
Winning 
the NeW Game

ComplianCe-CentriC marketing 
automation delivers where Crm Can’t.

have you noticed how many mortgage lenders are 
hiring marketