs will be needed. Fax list of repairs to Listing agent and ask agent to review with seller. Call Selling Agent so they are aware of conditions. Call customer (or other appropriate person), if needed, to clear any remaining conditions
	CSR
	
	30
	
	 

	Follow up by phone until needs list is complete or loan is cancelled
	CSR
	Day 6
	30
	
	 

	Completed file given to Loan Officer
	CSR
	
	5
	
	 

	3. APPLICATION SUBMITTED
	LO
	Day 7
	
	
	 

	Loan officer reviews file to verify completion, makes copies, submits file to ISD and notifies CSR of date submitted
	LO
	
	30
	
	 

	First Survey Call made
	CSR
	
	20
	FIRST SURVEY SCRIPT
	 

	Tickler set to follow up with underwriting 48 hours from submission
	CSR
	
	5
	
	 

	4. APPROVAL COMPLETED
	CSR
	Day 9
	
	
	 

	If file is suspended or declined CSR & LO meet to determine strategy
	CSR
	
	15
	
	 

	Balloon/Mug ordered same day approval is received
	CSR
	
	10
	
	 

	Full Approval Letter (listing all conditions) sent on same day approval is received
	CSR
	
	15
	APPROVAL LETTER
	 

	6. APPROVAL CONDITIONS COMPLETED
	CSR
	Day 10
	
	
	 

	Forward any remaining conditions to ISD
	CSR
	
	15
	
	 

	Follow up with ISD as needed until final approval is received
	CSR
	
	5
	
	 

	7. FINAL APPROVAL COMPLETED
	CSR
	Day 11
	
	
	 

	Get copy of HUD-1, compare to GFE. Discuss with LO if there's a problem; then call customer and review fees, etc.
	CSR
	
	20
	
	 

	8. LOAN CLOSED
	CSR
	Day 12
	
	
	 

	Plant ordered; Thank-You sent -- day after loan closes
	CSR
	Day 13
	5
	
	 

	Post-Closing Survey Call is made 1 week after closing date
	CSR
	Day 19
	20
	POST CLOSING SURVEY
	 

	Monthly Status/Referral Calls Scheduled in ACT! (Recurring Activity for 6 months)
	CSR
	
	5
	
	 

	Monthly "Success Story" Letter/Card Scheduled (Recurring Activity for 6 months)
	CSR
	
	5
	
	 

	Post-Closing Letter sent 2 weeks after closing date
	CSR
	Day 26
	5
	POST CLOSING LETTER
	 

	TOTAL MINUTES
	
	
	590
	
	 

	TOTAL HOURS
	
	
	9.83
	
	

	TOTAL CSR TIME
	
	
	6.00
	
	

	TOTAL LO TIME
	
	
	3.75
	
	



	ITEM
	WHO
	WHEN
	TOTAL TIME
	SCRIPT/ LETTER
	DATE COMPLETED

	1. LOAN APPLICATION COMPLETED
	LO
	Day 1
	90
	
	 

	1003 Completed & Signed
	LO
	
	
	
	 

	TIL Completed & Reviewed
	LO
	
	
	
	 

	Check for credit report/application fee/appraisal $______
	LO
	
	
	
	 

	Needs list completed & reviewed, signed by customer with date by which they will supply needed items 
	LO
	
	
	NEEDS LIST
	 

	Review loan program; Ask customer if they will be using an attorney (get name & phone number). Give them insurance information, ask who they will be using, and get name & phone number of agent, Find out when they would like to close (date & time of day 
	LO
	
	30
	
	 

	2. PRE-SUBMISSION
	
	Day 2
	
	
	 

	Order outs done (if needed)
	LO
	
	15
	
	 

	Verify that money for appraisal and signed customer docs have been received; follow-up if needed; Order Appraisal if not ordered previously
	LO
	
	20
	
	 

	Copy of File with all of the above given to CSR
	LO
	
	5
	
	 

	Enter Customer & Loan information in ACT! including loan program info, interest rate, loan amount, etc.
	CSR
	
	15
	
	 

	CSR Introduction Call & Reminder of Needs List Agreement
	CSR
	
	15
	
	 

	Call Title Agency and give them the loan amount, sales price, etc. Order surveys, if needed (required on all government loans and all conventional loans that have a metes & bounds description)
	CSR
	
	15
	
	 

	Welcome Letter mailed 
	CSR
	
	5
	WELCOME LETTER
	 

	Tickler set for receipt of Needs List Items
	CSR
	
	5
	
	 

	Set tickler for receipt of appraisal; follow-up as needed
	CSR
	
	5
	
	 

	Call ISD & give them any information you have obtained (Names, phone numbers, etc.)
	CSR
	
	10
	
	 

	Welcome Call from Branch Operations Supervisor
	BOS
	
	5
	
	 

	If Needs List is not complete by agreed-on date, call customer to remake agreement
	CSR
	Day 4
	15
	
	 

	If Customer has not returned call re: Needs List within 24 hours, send 10-day letter
	CSR
	Day 5
	5
	10-DAY LETTER
	 

	Review appraisal for value and conditions; communicate with LO and determine strategy if problem with value exists. 
	CSR
	
	30
	
	 

	Follow up by phone until needs list is complete or loan is cancelled
	CSR
	Day 6
	30
	
	 

	Completed file given to Loan Officer
	CSR
	
	5
	
	 

	3. APPLICATION SUBMITTED
	LO
	Day 7
	
	
	 

	Loan officer reviews file to verify completion, makes copies, submits file to ISD and notifies CSR of date submitted
	LO
	
	30
	
	 

	First Survey Call made 
	CSR
	
	20
	FIRST SURVEY SCRIPT
	 

	Tickler set to follow up with underwriting 48 hours from submission
	CSR
	
	5
	
	 

	4. APPROVAL COMPLETED
	CSR
	Day 9
	
	
	 

	If file is suspended or declined CSR & LO meet to determine strategy
	CSR
	
	15
	
	 

	Balloon/Mug ordered same day approval is received
	CSR
	
	10
	
	 

	Full Approval Letter (listing all conditions) sent on same day approval is received
	CSR
	
	15
	APPROVAL LETTER
	 

	6. APPROVAL CONDITIONS COMPLETED
	CSR
	Day 10
	
	
	 

	Forward any remaining conditions to ISD
	CSR
	
	15
	
	 

	Follow up with ISD as needed until final approval is received
	CSR
	
	5
	
	 

	7. FINAL APPROVAL COMPLETED
	CSR
	Day 11
	
	
	 

	Get copy of HUD-1, compare to GFE. Discuss with LO if there's a problem; then call customer and review fees, etc.
	CSR
	
	20
	
	 

	8. LOAN CLOSED
	CSR
	Day 12
	
	
	 

	Plant ordered; Thank-You sent -- day after loan closes
	CSR
	Day 13
	5
	
	 

	Post-Closing Survey Call is made 1 week after closing date
	CSR
	Day 19
	20
	POST CLOSING SURVEY
	 

	Monthly Status/Referral Calls Scheduled in ACT! (Recurring Activity for 6 months)
	CSR
	
	5
	
	 

	Monthly "Success Story" Letter/Card Scheduled (Recurring Activity for 6 months)
	CSR
	
	5
	
	 

	6-Month "1 to 1 Enterprise" Letter/Mortgage Fitness Checkup Survey Scheduled
	CSR
	
	5
	
	 

	Post-Closing Letter sent 2 weeks after closing date
	CSR
	Day 26
	5
	POST CLOSING LETTER
	 

	TOTAL MINUTES
	
	
	500
	
	

	TOTAL HOURS
	
	
	8.33
	
	

	TOTAL CSR TIME
	
	
	5.08
	
	

	TOTAL LO TIME
	
	
	3.25
	
	


Customer Care System Letters & Scripts

Note that some of the action items in the preceding Customer Care Systems indicate that there is a letter or (phone) script associated with them.

The following pages contain examples of these letters and scripts. You are welcome to use them, but please read everything carefully and edit it to be sure that each piece reflects your policies and practices, etc.

In customizing your own Customer Care System, the object is to:

· Break everything in your process down into steps that take no more than 15 minutes to complete.

· In your written language, be very clear and specific about what the step entails.

· If there’s a call to be made that isn’t self-explanatory, write a script or guide explaining what to cover in the call

· Assemble your detailed written checklist (the Customer Care System), your scripts and your letters, and put them in a notebook. Put the file path to the letters and scripts on the printed copy so you and your people can find them in the computer when you need them. 
· Enter the steps in your contact management software as an Activity Series so you can automatically schedule all the steps whenever you take a new application.

· Congratulations, you now have an Operations/Training Manual, as well as a Customer Care System!

Welcome Letter – Sent Within 24 Hours Of Application (Truth In Lending Form Already Given To Customer At Application)

Dear [NAME]

Welcome to [COMPANY NAME], and thank you for your confidence in selecting us as your mortgage lender.

I want to make your approval process as convenient as possible for you. To make sure we get off to a good start, I want to give you some important information:

Because my schedule requires me to be meeting with customers all day long, I have asked [CSR NAME] to be your personal Customer Service Representative. [CSR FIRST NAME] is an experienced mortgage professional who has closed hundreds of loans for me. She can give you an immediate answer to 95% of the questions you’re likely to have, and she prepares a written review of any conversations she has with you so that I’m always being kept fully informed about your situation. I have already discussed your file with her, and she is ready to help you with anything you need.

I have also given conditional approval to your loan -- subject to verification of the income, expense, and credit information you have given me. The only way you and I will need to meet is if our verification process reveals different information from what we understood at the time of your application. 
Our customer service representatives each receive about 50 telephone calls a day. If you need to call about your loan, please ask for [CSR NAME]. She may already be on another call, but if she is, our receptionist will take your message, or, if you prefer, you can leave a detailed message or question on her voicemail. In most cases, she will be able to call you back in just a few minutes. She will always get back to you the same day you call, and you can also expect her to be in touch with you regularly so we can all stay fully informed and up to date. We have found that regular communication saves our customers time, effort, and sometimes money!

The most important thing you can do to expedite your loan approval is to make sure that any documents we requested at the time of your application are delivered to us within 24 hours.

In many cases, we can’t start processing your loan until we have all that information. .

As soon as your loan is formally approved, [CSR NAME] will call you. We don't like to keep people waiting on pins and needles!

With your understanding and cooperation, I'm confident you can have a smooth and hassle-free, on-time closing, so you can get on with enjoying your home.

Sincerely,

Loan Officer

[COMPANY NAME]

FIRST SURVEY SCRIPT – Call Made within 24 hours after Customer has delivered all docs listed on Needs List

1. Verify that we have everything on the needs list, then call the customer and say:

Hi, this is ________ calling from <Loan Officer>’s office at [COMPANY NAME].

I just wanted to call and thank you for dropping off/sending the documents that were on your Needs List. I’ve already sent it over to our processing center and <TELL THEM WHAT THEY CAN EXPECT TO HAPPEN NEXT, AND BY WHEN.>

2. Ask the survey questions:

· <Loan Officer> also wanted me to ask you a couple of questions, if you have just a minute?

· When you came in to meet with <Loan Officer>, how did it go? Did you feel like <Loan Officer> took the time to get all your questions answered? 
· Can you think of any other questions you wanted to ask?

· If there was anything we could have done to make your appointment with <Loan Officer> better or more helpful, what would it be?

3. Report all feedback to the Loan Officer.

10-Day Letter – Sent 1 day after customer misses deadline for bringing docs, you have called & left a message & they haven’t returned your call.

Name

Address

City, State, Zip

Date

Dear:
When we met on <application date>, we gave you a list (copy enclosed) of some documentation we would need from you in order to [approve your mortgage loan]/[pre-approve your mortgage line of credit]. You indicated that you would get us this information by [date they promised to bring it in]. 
I called the other day to see how you were coming with it, but I haven’t heard back from you.

If you’re having a problem getting the information, or if there’s a question we might be able to help you with, please call me at 000-0000.

If I haven’t heard from you by [date 10 days from date of this letter], I’ll assume you’ve changed your mind, and your application will be cancelled.

If there is anything I can help you with, either now or in the future, please call me. I hope you will continue to think of us as your mortgage resource.

Sincerely,

Name

Customer Service Representative

PREAPPROVAL CALL – Made same day we receive pre-approval. Speak to customer if possible, but leave a message on their answering machine if you get one. Either way, the script is as follows:

Hi, <Customer Name>? This is ___________ calling from <Loan Officer>’s office at [COMPANY NAME]. Listen, congratulations, we just got word that you’re loan’s been pre-approved for $_____________, which, based on what we talked about before, means you’re fully credit approved to buy a home up to $<Maximum Purchase Price>. 
I’m sending you a letter and a certificate in the mail with all the details, and if you have any questions, you can call me at 000-0000.

In the meantime, if you haven’t already started, you can go ahead and start looking for a home now. Congratulations again, and let us know if there’s anything we can help you with!

If there are any unusual conditions (i.e., conditions other than the normal things like the property information, appraisal, etc.) be sure you speak personally with the customer and carefully review the condition(s). Keep calling until you reach them.

PREAPPROVAL LETTER – Sent same day pre-approval is received

Name

Address

City, State, Zip

Dear [Name]:

We are pleased to inform you that, based on a review of your application, your mortgage line of credit has been pre-approved in the amount of $__________.

Once you have found a home, your loan amount will be ___% of the property value (the appraised value or the selling price, whichever is lower).

When you find your home, we will need the following in order to close the transaction for you:

· A fully executed sales contract (your Realtor will know what that means).

· We will need to have an appraisal done on the property you want to buy, and that appraisal has to be acceptable, based on the underwriting requirements of the loan program you’ve selected. (For example, if the appraisal comes in at $80,000 and you were going to buy it for $100,000, we wouldn’t want you to do that -- and you wouldn’t want to do it either!)

· We will need to verify that you have enough cash assets to be able to close (the down payment and closing costs we discussed at the time of your application).

· Depending on your situation and the home you decide to buy, we may need to get some additional information or documentation from you. But if that happens, someone from my office will be in touch with you ahead of time to keep you fully informed.

Please don’t go out and make any major purchases (other than a home) without talking to us first, because if you buy anything (especially on credit), it could affect your final loan approval. If you want to make a purchase, and you’re in doubt, call us and we’ll be happy to check your file and let you know whether making the purchase would affect your mortgage approval.

The most important thing for you to do now, if you haven’t already started, is to go out and look for a home. Your Realtor can provide you with up-to-date information on what’s available, but you might also want to drive around in neighborhoods that interest you, and look for signs. Or check the real estate magazines and real estate classified ads.

Someone from my office will be in touch with you on a regular basis, either to give you any new information of interest to you, or to get an update from you on your progress in finding a home. Please feel free to talk to anyone on my staff as you would to me. They are there to help you when I can’t be, so especially if you’re having any kind of difficulty or frustration in your house-hunting, please let them know. Very often, we can help!

Finally, I would like to thank you again for selecting [COMPANY NAME].

Sincerely,

Loan Officer

[COMPANY NAME]
PREAPPROVAL STATUS CALL – Made every week to every pre-approved customer on the “A” List, and at least once a month to every customer on the “B” and “C” Lists

TBD INFORMATION
Borrower Name _____________________________
App Date____________

Loan Amount $_____________
Qualifies for $________________ purchase amt.

Source _________________________

Realtor: __________________

Did we refer them to this Realtor ?   ( Yes
( No

QUESTIONS TO ASK THE BORROWER:
(<Loan Officer> asked me to call you and get an update on your situation.)

Are you still working with (Realtor Name)?
( Yes
( No

When was the last time you went out with (Realtor Name) to look at homes?

_____________________________________________________________

How did it go? _________________________________________________

Is (Realtor Name) giving you all the help you need?
( Yes
( No

Do you go out and look by yourself, without the Realtor?
 ( Yes
( No

When was the last time? _____________________________________

When you do go out and look at homes, are you generally finding what you want in your price range? (If not, explain) 
( Yes
( No

______________________________________________________________

______________________________________________________________

Based on what you’ve seen so far, what do you think the chances are that you’ll find a home in the next month or two?
( Excellent  ( Good  ( Fair  ( Poor

STATUS:
Would you say you are: ( Actively Looking  ( Passively Looking  ( Not Looking

(If Passively Looking or Not Looking): 
When you first came in for your loan application, you seemed pretty enthusiastic about buying a home. Can you tell me what has happened since then that’s changed your situation?

______________________________________________________________

______________________________________________________________

______________________________________________________________

______________________________________________________________

______________________________________________________________

SAVING $ FOR DOWN PAYMENT, CLOSING COSTS

Why don’t I ask [LOAN OFFICER] to look at your file, and see if there’s a way to reduce the down payment or closing costs so you won’t have to save as much, OK?

Give the file to [LOAN OFFICER] with a note.

HAVE HOME TO SELL

How long has your home been on the market? Price Listed at? Listing agent’s name?

Has the listing agent been doing a good job? (If not, when does the listing agreement expire?)

Possible recommendation, depending on circumstances: [LOAN OFFICER] may be able to help your listing agent get more exposure for your home. Would it be OK if we called your agent for you?

Give the file to [LOAN OFFICER].
LOST/CHANGED JOBS

I’m sorry to hear that! (or Congratulations!, depending on the situation).

Why don’t I have [LOAN OFFICER] go over your file and we’ll give you a call to let you know how this affects your situation, and what’s the best thing for you to do from here, OK?

Give the file to [LOAN OFFICER] to review & call.

WAITING FOR RATES TO GO DOWN

What interest rate are you looking for?

OK, why don’t I have [LOAN OFFICER] review your file and we’ll give you a call when we can get you that rate, OK?

Give file to [LOAN OFFICER] so he can review and call the borrower to clarify their financial priorities (e.g., do they want to buy a lower rate? Have they considered an ARM?)

CAN’T FIND WHAT WE WANT IN OUR PRICE RANGE

Why don’t I ask [LOAN OFFICER] to look at your file and see if there’s any way he can qualify you for more home, and we’ll give you a call and let you know, OK?

Letter to the Seller of Our Customer’s New Home

Seller Name

Address

City, State Zip

DATE

Dear [Seller Name]

Congratulations on the recent sale of your home. As you may know, I am handling the mortgage financing for your buyers, [Buyer Name].

The appraiser, [Appraiser Name], will be in touch to schedule a time to come to your home for the appraisal. We’d appreciate your accommodating them as soon as possible, as it will expedite the preparation for your closing.

If you’re going to be buying another home, may I offer my services? I have been a mortgage banker here in the ________ area since [XXXX]. I’d like to offer you a free, 30-minute consultation. After you buy your next home, I’m pretty sure you’ll look back on this consultation and agree that it saved you at least $1,000.

Obviously I can help you determine (if you don’t already know) how much home you can qualify to buy. Any competent mortgage banker should be able to do that for you in a few minutes. But I’m offering much more. 
· I have access to virtually any information you might want to know about the _______ area real estate market. Almost everyone in your situation has some questions; I will do my best to get you accurate answers

· I believe you can maximize your financial situation in a home purchase by having a strategy, and the primary purpose of my 30-minute consultation is to understand enough about your situation to help you develop the strategy that’s exactly right for you. 
· There are literally dozens of different loan programs I have access to, but only one of them will work to your best financial advantage for as long as you own the home – and which one that is depends on your unique situation and your unique goals. 
· The way you structure your offer on a property can make a big difference in the offer’s appeal to the seller. Decisions about the way to structure your offer should be integrated with the decisions about your mortgage financing strategy.

That’s why I offer a 30-minute appointment. You’re not obligating yourself to me in any way, but I’ve found over the years that if I can provide some value up front to people, I earn their respect and appreciation, and when the time comes, their business.

If you’d like to schedule an appointment, or if you just have questions about it, please call us at 000-0000, and ask for _______.

I’m looking forward to meeting you.

Sincerely,

Loan Officer

[COMPANY NAME]
FULL APPROVAL LETTER – Sent same day FULL approval is received

Name

Address

City, State, Zip

Dear [Name]:

We are pleased to inform you that, based on a review of your application, your credit, and an appraisal of the property you are purchasing [refinancing], your mortgage loan has been approved in the amount of $__________.

Your loan amount will be ___% of the property value (the appraised value or the selling price, whichever is lower). Your interest rate is locked at [%], and this rate expires on [expiration date].

You will need to bring the following items to our office before [date] in order for us to be able to fund your loan:

We will be in touch with you by telephone to confirm the date, time and place for your closing, and to answer any last-minute questions you may have. In the meantime, don’t hesitate to call us if there’s anything we can help you with.

Finally, I would like to thank you again for selecting [COMPANY NAME]
.

Sincerely,

Loan Officer

[COMPANY NAME]
POST-CLOSING SURVEY

Hi, this is ___________ calling from [LO NAME]’s office at [COMPANY NAME] here in [CITY].

[LO NAME] asked me to call you and see how things are going in your new home, and if you have a minute, he wanted me to ask you for some feedback on how you think we did through this whole process, is that OK?

Date : _______________________

Name of Customer (s): ________________________________________________________________________

Why did you choose [COMPANY NAME]? _______________________________________________

__________________________________________________________________________________

1. Did you get an answer about whether you qualified for your mortgage at your first meeting?  (Yes    (No    
2. Was that important to you? (Yes  (No
3. Were you put at ease?  (Yes  (No

4. Did you close on time? (Yes  (No
5. How would you rate our courtesy?   (Excellent   (Good   (Fair   (Poor

6. How would you rate our efficiency and speed?  (Excellent   (Good   (Fair   (Poor

7. How would you evaluate the competitiveness of our rates?  (Excellent   (Good   (Fair   (Poor

8. Overall, how would you evaluate our service?   (Excellent   (Good   (Fair   (Poor

9. Have you ever applied for a mortgage at any place other than [COMPANY NAME]?  (Yes  (No

10. (If you answered yes to #10), would you say that [COMPANY NAME] was:  (Better  (Same  (Worse

11. What did you like best about us? ____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
12. How could we have improved our service to you? ____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

13. What was the worst (most frustrating, worrisome, etc.) part of the whole (home-buying) process?

____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

14. Would you recommend [COMPANY NAME] to a friend or relative?  (Yes  (No

· Do you happen to know of anyone who’s thinking about buying a home, or who might want to refinance?

· (Name & Phone # of person who could benefit from our services:) _______________________________

15. What is your new phone number? _____________________________

POST-CLOSING LETTER

Name

Address

City, State, Zip

Date

Dear [Customer Name],

Congratulations on your new home!

I wanted to take a moment to thank you again for your confidence in selecting me as your lender.

When we chose your mortgage loan from among the dozens of available programs, it was the best possible loan for you, based on your financial situation, your personal and financial goals, and the state of the real estate and money markets. These are the factors I always evaluate when I give you advice about mortgage financing.

These 3 factors:

· your financial situation

· your personal and financial goals

· the state of the real estate and money markets …

are constantly changing. I consider it my personal responsibility to stay informed about all three, so I can always let you know when it might be to your advantage to change your mortgage financing strategy.

I regard this as part of my job as your lender. Frankly, it’s in my best interest to take the time to stay informed about your situation, and your personal and financial goals. I want you to have your mortgage loan with me for as long as it makes sense for you have a mortgage loan. If there’s ever a better loan for you than the one you’ve got, I want to be the first to let you know about it.

Obviously I’m in touch every day with the state of the real estate and money markets – it’s my job. But the only way for me to be aware of changes in your financial situation or your personal and financial goals is for you to tell me about them. I’m talking about things like:

· A promotion or an increase in your income (it might mean we should re-evaluate your loan program, or talk about ways of paying extra principal to reduce the amount of interest you pay; or it might mean moving up to a bigger home or a new neighborhood).

· A transfer – we have offices all across the country, and I can arrange mortgage financing for you ahead of time.

· A large anticipated expense, like college tuition (in some cases your home equity may be the best source of funds)

That’s why I will be asking [CSR Name] to call you from time to time – so that I can pass on information about real estate or the money markets that I think might be helpful for you to know – and so that we can keep up-to-date with any changes in your life that might affect mortgage financing decisions.

Thanks again for the opportunity to assist you in this, and, when the time comes, your future transactions.

If you ever have any questions on your loan or any other banking concerns, please feel free to call me at any time at 000-0000. 
Wishing you many years of happiness in your home,

[LO Name]

Loan Officer

P.S. It is only because so much of my business comes to me through people like yourself referring their family and friends, that I am able to spend my time providing my clients with extraordinary service, instead of having to spend that time looking for new business. I am very appreciative of your good word, and your referrals only make me want to work that much harder on your behalf. If you know of someone who is thinking about buying a home or who might want to refinance, would you please have them call me? Thank you!

Existing Customer Letter (sent ONCE to all past customers in your database when you initiate this program)

Customer Name

Address

City, State, Zip

DATE

Dear [Customer Name],

When we selected your mortgage loan from among the dozens of available loan programs, it was the best possible program for you, based on your financial situation, your personal and financial goals, and the state of the real estate and money markets. Those are the factors I always evaluate when I give you advice about mortgage financing.

These 3 factors:

· your financial situation

· your personal and financial goals

· the state of the real estate and money markets …

are constantly changing. That’s why I’m writing to you. I consider it my personal responsibility to stay informed about all three, so I can always let you know when it might be to your advantage to change your mortgage financing strategy.

For example, today people are using their mortgages to help finance college educations, investment and financial independence programs – even their retirements. 
In addition, as a result of recent developments in the financial markets, mortgage interest rates are poised near historically low levels. For many people, that’s reason enough to look at their current mortgage and decide at what point it makes financial sense to refinance.

If you’ll help me by filling out the enclosed short questionnaire, I’d like to offer you a 15-minute consultation, which can either be done over the telephone, or here in my office – your preference. I’ll help you review the mortgage you have now, and compare it to what’s available. If there is a point at which you feel it would make sense to refinance, we’ll target that interest rate, and our computer system will notify us immediately when rates fall to your magic number, so we can call or fax you and let you know about it.

There is no charge for this consultation, or for our computerized Rate Watch service. I regard this as part of my job as your lender. Frankly, it’s in my best interest to take the time to stay informed about your situation, and your personal and financial goals. I want you to have your mortgage loan with me for as long as it makes sense for you have a mortgage loan. If there’s a better loan for you than the one you’ve got, and I’m not the first to let you know about it, somebody else might come along and take your business from me! It’s up to me to do such a good job for you that it would actually be inconvenient for you to take your mortgage to another lender.

If you’d like to take advantage of this service, please call me at 000-0000 to schedule a telephone appointment.

Sincerely,

LOAN OFFICER NAME

COMPANY

Script for Calling Past Customers

Right after they receive the Existing Customer Letter

Hi, this is _________ _____________ calling from [LOAN OFFICER]’s office at [COMPANY NAME]. [LOAN OFFICER] sent you a letter last week to introduce herself and offer to review the mortgage you have now, and see whether you would save any money with a different loan program, do you remember that?

If yes:

Great, well I can schedule a time for you to talk to her for about 15 minutes, either on the phone, or in person, -- which would be better for you?

What’s a good day for you?
Schedule a date and time, let them know what to have with them, etc.

If no:

OK, well, we sent you a letter explaining that [LO NAME] wanted to meet you and make sure that the loan you have is still the best one for your needs, since interest rates have been so low lately. If it turns out you’re still better off waiting right now, she’ll help you figure out where rates would need to be to justify your making a change, and then we’ll enter it into our computerized Rate Watch service and let you know whenever rates reach your magic number, OK?

Great, well I can schedule a time for you to talk to her for about 15 minutes on the phone, what’s a good day for you?

Schedule a date and time, let them know what to have with them, etc.
MARKET UPDATE (for Past & Present Customers)

Hi, this is [LO NAME] with [COMPANY NAME] in [CITY], and I’m calling with your latest market update. It appears that for the rest of this week and until August 24th there will be very little chance of interest rates improving. The Federal Reserve meets again on August 24th, and until then, all of the economic data will be watched closely for any signs of inflation, and rates are likely to hold at current levels.

Overall, employment statistics are a major key to watch. If unemployment goes down, rates may rise again, because that would be seen as inflationary.

Current market rates are in the 8% to 8.125% range with zero points. 1-year ARMs are priced at 6.25% with zero points.

The [CITY] area real estate market is still low on inventory, and homes that are on the market and priced close to market are selling fast.

In fact here at [COMPANY NAME] we have over 50 fully approved buyers who are looking for a home. If you’ve been thinking about selling your home, you might want to call me. I’d be glad to review the pros and cons with you over the phone. My number is 000-0000.

Thanks again for trusting your mortgage to me and [COMPANY NAME], and for mentioning us to your family and friends.

PAST CUSTOMER REFERRAL SCRIPT

Hi, this is __________ _______________ calling from [COMPANY NAME].

[LOAN OFFICER] asked me to call you with an update on the financial markets. He says that as a result of Chairman Greenspan’s latest public comments on the Asian crisis, we will likely see a gradual creep upward in mortgage interest rates over the next 6 months to a year. 
Here in the [CITY] real estate market, it’s still pretty much a buyer’s market, with about 5,000 homes listed for sale, and about 450 sales per month.

Were there any questions or changes in your situation that you’d like me to let [LOAN OFFICER] know about?

OK, thanks, I will let him know. Also, [LOAN OFFICER] also wanted me to ask you, if you happen to know anyone who’s thinking about buying a home, or anybody who might want to refinance their mortgage, would you have them call me (us)?

THANK YOU, CALL US IF YOU HAVE ANY QUESTIONS!

Customer Care System: What’s In It For You

Do you know the adjective most frequently used by your customers to describe you?

It’s not “smart” or “honest” or “friendly” or “helpful” – it’s “busy”.

It’s not that they don’t also think of you as smart, honest, etc. – it’s that the total cumulative effect of their experience with you, understood from their point of view, is that you and your staff are very busy people.

I have yet to meet a loan officer who didn’t say they want to earn repeat and referral business from their customers.

But I have met few who have made it a point consistently to ask customers for referrals, and even fewer who get their support staff (who often have more contact with the customer than the LO) to do it.

At the end of the experience, your customer may have very warm, friendly feelings toward you. But they either don’t think about referring family and friends to you, or if they do think about it, they may very well hesitate to act on it for three reasons (any one or a combination thereof):

· They may not be as satisfied as you think they are

· They may not realize you want referrals (mostly because you & your people haven’t asked)

· They may hesitate to refer a friend because they realize how busy you are. They don’t want to add more work to your life, and they may be afraid their friend won’t get the same service they did.

The Customer Care System incorporates ALL of the positive messages you want to send your customer, including this one: 
“We’re busy because we want to be; we’d like to help as many people as we can. Our Customer Care System is a safeguard to make sure every customer has a great experience with us, because that’s our goal, and that’s what we had in mind when we designed the system. We LOVE it when you refer your family and friends to us, it’s the highest compliment you can give us, so if you happen to know of anyone who wants to buy a home, or is thinking about refinancing, would you have them call me?”

If you and your people took the time to have that kind of conversation with every customer, and if you continue to remind them how much you appreciate their referrals, you can expect a return on the order of what you see on the chart on the next page.
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Lead Generation & Goal Setting

Now that you know what to do with them (Strategy Session & Customer Care System) once you have them, we’re going to outline some ways to generate leads, and then go through a process of setting goals for your business (see Marketing Results form at the end of Chapter 2).

Real Estate Hotline (Call Capture)

Your Call Capture technology allows you to advertise a “hotline” number where people can call and listen to detailed descriptions of a homes for sale; the technology captures the caller’s phone number so we can follow up and offer our free service.

As we discussed in Chapter 3, the idea is to get a number of your Realtors with listings together, and get them to advertise their properties using your hotline number (either instead of or in addition to their regular number). This can be done in magazine or newspaper advertising, website listings, real estate TV shows and riders on property signs.

Then you call the leads and make your offer, being sure whenever possible to refer them back to the Realtor whose listing generated the lead. 
Some lenders have advertised a “Free Report” on real estate or lending-related question and used their Call Capture to capture the numbers of people who call for the free report. In my experience, these kinds of “Free Report” ads do a very good job of helping you identify people who like to read free reports. They will generate some leads, mostly first-time buyer leads – but if you’re going to use this kind of advertising, use it in conjunction with listings ads, because those are the ads that a serious prospect will call.

You can expect a 15-20% success rate (appointments scheduled to completed calls) calling Call Capture Leads, provided your Strategy Session is truly worthwhile and the person who schedules the appointments can effectively explain it to prospects. 
Keys to a Successful Hotline Program

1. Test your Call Capture line once you’ve set it up. Make sure the line is working properly before making it public. Your recording should be crisp, clear, concise, and above all, friendly. If prospects call and can’t make out the message, they are not likely to try calling again. Good diction is a plus in this area.

2. Make sure you have enough listings being advertised. You’ll probably average about 5 calls per listed property per publication, and 15-20% of your completed calls will result in appointments. If you’re good, you’ll get applications from about half the appointments. So 20 listings should generate about 100 calls, 15-20 appointments, and 7-10 loan applications.

3. Realtors are the key to getting enough leads. Their listings are the bait we use to identify prospective homebuyers. People don’t want to buy mortgages; they want to buy homes. So you have to be able to convince enough Realtors that they will make more money if they work with you on this.

4. The calls should be made within 24-48 hours of the call capture. After that, success rates (in scheduling appointments) drop dramatically.

5. In the call, you must find out enough about the prospect’s situation to be able to offer them a compelling personal reason to want to meet with you.

6. Have a system in place to communicate with Realtors the results of your calls. If a Realtor gave you one listing to “test” your program, you would need 3 weeks to statistically assure an appointment, and as many as 6 weeks to guarantee an application/referral. So they need to be shown somehow that you (or your people) are working these leads – otherwise they’ll lose patience and/or interest before you have a chance to send them a deal.

7. Once you have a (pre-approval) loan application, you must communicate weekly between your customer and the Realtor and play the role of facilitator/coach to both. Otherwise, you could lose control of the transaction, and quite possibly the transaction itself.

Realtor Upcalls
Realtors (particularly on the listing side) get calls every day from potential homebuyers who want more information on an advertised property.

Realtors typically turn less than 10% of these calls into appointments, but virtually 100% of these callers have a genuine interest in buying.

We approach the Realtor (or optimally, the Broker) with the following proposition:

“Instead of throwing away the leads you can't immediately do something with, fax them to me. I will call these people and offer a free package of services; I'll analyze their credit, income, and expenses, and give them a written certificate showing them how much home they can buy today. I will help them analyze their financial condition and show them, specifically for their situation, how much better off they will be if they buy a home now (or sell their current home and move up). If they're not qualified to buy today,

(or if it's not in their best interest to do so) I'll give them a written plan showing them exactly what steps to take to become qualified to purchase a home in the price range they want.

“My objective will be to identify qualified buyers and persuade them that it is to their advantage to start a loan application so that I can have them fully approved for a mortgage loan before they have even selected a property. This is a full loan approval, subject only to the appraisal on the home they ultimately decide to buy.

“When I am successful in getting their loan application, they will have crossed the psychological border between being a looker and being a buyer. At this point, the decision is not whether they will buy a home, but which home they will buy.
At this point, I will refer them back to you so that you can sell them a home.”

Open House Strategies

Coordinate with the Builder or Listing Agent, and make your marketing materials readily available to all who visit the property when it is open to the public. Once again, unless the agent is willing to pay a portion of the cost for production, these marketing materials should exclusively promote you as a Loan Originator. Make a sign that can stand on a table that promotes a FREE Home Buyer’s Handbook, and have a guest registry next to it to collect contact information, or make a simple form that can be dropped into a box. (These can be printed at Kinko’s and gummed to create paper tablets to give it a clean, uncluttered look.) The latter provides you the opportunity to ask a few more questions, but make sure it is not something that will take too much time to fill out. DO make sure your name and personal branding are clearly evident.

In advance, make sure the Real Estate Agent or Builder understands that your goal is to offer a free strategy session to all leads that fill out the form, wherein you will pre-qualify each prospect and get a better understanding of their objectives. Continue to pursue all prospects with a strong info-marketing campaign as a follow up. Make sure the Builder or Realtor understands that your goal is ultimately to deliver the prospect back to them with pre-approval in hand.

Alternate Source Referrals
Attorneys, accountants, bankers, and insurance agents can be an important source of referral business. As part of our overall marketing strategy, we will have a program aimed at building a network of professionals who refer their clients to us.

Insurance, accounting, and legal professionals are like mortgage bankers in the sense that they all have expertise in a field that is usually not well understood by their clients. As a result, the client places a fair amount of trust in the professional, and over time, comes to rely on that professional's judgment.

If you were thinking about buying a home, you might mention it to your accountant, attorney, or insurance agent. And if your accountant, attorney, or insurance agent recommended a mortgage banker to you, you would be likely to go to that banker for your mortgage loan.

Here is how the program would work:

1) At application, we will ask the borrower for the names and addresses of their accountant, attorney, and (casualty) insurance agent. We explain that we will send a letter to each professional advising them that we are handling their client's mortgage loan. We explain that it's a good idea to keep these professionals informed about changes like the purchase of a home in case there are any legal, tax, or insurance issues that might need to be taken into consideration.

2) We input the information into the computer and send a letter to each professional, letting them know that we are handling the borrower's (their client's) mortgage loan and adding that we are full-service mortgage bankers and that we welcome referrals from professionals like themselves. 
3) The information on the accountants, attorneys, and insurance agents is added to our professional network database, and periodically we send mailings to these people to remind them who we are.
4) When a referral is received from one of these professionals, they receive a thank you letter that includes status on the progress of the loan. If it is a CPA, they might want to review the selection of the loan program to ensure it is on track with the borrower’s long-term goals.
5) Once a relationship has been established, we can send a letter to insurance agents and offer to buy the mailing list of their renters insurance clients (in some cases we might be able to get these agents to give us these lists, in exchange for our making sure their clients get back to them for homeowners insurance when they buy a home, plus referring them our own clients who do not have an insurance agent).

Previous Customer Referrals
In any profession where the customer must rely on the integrity and expertise of the professional, trust is the paramount issue, as we have said before. A customer who is not knowledgeable about the mortgage industry will be naturally inclined to ask friends and relatives to refer them to a banker they have dealt with and with whom they have had a positive experience.

Our strategy is to be proactive in soliciting such referrals from our former customers.

Here is the procedure we will follow:

1) At loan application, and while the loan is in process, we explain to our customers that we welcome their referrals; that our goal is to do such a great job for them that they wouldn’t hesitate to recommend us to their family and friends. 
2) At the end of every conversation while the loan is in process, we say to the customer, “By the way, do you happen to know of anyone who’s thinking about buying a home or who might need to refinance?”

3) After the loan closes, we call the customer for an in-depth survey of their experience of the transaction. At the end of the conversation we ask the customer, “By the way, if you happen to know of anyone who’s thinking about buying a home or who might need to refinance, would you please have them call me?”

4) Thereafter, on a regular basis (2-4 times a year), call the customer with a brief update/analysis of the real estate and financial markets. Ask if there’s anything new in the customer’s situation, and finally, at the end of the conversation, ask the customer, “By the way, if you happen to know of anyone who’s thinking about buying a home or who might need to refinance, would you please have them call me?”

Potential Sellers
When a real estate market has more buyers than sellers, there may be adequate buyer demand to create and sustain a moderate growth rate in our mortgage business, but our ability to achieve and sustain this rate of growth is being influenced by a shortage of housing/listing inventory, and such a shortage will affect our ability to continue to grow.

Therefore, it is in our best interest to look for ways to stimulate the seller side of the equation. In most such cases, there will have been an 
appreciation in the value of homes, particularly in targeted areas where buyer demand is strongest. This appreciation in home values should provide some incentive for homeowners to sell (and move up).

We can target homeowners (particularly those in the $100,000-$150,000 price range -- the range most of our pre-approved first-time buyers will be qualified for) with direct mail and telemarketing, -- and identify people who may be interested in selling -- and to find them before they have talked to a Realtor.

We can offer these potential sellers a free package of services, which could include the following:

· A free copy of a book published by the nonprofit American Homeowners Association, called How to Sell Your Home FAST
· A free Market Analysis of their current home, followed by

· A free consultation with a mortgage lender, who will help them analyze their income, expenses, credit, and who will help them determine:

a) How much they would be likely to net from the sale of their current home, and

b) How much home they could buy with those proceeds, and what their monthly payments would be, compared to what they're paying now.

1) In short, we would be offering reliable information that would allow prospective sellers to make an informed decision about the management of their largest asset; to help them decide whether it would be to their advantage to sell and move up now.

2) Obviously, our offer gives us the additional benefit of being able to refer a prospect seller to a listing agent of our choosing (for the free Market Analysis). The relationship we establish has other benefits as well:

3) The Seller will see us as their financial advisor, and we will be in a natural position to provide the financing for their new home purchase;

4) The relationship with the Seller will allow us to stipulate (as part of our Seller Protection Plan) that any prospective buyer must pre-qualify with us within 3 days of signing the purchase agreement;

5) The relationship with the Seller will assure us of being able to distribute our Open House Packages for that property;

6) Our list of pre-approved buyers will provide a ready source of potential buyers for the Sellers' property, helping us to speed the turnover of our TBDs. The more Sellers we can create through this program, the faster we'll be able to turn our TBDs into closed loans.
Sellers
A high percentage of home sellers will be buying another home once they have sold their current home. Some of them may have already established relationships with other lenders, but many have not.

The Multiple Listing Service can give you the addresses of sellers, and you can target a price range or a geographic area.

The newspaper's Real Estate Classified section will also give you the addresses of properties that are being held open.

However you get the addresses, once you have them you can look up the names and phone numbers with a cross-street directory.

You then mail them a letter and call to offer them a Strategy Session so they can position them selves to save money on their new home purchase. (See letter and script in Chapter 7.)

FSBOS
Most FSBOs are inundated by calls from Realtors wanting to list their properties. 
Our strategy is to contact the FSBO and let them know about our Call Capture services, and our Open House packages. (See Page 109 for more information on Open Houses.) The pitch is that a potential buyer will be less intimidated by speaking to a Loan Consultant than a Real Estate Agent. We can provide pre-qualification to deliver qualified leads who are seriously interested in buying property. This saves the FSBO time and energy by dealing with only qualified prospects that have the real financial strength to make a legitimate offer.  Give the basic information and let the FSBO know that while there are minimal fees incurred by using the service, the rewards are great. Set an appointment to visit them in their home and discuss the strategy in greater detail. See the FSBO section of LoanToolbox for downloads pertaining to a marketing kit directed to FSBOs. 

In exchange, we get the names and phone numbers of prospective buyers who have visited the FSBOs' home.

You would call every participating FSBO every week to find out if they need more packages and to make sure they have sent us their guest lists.

When you make your first follow-up call after they have received their packages, find out if they will be buying another home. If yes, explain the free Strategy Session we offer, and that we can get their loan approved before they sell their home or find another home – which puts them in a better negotiating position, saves time, and eliminates last-minute hassle.

The drawback to working with FSBOs is that it’s the same basic approach and involves almost the same amount of time to work as a Realtor relationship – but a FSBO is like a Realtor with only one listing. There is no question that you’ll get more bang for your buck working with Realtors.

Setting Your Goals

Make two copies of the Weekly Marketing Results form from Chapter 2. On one of the copies, cross out the word “weekly” and replace it with “monthly”.

We’re first going to decide how many calls and appointments you’ll need each month in order to reach your closing goal; from that we’ll calculate what the goals should be on a weekly basis.

Start at the bottom with closings. How many loans do you want to close each month? Enter the number.

Next is Approvals – and I’m referring here to full approvals (with property) as opposed to pre-approvals. What percentage of your approvals close? If it’s 95%, divide the number of closings by 95% (.95) to get the number of approvals you’ll need each month to reach your closing goal.

Most loan officers don’t track this statistic, so you may have to guess. The beauty of this system is that once you’ve been tracking your numbers for a few months, you’ll be dealing with real numbers, which means you can adjust your goals to reflect reality.

For example, let’s say your monthly closing goal is 15 loans and you originally estimate that 100% of your approvals close but after tracking your results for several months, you discover that only 92% of your approvals close. You would change your monthly approval goal to 16 (15 divided by .92).

Next is submissions. What percentage of your submissions are approved? Divide the goal for approvals by that percentage to get the number of submissions you need.

Now Loan Applications: what percentage of your applications are submitted? Divide the submission goal by that percentage to get the number of loan applications you’ll need to take.

Finally, to get the number of total appointments you’ll need to schedule, divide the goal for applications by the percentage of your appointments you think will go to application. (Based on my experience, a realistic number would be between 25-50%.)

Now that you know how many total appointments you’ll need, it’s time to look at each of the 5 categories of activities and decide which activities are going to produce what percentage of the total appointments you’ll need.

Ultimately, you’ll probably want to shoot for a balance of approximately one-third Consumer Direct (call-ins, Call Capture & Seller calls), one-third Realtor Referral, and one-third Past Customer/Customer Referral.

But if you’re just getting started and you don’t have a big database of past customers, and you don’t have enough strong Realtor relationships, a greater percentage of your appointments will have to come from consumer-direct activities, until you can build up your Realtor and Customer databases.

Bearing in mind that you can always change the goals later, write in your goal for Appointments on the “Appointments Scheduled” line in each of the 5 activity sections. Your total for all 5 sections should equal your goal for “Total Appointments Scheduled” at the bottom of your sheet.

· Call-Ins: How many call-ins (people who call you, whether they saw an ad somewhere or are calling to check your rates) do you get in a month? Put that number on the “Calls” line. Particularly if you use the call-in approach I scripted for you in the next chapter, you should be able to get appointments with about half the people who call you.

· Realtor Referrals: Every time you talk to a Realtor (whether you call them or they called you) you should be asking, at the end of the conversation, if they’re working with anyone new (or anyone on the fence) that you can get pre-approved for them. Your weekly Realtor Partner calls (Chapter 3) are also counted in this section of the Marketing Results form. Note that there is a line for “Dials” and a line for “Completed Calls”. A dial is when you pick up the phone and call someone, whether you reach them or not. A completed call is an incoming or outgoing call where you speak to the person you’re calling. The “# of Leads Received” is the number of names the Realtor gives you to call. You would also count it as a lead in this section if the Realtor gives someone your name and they call 
you (and mention the Realtor told them to call). As a general rule of thumb, figure it will take an average of 3 dials to get one completed Realtor call; you’ll get one referral lead for every 6 completed Realtor calls, (17%) and about 75% of your referral leads should result in appointments. So for example, if your goal for Realtor Referral Appointments is 15, you’ll need 20 Leads Received, 118 completed Realtor Calls, and 354 dials per month (which works out to about 5 completed Realtor calls per day).

· Call Capture/Open House Leads: Start with the number of appointments you want. Take that number and divide by 15% (.15), which is at the low end of the success rate range for appointments. This will tell you how many completed calls you need. Figure that with a diligent effort, you should be able to speak to 70% of the leads you receive, so divide your completed call number by 70% to get the number of leads you’ll need. Then multiply that number by 2 to get the number of dials. (In other words, you’re going to try each lead at least twice before you give up.) So if your goal for

appointments is 40 per month, you’ll need 267 completed calls, which will require 381 leads and 762 dials per month, which works out to 12 completed calls per weekday.

· Customer Referrals: Again, start with the number of appointments you want. Once you get a referral lead, you should be able to schedule 75% of them, so divide the goal for appointments by 75% to get the number of “Referral Leads Received” that you’ll need. Customer Referrals usually come in the form of an incoming call, so be sure to count them in this section as they come in. Customer Referrals are stimulated by regular, value-added communications with past customers (clients) as described in Chapter 5. That’s why we count all calls to and from clients and customers with loans in process, as long as we remember to ask the question, “By the way, if you happen to know anybody …” Remember too, that the average homeowner moves or refinances every 6 years, so a percentage of these past customer calls results in a client coming back to refinance or buy a new home. Expect about 1 in 6 completed calls (17%) to result in a referral lead received, and assume about 1 in 3 dials will result in a completed call. So if you’re looking for 10 Customer Referral Appointments in a month, you’ll need 13 referral leads, 77 completed calls, and 231 dials to reach that goal.

· Seller Calls: Use 15% for the success rate on completed calls, and assume 3 dials for every completed call. So if you want 10 Seller appointments, you’ll need 67 completed calls and about 200 dials.

Now all you have to do is go through each section and add up the Leads (where applicable), the Dials, and the Completed Calls, and put those totals in the bottom section of the Marketing Results form.

This is your business plan. Almost everything you do should be reportable on this form. If you spend most of your time doing things that don’t end up on this form, at least you now know that you’ve been spending your time doing the wrong things!

Scheduling the Appointment

Perhaps the most important thing to understand about scheduling appointments is that it’s a numbers game. If you are successful, you will schedule appointments with 20% of the people you talk to. That means you’ll get nowhere with 8 out of 10 people you talk to. 
No one likes to get turned down. We can’t even guarantee that you’ll always be turned down politely! Some people have waited all day long to yell at someone. When you call, you’re going to make their day. You just have to maintain enough perspective not to let them ruin yours.

It’s critical to the success of this part of your program that you think through your attitude about making these calls. You will be calling people who don’t know you, and your call may be coming at an inconvenient time. Be respectful of the people you call, and be prepared to apologize if your timing is bad.

So, why make these calls at all? Because you know that most of the people you talk to are thinking of buying a home, and you are prepared to offer them information and assistance that can make the process safer, easier, and more financially and emotionally rewarding. The people you help will be glad you called! The rest will have forgotten your intrusion by the time they’ve finished their meatloaf.

Obviously there is also the potential of personal gain from making these calls. If you’re willing to work your way through 80 “No’s”, you’ll get 20 appointments, and you should be able to get 5-10 loans from those appointments. It will take 15-20 hours of highly concentrated, focused calling to talk to 100 people. Are you willing to work 20 hours for 7 loans? If you earn an average commission of $500 per loan, that’s about $175 per hour of calling.

What to Say When You Call

On the following page, you’ll find the script I wrote for an assistant to use when making Call Capture and Seller calls for a loan officer. If you are making calls yourself, the only difference is that, instead of just covering 2 or 3 questions from the initial Strategy Session, (which gives the assistant enough information to explain why the prospect should meet with you) you can save a step by getting all the Strategy Session questions answered and closing for the (pre-approval) loan application using the scripting on the 6th page of the Strategy Session (Conclusion – see page 57; also see explanation on Page 63).

Strategy Session Appointment-Setting Script

(for Use with Call Capture or Seller leads)

Hi, this is [FIRST NAME & LAST NAME] calling from [COMPANY NAME] here in [LOCATION].

You don’t know me, but I’m calling because [PICK ONE:]

· We understand your home is for sale …

OR

· Someone from your number called our hotline for information about a home for sale …

And I wanted to let you know we have a free service that will show you how to negotiate the lowest possible price for your new home – it could save you thousands of dollars if you buy a home, and it can also save you many hours of house hunting time. We call it a Strategy Session, and I can probably tell you EXACTLY how it would help you in your specific case if you could just answer a couple of questions for me?

IF YES:

1. Thank you. Could you tell me a little bit about your situation? I assume you’re thinking about buying a home, but do you have a home to sell first?

[YOU ARE TRYING TO GET A BASIC SENSE OF THEIR SITUATION. DO THEY HAVE A HOME TO SELL? IS IT LISTED WITH AN AGENT, AND IF SO, WHO, FOR HOW LONG, AND HOW’S IT GOING SO FAR – ANY OFFERS YET? LET THEM TALK AS MUCH AS THEY WANT TO, AND WHEN THEY STOP ASK WHATEVER FOLLOWUP QUESTIONS YOU NEED IN ORDER TO FEEL YOU HAVE A BASIC UNDERSTANDING OF THEIR SITUATION AND WHAT THEY’RE TRYING TO ACCOMPLISH.]

NOW GO TO THE INITIAL STRATEGY SESSION QUESTIONS ON MOTIVATION AND OBSTACLES (Page 52, also refer to explanation on Pages 58-59), LET THEM TALK, ASK FOLLOWUP QUESTIONS UNTIL YOU’RE SURE YOU UNDERSTAND THEIR SITUATION AND CAN EXPLAIN HOW THE STRATEGY SESSION WILL HELP THEM. IN OTHER WORDS, WHAT QUESTIONS WOULD WE BE ABLE TO ANSWER FOR THEM, AND WHAT INFORMATION WILL WE GIVE THEM THAT WILL SAVE THEM TIME, AND ESPECIALLY MONEY?

Example: OK, with the information you’ve given me, [LOAN OFFICER NAME] can set you up to get a free report mailed to you – a search of all the homes on the market that match your description of what you’re looking for. This report includes all the details about these homes, including the list price, the address, and directions if you want to drive by and take a look at it. Our customers tell us these reports save them many hours of time.

But probably even more important is that [LOAN OFFICER NAME] will run a statistical analysis for you showing you how many homes matching your description are on the market, and how many of these homes are selling each month. This is information you wouldn’t typically get from anyone, and [LOAN OFFICER NAME] will show you how to use that information to negotiate the best possible price for your home.

The reason that’s so important to you is that, if you save, say $5,000 on the purchase price of the home by using [LOAN OFFICER NAME]’s negotiating strategy, you won’t be just saving $5,000, you’ll also be saving the interest you would have paid on that $5,000 on your mortgage. On a 30-year loan, that would be $8,000 in interest, plus the $5,000! Do you see what I mean?

The Strategy Session takes about a half an hour, depending on how many questions you have. We can do it over the phone, or you can come in and meet [LOAN OFFICER NAME] in person. There is no charge, and there’s no obligation, but we find that most people are so impressed with what they get from [LOAN OFFICER NAME] that we’ve earned their loyalty if they do decide to buy a home and it comes time to do their mortgage loan, and that’s why we do it, does that make sense?

Would you prefer a phone appointment, or do you want to come to our office?

SCHEDULE THE APPOINTMENT.

LIST OF THINGS TO HAVE WITH THEM

DIRECTIONS, IF NECESSARY

Some Tips for Scheduling Appointments 
1. Don’t grovel. Be yourself. Remember that the information you’re offering is very valuable. This is not about begging people to schedule an appointment to meet with you. You’ve worked hard to develop professional expertise in your field and to assemble this information and make sure it’s useful and reliable. If the person you’re speaking to isn’t interested, thank him for his time and move on to the next call. You’re looking for the two people out of ten with whom you can make a connection, and who are genuinely interested in buying a home, and who will be able to appreciate the value of what you have to offer. The other 8 people are what you have to go through in order to get to the 1 or 2. 
2. Be interested in them. In the process of establishing rapport, don’t hesitate to ask questions that occur to you naturally as you’re trying to determine how best you can assist the person you’re speaking to. Things like what kind of work they do, what kind of price range they’re looking at, when they’re thinking of making a move -- help you to qualify them as you’re talking to them. If it sounds like they might not have enough income, or savings, or that they might have bad credit, go ahead and ask about their income, savings, and credit. If they’re not currently approvable, offer to send them a written list of the specific things they’ll need to do in order to be ready to buy a home. That way, you don’t have to use up a full appointment for someone who isn’t qualified yet, and you still have everything you need to follow up and make them a loan when they are ready to buy a home.

3. Call them when they’re home. Most people are home in the evening, between 5:30 and 8:30 pm. Don’t call after 9:00. You’ll probably want to use your Call Capture report to schedule your calls. Generally speaking, the best time to call them is about the same time the report says they called you.

4. Don’t give away too much information on the phone. If you answer all their questions on the phone, why would they need to meet with you?

5. Listening is the most important skill to develop when making these calls. If you listen well, you’ll be able to tell when someone thinks there’s a catch (it’s too good to be true), or when they haven’t understood something you’ve just said -- and then, you can respond appropriately. If you’re nervous, or so focused on what you’re trying to say that you can’t hear what they’re saying, you’re not going to be as effective. Whenever they start talking, shut up and listen carefully to what they said. If you’re not entirely sure you understood what they meant, ask a follow-up question like, “Why do you say that?” The more you let them talk, the more comfortable they will feel. The more comfortable they feel, the better the chance that they will like you, will understand what you’re offering, and will accept your offer.

6. Confirm the appointment. Your appointment schedule is as important to you as a doctor’s schedule is to her. The doctor has her receptionist call patients the day before or the day of the appointment to remind them. You should do the same, and if you don’t have an assistant who can confirm the appointments for you, you should do it yourself. It won’t eliminate no-shows, but it will cut down on them.

7. Agree with them. When your prospect says something that you interpret as an objection, after you have listened to her, begin by reassuring her that her concern is valid. For example, if she says that she doesn’t think she can afford to buy the kind of home she would want to live in, you could respond by saying something like this:

“I understand how you feel. I talk to a lot of people who are in the same situation, and it must be discouraging. But when they come in and meet with me and we actually go through the numbers, most of them are surprised at how much home they can buy for their budget. Even if you can’t do anything right now, we’ll still give you a plan of exactly what you need to do to be ready. Wouldn’t hurt to find out for sure where you stand, would it?”
If You Get an Answering Machine

Say: “Hi, this is [FIRST NAME] [LAST NAME] calling from [COMPANY NAME], would you please call me at 000-0000 when you get a chance? Thank you.

You’ll be surprised how many people will call you back if you just keep it simple like that. When they call you, just go right into your “script.”

Overcoming “Objections”

Some objections shouldn’t be overcome. You have to be able to tell the difference between people who really do want to buy a home, but may be afraid, misinformed, or just cautious -- and those who are only mildly curious, or not really interested, or who for whatever reason, just don’t like you. The former can be turned into happy customers. The latter probably can’t.

With that as background, here are the answers to some commonly heard questions and objections:

“How did you get my number?” The phone service we subscribe to sends us a list of our calls. The reason I’m calling is that if you’re thinking about buying a home at some point, I have done a lot of research, and my background & experience as a mortgage lender give me the ability to help you analyze your financial situation, as well as the real estate market, and help you gather the information you need to make the decisions that are in your best interest. Are you renting now, or do you already own a home?

“I didn’t call for information.” That’s OK, it might have been somebody else in your family. Are you thinking about maybe buying a home? (Don’t get hung up in a conversation about who called, or what listing they called on. The issue is whether they are thinking about buying a home, and if so, to offer them your free consultation.)

“We’re not ready yet.”

Oh, that’s OK! 
Most of the people who come in to meet with us aren’t going to be buying a home right away. The more time you have to find the right home at the right price, the stronger your negotiating position, which is one of the things you’ll find out in a Strategy Session. In fact, the whole purpose of our service is to help you plan ahead of time what you want to do so that when you’re ready to make your move, you’ll be confident that your timing is right, you have all the information you need, that you’re doing the right thing, and that there’s not going to be a lot of stress and last-minute rushing around. 
GIVE EXAMPLES OF PEOPLE WHO WEREN’T PLANNING TO BUY RIGHT AWAY & HOW STRATEGY SESSION HELPED THEM

For example, a client with an inaccurate item on their credit report that they didn’t know about; a client who thought they were going to have to save a lot more money than they needed to; a client who ended up being able to buy a lot more home because you showed them in a strategy session how to pay down certain bills; a client who was financially ready to buy and didn’t need to move for 6 months, but after running a market analysis on the neighborhood and type of home he wanted to buy, we showed them it was a very hot, competitive seller’s market, that it would probably take them 6 months of trying to get an offer accepted without paying too much for the property, etc.

If you start your planning now, you will save time and money in the long run, don’t you think?
“We’re already working with a Realtor.”
Oh, that’s all right, it’s not a problem at all! Listen, I want to make sure you understand that I’m a mortgage lender; I’m not a real estate salesperson. I work as part of a team with whatever real estate agent you choose. What I’m offering to do is meet with you and use my expertise to help you negotiate the best possible price for the home you buy, and to figure out all the financial implications of a home purchase. If you do buy a home, I’m hoping you would choose me as your lender, which is why I offer the service in the first place. But if you meet with me, (and by the way, we can do this on the phone if that’s easier for you) you’re not obligated to me in any way, I want to make sure that’s clear, OK?

“We’ve already been pre-qualified/pre-approved for a mortgage.”
That’s great! That’s one less thing you have to think about, right? As far as the mortgage is concerned, all you have to do now is make sure you get the best rate and terms you can qualify for. Have you heard about our Lowest Bottom-Line Cost Guarantee? Well, it’s a written guarantee that says that if you can find a better loan program anywhere else in town (in terms of the bottom-line price of the loan -- including the interest rate, the points, the fees, all the costs), I will either match it or beat it, and if I can’t, I’ll give you $100 out of my pocket for your trouble. I’ll give you that guarantee if you’ll come in and meet with me, and if you come in and meet with me, you also get the benefit of all this research I’ve done on the real estate market. You really don’t have anything to lose, do you?

“I don’t have time...” (Or “Can you send me something in the mail?”, or some other excuse that gives you the impression that they either don’t understand what’s being offered, or that they may think the offer is too good to be true). That’s OK, I understand. Listen, can I just ask you one question before I go? Most of the people I meet with are busy, but they make the time to come see me because they want the information I can give them. But a lot of them are a little skeptical because it sounds too good to be true, and they’re a little afraid that they’re going to be subjected to some kind of sales pressure from me. Has that thought occurred to you? 
It’s understandable, and maybe I should explain that most of my competitors spend their advertising and marketing dollars to buy newspaper, radio & TV ads. I decided to put my marketing money into the research I’ve done and the free consultations where I meet with people who are thinking about buying a home. I figure if I can be helpful to them in the beginning, they’ll remember me when it’s time to get their loan. So most of the people I meet with don’t buy a home right away, and I don’t expect anyone to make any major decisions when they meet with me. I just want to help them get their questions answered, and most of them seem to appreciate that, and I think most people do come back to me when they’re ready to get their loan. If you spend the 30 minutes with me, I’m pretty sure you’ll be glad you did. What do you think?

If they still don’t want to schedule, offer to send them more information (remember to get their name and mailing address). Then send them a cover letter and some of your Strategy Session Summaries (see examples on pages 69-71). When you send them, try to match the summaries to the general situation of the prospect. The sample cover letter is on the following page.

“Takeaway” Script

For use in situations when they schedule an appointment, but you have a feeling they’re not going to show up.

Say, do you mind if I ask you a question?

We only have a limited number of appointments available every day, and there are more people who want the information than we have spaces for on any given day. I couldn’t help noticing that you don’t seem too enthusiastic about coming in, and I want you to know that if you’re not sure you want to come in for the free appointment, it might be better for everybody if I gave it to somebody else. But it’s up to you. What do you think?

LET THEM SELL YOU OR LET ‘EM OFF THE HOOK
Cover Letter to Call Capture/Seller Prospect

Sent with example of Strategy Session after telephone contact where you did not schedule an appointment

Dear _________,

Thank you for speaking with me the other day about my free Strategy Session for people who are thinking about buying or selling a home.

The enclosed example may not match your situation exactly – and that’s the point! As you can see, I use the Strategy Session to get a complete understanding of your situation and your goals. Then I recommend a specific course of action designed to maximize your negotiating position, and save you time and money. (Incidentally, my clients’ names have been changed in this example to protect their financial privacy.)

As far as I know, I am the only loan officer in [CITY] offering this comprehensive, innovative service. And it’s free to you because this is how I hope to earn your business when and if the time comes to arrange a mortgage loan.

You can schedule an appointment for a Strategy Session any time by calling my direct line at 000-0000. I hope to hear from you soon!

Sincerely,

NAME

Loan Officer

COMPANY

TOP TEN REASONS TO SCHEDULE A STRATEGY SESSION

1. A Strategy Session will give you the information you need to decide whether it’s in your best interest to buy a home now. Thinking you might be better off financially if you wait a year? We’ll help you do an impartial analysis that will help you decide.

2. If you do decide to buy a home, you can save thousands of dollars by taking advantage of the market information we can give you, including the actual reported sales prices for homes sold recently in the neighborhood you’re interested in. We will also give you specific information telling you how to go about getting the best possible price for the home you buy.

3. Looking for that perfect new home, but you don’t have the time to look? We’ll help you set up a profile of the kind of home you want, and send get you a regular report detailing all the homes on the market that fit your criteria – saving you hours of time looking through newspaper and real estate magazine ads, driving around, and visiting open houses.

4. Want to know about the schools in the neighborhoods you’re considering? We’ve got school reports that tell you about classroom sizes, test scores, graduation rates, etc.

5. Concerned about safety? We’ll help you get crime statistics for the neighborhoods you’re considering.

6. Concerned about access to shopping, churches, etc.? We can help you get that information for the neighborhoods you’re considering.

7. Want to build your own dream home? We can refer you to custom builders who will build what you want, not what they happen to have.

8. The price you pay for your new home depends a lot on the strength of your negotiating position. We will show you ways to improve your negotiating position so that it’s as strong as you can make it.

9. We’ll show you why the Buyer is the most under-represented party in a real estate transaction – and what you can do about it.

10.  We handle over 1,000 real estate transactions per year. Even the top Realtors in our market handle less than 200. We have the experience to make your move smooth and worry-free. And we consider it our mission to find ways to help you save serious money along the way.

Script for Handling Call-Ins (Rate Calls)
Caller: Yes, I was calling to find out what your rates are (for....)

YOU:
Sure, I can help you with that, if I can just get a little information from you?

May I have your name please?  Great, [NAME], How did you hear about us?

REGARDLESS OF ANSWER
OK, tell me a little about your situation, are you buying a home, or refinancing?

IF BUYING A HOME:  (If refi, go straight to presentation)
Great, have you found the home you want to buy?

IF YES: (If no, go straight to presentation)
When did you want to close?

PRESENTATION:

OK, Great! Now, getting back to your question about the rates, we have more than 40 different loan programs to choose from, most lenders have at least several, and the interest rate for each loan is re-priced twice a day, every day. So the prices are changing all the time. You are right to recognize that not all mortgage companies are the same, and that by shopping around a little bit, you can probably save yourself some money.

But when you call a bank or a mortgage company and ask them for their rates, they will probably quote you a rate for a loan that will close today, because that rate is going to be the lowest possible rate they can quote. But anyone who talks to you on the phone, including me, we’re not in a position to guarantee that you could close your loan at that rate, because no lender can make a commitment on a loan without taking a loan application and seeing your credit report first. Even then, the mortgage company’s underwriting department has to approve the loan before they make a binding commitment to you that they will loan you the money at the quoted rate. That process can take anywhere from several days to several weeks. And meanwhile you don’t have any guarantee of anything, do you see what I mean?

But your objective is to find the lowest-cost loan you can find, and we do have a way for you to guarantee yourself that you can do that: It’s called our Lowest Bottom-Line Cost Guarantee. We schedule an appointment for you to meet with [LOAN OFFICER] so he can get all your information; it takes about an hour. Whenever you’re ready to lock in an interest rate, we will give you a form required by the federal government, called a Good Faith Estimate. By law, our costs have to be accurate within 10% of what you close at. We will also issue you a commitment letter. At that point, you can shop around with as many other lenders as you like. If you can find one who will do your loan at a lower cost, just fax or bring their signed Good Faith Estimate and Commitment Letter to us, and we will either match or beat their offer, and if he can’t, he’ll give you a check for $100 for your time and trouble, and then you can still get your loan from the other lender!  It’s the only way for you to be sure you’re comparing apples with apples, and you guarantee yourself the best price. It’s a little more work than calling and getting rates over the phone, but like I said, the rates they quote you on the phone don’t mean anything, does that make sense?

IF YES:

Great, what would be a good day for you to come in and see [LOAN OFFICER], our office hours are…

The “Lowest Bottom-Line Cost” Guarantee

WHO IT’S FOR:

This guarantee is for potential borrowers where we have determined that price is the only remaining obstacle to their proceeding with a loan application.

It is not intended for use in any form of outside marketing. We want to use this tool only when we have determined that price is the only obstacle to their choosing you. When this is the case, we want to provide them with a guarantee of sufficient strength to overcome that last obstacle.

HOW IT WORKS:

The Guarantee simply says that if the customer proceeds with a loan application, they will receive a completed and signed Good Faith Estimate and a Federal Truth In Lending form. If the customer can find a lender who will make them a loan for a lower bottom-line cost (the total of fees, closing costs, and interest over the life of the loan), all they need to do is get a completed and signed Good Faith Estimate and Truth In Lending form, and bring it back to us. We will review the other lender’s loan program with the customer, and if we can’t match or beat the other lender’s price, we will give the customer $100 for their time and trouble, and they can still go back to the other lender. This way, customers can be assured of being able to compare apples with apples, and of getting the lowest possible price for their loan.

In the early stages of the conversation with the prospective borrower, you should point out that what lenders quote over the phone and what you ultimately close the loan for are two different things (the customer probably already realizes this). We would further explain that the government requires all lenders to complete a Good Faith Estimate, and that that Good Faith Estimate has to be within 5% of the actual cost of the loan when it closes. As a way of creating a level playing field, we would explain that we have established our Lowest Bottom Line Cost Guarantee. The customer will complete a loan application and receive a written, signed Good Faith Estimate. We will guarantee that our loan will have the lowest bottom-line cost of any lender in the market at that time. If the customer is able to find a lender who will commit to a lower-priced loan, in writing, on a Good Faith Estimate, the customer can bring the other lender's Good Faith Estimate in to us( , and we will review it to make sure there aren't any hidden costs. At that point, we will either match or beat the other lender's price, or, if we can't, we will give the customer $100 cash for their time and trouble.

What makes this approach successful is that customers are aware that they may not be competent to evaluate the true cost of competing loan programs. What they really want is the assurance that the lender they are working with has confidence in his own pricing. The Lowest Bottom Line Cost Guarantee provides that assurance. As a practical matter, it is unlikely that a customer will go through the hassle of making a second or third loan application in order to shop for a quarter point advantage on a $150,000 loan; and most lenders won’t give a customer a signed Good Faith Estimate without that customer's loan application.

What have you got to lose? A Hundred dollars! If you are an inexperienced loan officer with no recognizable sales skills and lousy pricing, you might lose your $100 on half your loan applications. But if you get 4 loan applications that you wouldn’t have gotten otherwise, pay $100 to two of them who decide to go to another lender, and earn $500 commission on each of the remaining two, most people would agree that you’ve just made yourself an $800 profit.


YOUR LETTERHEAD


I GUARANTEE YOU


THE LOWEST BOTTOM-LINE COST

FOR YOUR MORTGAGE LOAN!
Do you want the best possible price for your mortgage loan, but you're tired of trying to compare fine print and get to the bottom-line difference between the programs offered by various lenders?

I will guarantee you the lowest bottom-line cost on your residential mortgage -- the sum total of all rates, points, and fees for the most favorable loan you can qualify for.

When we meet to prepare your loan application, I will give you a written Good Faith Estimate (a form required by the federal government to help protect consumers). This Good Faith Estimate will disclose the total cost of your loan. You will also receive another federal form, the Truth in Lending form. Upon approval, you’ll receive a formal, signed commitment letter.

You are welcome to shop other lenders. If you can find a direct lender who will provide you with a Good Faith Estimate, Truth in Lending Form, and a signed commitment letter showing a lower bottom-line cost, bring that Good Faith Estimate to me, and I will either match or beat the other lender's price.

If I can't do that, I'll give you $100 cash for your time and trouble, and you can take your business to the other lender! No matter what happens, you're assured of getting the best price on the best loan.






______________________________________






Loan Officer






[COMPANY NAME]
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for Your Home Mortgage

 

You probably know that all mortgage companies are NOT the same, and that by shopping around a little bit, you 

can probably 

SAVE

 

yourself some money.

 

When you call a loan broker or a mortgage company and ask them for their rates, they will quote you a rate 

for a 

loan that will close 

TODAY

, because that is the lowest possible rate they can quote.  But they’re in no position to 

close 

your loan at that rate, because 

no lender will make a binding commitment on a loan without submitting 

it  to underwriting first

.

  Even then, the  mortgage company’s underwriting department has to 

approve

 the loan 

before they make a binding commitment to yo

u that they will loan you the money at the quoted rate.  That process 

can take anywhere from several days to several weeks.  And

 meanwhile you don’t have any guarantee of 

anything.

 

Remember: Loan rates and fees quoted to you over the phone are NOT binding 

on the 

lender!  They  have not committed themselves to ANYTHING until they put it in writing.

 

Your objective is to find the lowe

st

-

cost loan you can find, with no hassles, no games, and no excuses.  

We have developed a fair and simple way for you to guaran

tee yourself the best loan at the best price:  It’s 

our 

Lowest Bottom

-

Line Cost Guarantee

 program

.  

 

 

Three Simple Steps to Guar

anteeing Yourself the Best Loan:

 

We’ll take your loan application, which takes about an hour. We’ll give you a signed Good Faith

 Estimate and 

Truth in Lending form.  When your loan is approved, you will also receive a signed commitment letter.   Making 

application with us (or with any other mortgage lender) does 

not

 obligate you to close a loan with us.  

 

You can shop as many o

ther lenders as you like.  If you can find one who will commit to funding your loan at a 

lower cost, just bring us the other len

der’s signed Commitment Letter, Good Faith Estimate and Truth in Lending 

form. 

 

We will analyze their offer.  If it truly shows 

a lower bottom

-

line cost, we will match or beat their price. If  we can’t 

do that,  you can still get your loan from the other l

ender, and we’ll give you a check for $100 for your time and 

trouble!    

 

It’s the only way for you to be sure you’ve got a leve

l playing field, and you 

guarantee

 yourself the best price.  All 

we ask is that you give us the opportunity to be your HOME team

 

—

 we get the last at

-

bat!

 


Script For Calling Potential Sellers

In Hot Property Areas

Hi, this is ________ ____________ calling from [LOAN OFFICER]’s office at [COMPANY NAME]. 
The reason I’m calling is that we’ve been doing a study of the real estate market in [CITY] right now, and what we’ve found is that homes for sale in your neighborhood have been attracting more interest, have been getting more offers, and have been selling faster than average.

Have you given any thought to selling your home and buying one that better suits your needs?

IF YES OR UNSURE:

Have them tell you a little bit about their situation. When you’re ready, say:

You know, I recommend ... a consultation with [LOAN OFFICER], because he can give you a free analysis of your home’s market value, help you figure out what you’d net from the sale of your home, and show you what you could buy, so you can decide for yourself what’s best for you. 
I want to emphasize there’s no charge for this, and no obligation. This is a free service [LOAN OFFICER] provides to anyone who is thinking about selling their home, but nobody’s going to try to talk you into selling your home, OK? 
OK, what would be a good day for you?



“Just Listed” Letter
Name

Address

City, State, Zip

March 19, 1998

Dear [NAME],

I understand you have recently listed your home for sale. I’m sure your agent, [LISTING AGENT NAME], will do a good job for you, and I wish you the best of luck with your sale.

I’m writing to you because the statistics say there’s an 80% probability you’ll buy another home in the [CITY[ area once you’ve sold your home, and I can save you thousands of dollars on that purchase if you’ll take a few minutes now to think about your strategy for your next home purchase.

I have developed a new service – The Strategy Session®. If you will join me for a free 30-minute session in my office, I will help you develop a personalized strategy for buying your next home. This strategy will save you times, and more importantly, it will help you save thousands of dollars when you negotiate the price you pay for the home you buy.

Here are the factors we will help you understand and analyze in The Strategy Session®.

·  The current supply-and-demand situation with regard to homes that meet your criteria.

· Specific instructions on how to negotiate the most favorable terms possible for the home you want to buy.

· Your financial strengths and weaknesses

· Your short- and long-range financial goals

Your investment of 30 minutes of your time now can literally mean thousands of dollars to you a few weeks or months from now.

Seize this opportunity and call 000-0000 to schedule your Personal Homebuying Strategy session today!

Sincerely,

Loan Officer



Managing Your Time, Your Self, and Your Team

In this book I have described an integrated approach to building your business – and it probably represents a fundamental shift in the way you do business. There is a fair amount of new information to absorb. There are a lot of new things to do.

The danger for people at this stage is that you’re either so eager to implement the program that you jump into a frenzy of activity without having put a system in place to insure that all leads are properly handled and followed up; that a proper balance of activities is maintained – or, you get overwhelmed with all there is to do and simply give up.

If you don’t have the right balance of activities, you’ll either run out of leads, or you won’t make enough time to make all of your calls, or you won’t schedule enough appointments, or you won’t “have time” to follow up properly, or you’ll provide poor service once you have the loan, or you won’t “have time” to follow up with all your past customers to ask for referrals. This is one of the reasons it’s so important to track your results – so that if you do have a bottleneck building somewhere, you can do something about it before your month is ruined.

Whichever part of the plan suffers (is out of balance), that part will ultimately affect all the other parts. In addition, you’ll find yourself feeling disorganized and out of control. This danger of being out of balance with regard to the mix of your activities is what creates the typical loan officer production cycle -- he’s out there selling like a maniac this month, and originates a whole bunch of applications. Next month he’s so “busy” babysitting his pipeline that he doesn’t make nearly as many sales calls. So the following month, he has to pump himself up to go out there and sell again, knowing he won’t see any income for his efforts for at least another 60 days. The cycle repeats itself, over and over and over again. It’s not a fun way to make a living.

The system I describe here will enable you to manage the growth of your business, so that making more money doesn’t mean sacrificing your quality of life -- on or off the job.


The “Next Step” Process

Balancing your time and proactively managing your marketing plan is really no more complicated or difficult than understanding 3 facts of life:

1. In the sales process, there is always a “next step”. Immediately after every attempted contact (whether successful or not) you must get in the habit of scheduling the next step.
2. Every “next step” takes time, and there will never be more than 24 hours in a day. As Stephen Covey says, the key is not to prioritize what’s on your schedule, but to schedule your priorities.” If you take charge of your schedule, and proactively block out sufficient time for the basics -- getting leads, making calls, meeting with prospects, pipeline management and administrative work -- your activities will be in proportion, and your production won’t have the typical peaks and valleys that mark the careers of most loan originators.

3. You will be forced, when planning your time, to choose between conflicting priorities. When attempting to carry out your plan, you will sometimes be forced to choose between doing what you planned to do, and some unanticipated opportunity or priority. You must retain the perspective and flexibility to judge the relative importance of the conflicting priorities. In general, the more you can stick to your plan, the more likely it is you can balance and manage your workflow and production.

It's very important that you let it sink in that there will ALWAYS be more demands on your time than the actual time you have. Don't even try to fight it; it's one of the rules of the game! The beauty part is that only YOU get to choose which things you will do and which things you won't. Those are the most important decisions you will ever make -- which things you will give your time to, and which things you won't.

So that's the first part -- prioritizing -- choosing which things you will give your time to. 
Peter F Drucker once wrote (I think in his book "The Effective Executive") that being effective comes down to doing the right things, and doing them right. He said that of the two, doing the right things was far more important. Because it's entirely possible to do a great job of doing the wrong things -- and fail.

I find that when a client is struggling with time management, a big part of their frustration is that they really can't be very specific about where their (work) time goes. This would not be the case if you were planning the week ahead of time, blocking out the time necessary to do the things on your marketing plan -- lead generation, calls, etc. If you were doing this, you would at least be forced to consciously choose when it's 10:00 am Monday and it's time to do lead generation BUT something or someone else seems to be crying, "Deal with me first!"

Then if you consciously chose to do that interruption instead of lead generation, you could make a note of it. (In fact you could make a note of any interruptions, whether you dropped what you'd previously scheduled to do it or not.) This way, you have the information you'd need to see the pattern in all this seeming chaos. 
But it starts with planning your week and being conscious (that means, for example, having enough presence of mind to make a note) about any diversions from your game plan for the day.

There shouldn't be anything requiring attention on your desk, in your voicemail, e-mail, or on your mind that you haven't put into your schedule, your contact management software. That way it's all in one place and you can look at it when it's quiet and there are no distractions. That's when you're going to best be able to make the hard choices about which things you will have time to do tomorrow, or this week.

Everything you and your team do should be intended to have an impact on the numbers that show up on your marketing results form (or another LO's marketing results form). Anything that doesn't contribute to those statistics should be questioned, as to why it is being done, whether it's a high enough priority to bump a production-related priority, whether it can be done later, or more efficiently.

Your Contact Management Software

This is where you keep track of every call, every appointment, and every to-do item you plan to complete on any given day. It is much easier to do with a software program than it is with a paper system, but it can be done either way.

If you think of it as a video game, the object of the game is to come as close as you can to completing 100% of everything on the day’s schedule. When you “win” on a regular basis, you move up to the next level of proficiency; you set higher standards for yourself.

Throughout the day, whenever you think of things that should be done, take a moment to input the activity into your contact manager. I recommend you spend a half day every week reviewing all your activities, prioritizing them, and scheduling them (i.e., blocking off time for them in your calendar as if you were making an appointment with yourself to do them).

Effective ManagementPRIVATE 

Webster's defines the verb manage as: to exercise executive, administrative, and supervisory direction of.

To direct is: to regulate the activities or course of; to dominate and determine the course of.

The first thing you must understand about "managing people" is that the phrase itself is an oxymoron: people cannot be "managed".

Most of us acquired our image of management from the 1950's business model. The boss was a kind of enlightened despot who knew all the answers and would tell his employees what to do how to do it, and when to do it. The manager's focus was on controlling the activities of his employees.

Over the past 40 years, this management model has been replaced in more progressive companies, due in part to the work of people like Peter F. Drucker, W. Edwards Deming, Tom Peters, and others.

Stephen Covey explains the choice managers face in his book, First Things First:


"The choice ... boils down to a choice between "control" and "release" styles of thinking and managing. If our paradigm is one of control, we assume that people have to be tightly supervised if they're going to produce or perform well. If our paradigm is one of release, our assumption is that, given the freedom, opportunity, and support, people will bring out the highest and best within them and accomplish great things."

Max DePree, in his best-selling book Leadership Is An Art, says that the art of leadership is in liberating people to do what is required of them; in removing the obstacles that prevent them from doing their jobs.

Why have some of the most progressive, productive -- and profitable -- companies of the 90's abandoned the old "control" management model in favor of a "release" paradigm? 
For one thing, employees themselves have changed. As Michael LeBoeuf points out in his book Getting Results: 

Nobody works for you. Everybody works for themselves. Your employees don't care about what you want one-tenth as much as they care about what they want.

I have been saying this for some time now in conversations with clients on the subject of employees. Rarely, though, do I get the impression that people really get the full implication contained in the statement that your employees are not working for you, they are working for themselves. As managers, you will nod your heads and agree that this is true, and then continue to act as if your employees "should" do exactly what you tell them to do. Whether you're prepared to admit it or not, you even expect them to share your vision for your business, be just as excited about it as you are, to be willing to work as hard as you do, and be as conscientious as you are. Often, you even expect them to read your mind and handle the situations they face in the same way you (after the fact) think you would handle them.

I'm not suggesting that you are acting like some kind of tyrant around your employees. On the contrary, you probably want them to like you, and you often go out of your way to accommodate them, to try to be flexible for them, to make allowances for them. In fact, that's part of the problem:



The primary reason that there is a gap between what you expect from your employees and what you get from them is that you yourself, to begin with, are not clear about what it is that you want. Beyond that, what little clear thinking you have done about the results you want your employees to produce, you have not communicated effectively to them.
Michael LeBoeuf says that millions of people go to work every day and flounder aimlessly because they don't clearly understand their job's goals and/or they see no relationship between performance and rewards.

Max DePree says that "the first responsibility of a leader is to define reality. The last is to say thank you. In between, the leader must be a servant and a debtor."

"Defining Reality" means communicating clearly what the specific results are that you have hired them to accomplish. One of the best ways to do this is to negotiate with your employee a "Goals/Rewards Agreement" that states, in writing, a specific objective, the qualities they must develop in order to achieve the objective, and the rewards they agree will motivate them to achieve it, and which you have agreed to provide when they do.

In other words, your job is to create a reward system through which your employees get what they want, you get what you want, and the right things get done.

You can begin the process which leads to a workable goals/rewards agreement with your employees by asking them to write their answers to the following questions in a total of 250 words (1 page) or less:


1.
What results do I produce in my job?


2.
Why am I producing them?


3.
What am I doing that is unnecessary?

I say that this is a process because the need to communicate with your employees is ongoing. It will never end. One of the things you owe to your employees is the opportunity to grow with you. Teach them what you know about your business. Talk to them about your experiences and what you have learned from them. The more you can educate them, the more valuable they will be to you.

"This is the true joy in life ... being used for a purpose recognized by yourself as a mighty one ... being a force of Nature instead of a feverish selfish little clod of ailments and grievances complaining that the world will not devote itself to making you happy ... I am of the opinion that my life belongs to the whole community, and as long as I live it is my privilege to do for it whatever I can. I want to be thoroughly used up when I die. For the harder I work the more I live. I rejoice in life for its own sake. Life is no brief candle to me. It's a sort of splendid torch which I've got to hold up for the moment and I want to make it burn as brightly as possible before handing it on to future generations."
George Bernard Shaw
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Producing Results

On the surface at least, the value of setting production goals is that you get to make more money when you reach those goals. But there's a lot more to it than that.

When you set a goal, and then accomplish it, you are developing and exercising personal power. Power can be defined as the capacity to produce a preconceived result, or to cause such a result to be produced. Another way to put it is that when you become a powerful person, your word becomes law in the universe.

This concept has implications that go far beyond your success in the mortgage business. Powerful people (i.e., people who have learned how to produce a result) have a greater capacity to make a difference -- from the microcosm of their businesses and their families to the macrocosm of their community, their nation, and ultimately, the world.

This is the game that interests me. If I can help you become more powerful with respect to your business, my real contribution to your life is that you can now apply that power anywhere. It's like the old story about the difference between giving a man a fish and teaching him to fish.

When you look at your numbers you sometimes find that there is a gap between the goal and your actual results. While this may not always be clear to you, I am not interested in getting you to feel bad about your failure to accomplish the goal; my purpose is to help you to discover what it will take to produce a meaningful change in your results.

Power is the capacity to produce (or cause to be produced) a pre-conceived result. Power resides in persons, not techniques.

Information, research, marketing statistics, marketing ideas & programs, and coaching are of no value unless you, as an undivided being, make a commitment to change.

We have all listened to an argument between two or more voices within our own minds -- a struggle between the change we say we want and the reasons we say we didn't, or can't. The struggle manifests itself as effort. And effort is the opposite of power.

If, for example, you say you want to make 100 prospect contacts per week, but you say you can't find the time to make your calls, you may believe you are in a struggle between your desire to make your calls and being distracted by other priorities. But in fact, you have already chosen not to make the calls (i.e., you have chosen to do something else instead of making the calls). The "struggle" that you describe only serves to hide this fact.

By focusing our attention on what appears to be a struggle to change -- the reasons and explanations and excuses that we generate instead of results -- we engage in a conspiracy to pretend that we are an accidental grouping of disharmonious parts working against each other. When you say, "I want to manage my staff so that we consistently reach our marketing goals every week, but I can't seem to get my assistant(s) to make all their calls," who is it that "wants to" and who is it that "can't"? (Hint: it's not your assistants who "can't." If you are clear about the job you want done, whose responsibility is it to make sure you've hired someone who has both the ability and the desire to do that job?)

So it is as if there were two of you, and the one who "can't" has more power than the one who "wants to." You pretend that the "real" you is the one that "wants to."
By focusing on the struggle, instead of on the results, we avoid having to admit that the one who wants change and the one who resists change are one and the same, that we are whole, and that we really do get what we want, which is struggle and effort, rather than results!
This is tough stuff to get. It's tough because years of mental habit have conditioned us to think that we really are in conflict with ourselves. To admit that the so-called struggle is phony -- and that we have invented this struggle so we can pretend that the "real" me is more ambitious and successful than my results would indicate -- is scary. It's scary because we don't want to admit that we already have the results we're willing to be responsible for. 
The problem is that as long as I identify my "true self" only as that part of me that wants to change my results, and not also as a presently more powerful desire to remain the same, I will continue to be stuck in the phony struggle. The more I "try" to change, the more resistance I will experience, and the more I'll stay the same -- stuck. It is ironic, but true, that I will only be able to change by giving up trying to change.

In order for things to get better, they must first get worse. If you want to get out of debt, you must first acknowledge how it serves you to be in debt. In order to have a smoothly functioning and efficient staff, you must first be honest about the payoff you get from having a staff that screws up all the time.

No kidding: wherever you see a problem in your life, you must learn to make it your policy to assume that you get a real payoff from having that problem. If you can operate from that assumption that there is a payoff, and be committed to maintaining honest introspection until you know what the payoff is, you will eventually discover it.

For example, I talked with a client the other day who was recently honored for being the top producer in her office. Shortly after that happened, she began to find it increasingly difficult to motivate herself to continue doing the things that had gotten her to #1. No matter how hard she tried, no matter how much she berated herself for her lack of organization and motivation, she couldn't seem to return to the work habits that she had already proven to herself would make her successful. This was a real problem for her, and a source of great frustration, struggle and inner conflict. It wasn't long before she was back in the middle of the pack. So what was the payoff? In her case, she eventually realized that she had been uncomfortable with the attention that went along with being #1. She began to feel that her colleagues didn't like her as much as they did when she was just "one of the gang." Believe me, feeling accepted by your peers is a big payoff for a lot of people. 
Now, here comes the good part: by being willing to operate from the assumption that she was getting a real payoff from her "problem", the payoff soon became clear to her. That was the first step; telling herself the truth about the payoff from her problem, recognizing that she was really a lot more powerful than she had been willing to give herself credit for being. It's a step most of us never take.

The second step is to accept yourself as you are. It's OK to be more concerned with being accepted than you are with being successful. Really! This is also a very difficult step for most of us. After all, the reason we set up the phony struggle in the first place is that we don't want to admit that we're so needy and vulnerable that we'd rather be liked than be first. But if you really are needy and vulnerable, it does no good whatsoever to try to cover it up with a phony struggle. When we finally accept ourselves the way we really are, we give up the struggle to get better. Then, finally, we are free to change.

That's step three, which can only be taken after mastering the first two steps. Within the context of being an integrated, whole person, we are free to state a new intention, one that we are willing to be fully responsible for making happen. That's when we truly become powerful people, not just in our businesses, but also in our lives.

JOB DESCRIPTION FOR

CUSTOMER SERVICE REP/CUSTOMER CARE PERSON

MISSION/PURPOSE: 
· To insure exceptional customer service and satisfaction for branch’s Loans in Process, as measured by a referral rate of one-half referral per year per closed customer

· To actively ask our customers for referrals

· To communicate with our customers who have not yet found properties, to insure exceptional communication between us, the customer, and the Realtor with the goal in mind of serving the customer’s best interests in the transaction.

· To schedule a minimum of 5 appointments per week for branch manager and loan officers by explaining the benefits of our Strategic Planning Session to Call-Ins (prospective home buyers and refinance prospects who call in to the office).

In order to accomplish this mission, the CSR will need to average at least 30 completed calls, 1 referral, and 1 call-in appointment per day.

QUALITIES/CHARACTERISTICS NEEDED:

· Excellent communication skills – speaking AND listening. 
· Organizational skills: the ability to stay focused on what needs to be done next in order to move us toward closing

· Negotiation Skills: The ability to enlist the cooperation of others (Customers, Realtors, ISD, etc.) in order to achieve a common goal.

· Empathy & Relationship Skills: ability to understand the questions and concerns people have when buying or selling a home, and to make them feel you understand, and that we are here to help

· Ambition: the desire to earn high income based on productivity

HOURS: 9:00 am - 6 pm 4 days/wk; 11:00 am – 8:00 pm 1 day/wk

COMPENSATION:


Salary: $18,500


Bonus: $10,750 (based on accomplishment of minimum production goals as stated 
  above)

Total Compensation: $29,250 (or more)

JOB DESCRIPTION FOR

SALES ASSISTANT/LOAN OFFICER TRAINEE

MISSION/PURPOSE: To schedule a minimum of 30 appointments per week (10 appointments for branch manager and 20 for loan officers) by explaining the benefits of our Strategic Planning Session to:

· Customers & their Referrals, 
· Consumer-Direct leads, and 
· Home Sellers who want to move up

In order to accomplish this mission, the SA/LOT will need to average at least 30 completed calls and 7 appointments per day.

QUALITIES/CHARACTERISTICS NEEDED:

· Excellent communication skills – speaking AND listening

· Ability to “think on your feet”

· Empathy: ability to understand the questions and concerns people have when buying or selling a home

· Ambition: the desire to earn high income based on productivity

HOURS: 11-8 Mon-Thurs; 8-5 Friday

COMPENSATION:


Salary:


Bonus:

$10 per kept appointment + $50 when it closes


Training: 
Once LOT has achieved minimum production goals, he/she will begin to receive loan product, underwriting, and other training from the branch manager. Upon completion of the training program, the LOT will have the option of being a full commissioned loan officer, or accepting a promotion to Associate LO in branch manager’s production team.

Note: Consider getting loan officer agreement up front that the bonus portion of this person’s compensation is deducted from their gross commission. The company absorbs the salary, more than fair. To be fair, you should also agree to the same deduction on all your Sales Assistant-generated closings.

How to Contact Bob Williamson

To contact Bob Williamson, or for information about coaching:

E-mail:

Coach.bob.williamson-fundamarketing@worldnet.att.net
Fax:

505-292-4653

Mail:

Robert Williamson

FUNDAMARKETING

741 Turner Dr. NE

Albuquerque, NM 87123

Therefore, the objective is to construct an overall package that, in contrast to your competition, is irresistibly superior from the point of view of the person making the buying decision – and these days, that’s the consumer - the homebuyer/ homeowner!








When you choose XYZ Mortgage to finance your next home purchase!





Come see us for a free Personal Strategy Session and we’ll show you how to save 2-3% of the purchase price of your next home.


When you apply for our pre-approval program you’ll also receive Negotiating Strategies for the Real World – a 6-audiotape set, plus 24-page workbook that teaches you a 5-step negotiating process that can save you money every time you sell or make a major purchase. This $60 tape program is FREE – our gift to you for enrolling in our pre-approval program.





Bring this certificate to your Personal Strategy Session TM to receive your FREE tape program, Negotiating Strategies for the Real World.
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David Hall was a self-employed contractor living in a home he wanted to turn into a rental, while he moved up to a bigger house in a better neighborhood. His only concern was that he had no cash for down payment & closing costs for the new home – although he did have $30,000 in equity in his current home, and was confident he would have no trouble renting it.


Mr. Hall had good income and credit. I suggested we proceed as follows:


1.	I got him approved for a Home Equity Line of Credit, so that he would have access to enough money for down payment and closing costs on his new home.


2.	I set Mr. Hall up to receive a weekly report giving full details on all homes listed for sale that matched his description of the home he was looking for. We did some research and found out there were currently 53 homes matching his description, and that over the last 12 months there had been an average of 16 sales per month in that category. In other words, in any given month, 30% of the existing supply of homes (of that type) was being sold. 


3.	I got Mr. Hall fully preapproved (subject only to an appraisal on the property he would be buying) for a mortgage loan that, with his down payment, would buy him a home up to $99,000 in value. We also determined that, when he rented his current home, he would be able to get enough rental income to cover the payments on both the existing first mortgage and the home equity line. I showed Mr. Hall how to make additional principal payments on the home equity line to dramatically reduce the interest he would pay.


4.	I referred Mr. Hall to a Realtor I personally know to be professional and ethical, and who knew the area where Mr. Hall wanted to buy. Using his weekly updated personalized report on homes for sale, Mr. Hall selected the homes he wanted to see, sometimes driving by the home first to see what it looked like from the outside. When he wanted to see a home, Mr. Hall just called the Realtor and scheduled a convenient time. He told me later that these personalized reports saved him many hours of house hunting time.


5.	With Mr. Hall’s approval, I sent the Realtor detailed instructions on how best to structure an offer when the time came. Because Mr. Hall was not short of funds to close, I explained to the Realtor that he would not need the seller’s help to pay buyer’s closing costs; instead we wanted to negotiate the best possible sale price on the home. I suggested that, assuming the home’s asking price was in line with the neighborhood’s comparable recent home sales, the Realtor make a cash offer 5% below the asking price. I sent the Realtor a copy of our commitment letter (committing us to make the loan to Mr. Hall), and suggested the Realtor include the commitment letter in any offer, so that the Seller would know that Mr. Hall’s financing was already approved and that he was, in effect, a cash buyer, ready to close.























We provide Strategy Session information to you free of charge in order to help you make thoughtful, informed decisions and maximize your negotiating position. These services are not intended to replace the professional services of a qualified Accountant, Realtor, Attorney or Tax Advisor.











In less than 2 months, Mr. Hall found a home, made an offer, accepted a counter offer that basically split the difference between the asking price & Mr. Hall’s offer, closed and moved into his new home.  The house was listed at $102,000, and there were recent comparable home sales very close to that amount.  He offered $97,000, and they counter-offered at $99,000, which Mr. Hall accepted.  We found out later that there was another offer, for more money, but the buyers hadn’t supplied proof that their financing was approved, and the Seller accepted Mr. Hall’s lower offer because they knew he was ready to close.  A bird in the hand…





Our “Strategy Session” approach to this transaction made it possible for him to keep his old home as a rental and move up.  Our personalized “home scouting” reports saved him hours of house-hunting time.  Our coordination with his Realtor on the negotiating strategy directly led not only to his getting the home he wanted despite competition; it saved him about $3,000 on his purchase.
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� By “transcend & include”, I mean that the best of what loan officers have done in the past for customers is included in the new paradigm of a loan officer. At the same time, the new paradigm transcends the old one; the new loan officer is capable of doing much, much more for the customer, and the scope of the LO’s contribution is both broader and deeper. A new-paradigm LO is an expert on the local real estate market, and uses that expertise to teach clients how to improve their negotiating position and strategy in a real estate transaction. He/she also takes the customer’s overall financial condition and their short- and long-range financial goals into consideration before recommending a mortgage loan product. The new-paradigm LO sees his/her mission as helping customers save time & money on real estate transactions, and helping them improve their financial security. The loan product itself is only a small part of what a new-paradigm LO provides the customer.


2 I am not using the word “enthusiastically” lightly. Do you know how good you have to be for someone to be enthusiastic about your performance?


3 See Joe Girard’s book, How to Sell Anything to Anybody


� It will be your job to take the next step, in order to be of even greater service to your customers, and give up any attachment to whether or not they buy at all now. Try thinking of your customers as family or friends. Ask yourself what you would advise them, given their situation, if these people were your best friends. If it were in their best interest to buy a home, you’d encourage them, and if they’d be better off waiting for any reason, you would tell them that.  Statistically, American homeowners move about every 6 years. Sooner or later, they’re probably going to buy a home. If you help them devise their best strategy now, and that strategy involves waiting a year or two, they will remember you as someone who helped them even though you knew you weren’t going to get paid for it. 


� How to Swim with the Sharks Without Getting Eaten Alive


� You have not locked in an interest rate, and I recommend that you wait to do that until you’ve found a home.


( Along with a signed commitment letter and a Truth in Lending form
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Our Targeted Prospect

		Has started thinking about buying a home

		Has Questions about:



How much home they can afford

How to maximize their negotiating position as a buyer

Neighborhoods & School Systems

How much they will net from the sale of their current home

Other questions about taxes, financing, etc.

		They will not DECIDE to buy until these questions have been answered
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How to Sell More Homes

with Consumer-Direct Marketing
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How the Program Works

What We’ll Do for You:

		Provide you with a co-op marketing plan that provides a vehicle to retrieve the phone numbers of callers who are interested in your listed properties. Costs will vary based on the number of properties you choose to feature, and the scripting to advertise each property.

		Follow up by my team for pre-qualification and/or pre-approval.

		Weekly updates via fax to include the results of our follow up with potential buyers.

		Immediate referral back to you upon pre-qualification, so you may schedule an appointment to show the home.
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How the Program Works

What You Do:

		Use our Call Capture Number on your listing advertising (newspaper & magazine ads, website listings, signs)

		When we send you a referral, find homes to show them matching the description we send you

		Sell them a Home!
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Program Statistics















Sheet1


						Leads			Calls			Appointments			Referrals			Closings


			1995			2010			1580			130			56			27


			1996			3960			3292			368			126			54


			1997			5346			4400			425			140			72


			1998			3583			3248			291			136			61


			1999			3377			1500			161			98			78
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Referrals





			





Closings







Leads Calls Appointments Referrals Closings


1995 2010 1580 130 56 27


1996 3960 3292 368 126 54


1997 5346 4400 425 140 72


1998 3583 3248 291 136 61


1999 3377 1500 161 98 78
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Recommendation

		Use our Call Capture Number on all your listing advertising



Newspaper & Magazine ads

Website Listings

Signs

		Weekly Status & Planning Calls



Status report on leads and prospects in development

Planning to improve our mutual results
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What Prospective Homebuyers Want to Know

		Is it in my best interest to buy a home now?

		How much home can I afford to buy?  How much down payment will I need?  What will my monthly payments be?

		How should I go about finding the right home and negotiating the best price? What can I do to save time and money?

		If I will be selling an existing home, how should I price and market it, and how much am I likely to net after the sale?

		How can I find out about the neighborhood where I might buy?

		How can I increase my chances of buying a home that will appreciate in value?

		What about the school system in the neighborhood(s) I am considering?

		How will it affect my taxes if I buy a home now?
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Why it’s so Tough to Find Good Buyers





Area population approx. 800,000

Approx. 150,000 Households

5063 home sales last year













Households that


will Buy a Home


this Year


Households that


will not Buy a


Home this Year
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Being A Detective

		What do people do when they start thinking about buying a home?



Look at ads for homes in the newspaper or real estate magazines

Call for Information

Visit Open Houses

Visit web sites

		When they do those things, they CAN leave a trail we can trace
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Overview

		We have a system that identifies people who are in the early stages of thinking about buying a home. Often they haven’t yet decided to buy; they have questions about what to buy, where to buy, and how much to spend.

		We will help these people resolve all their financial questions and concerns, and we’ll identify the people who have BOTH the financial ability AND the motivation to go through with a home purchase.

		Then we’ll refer them to you, psychologically and financially prepared to buy a home.  They are ready to buy!
















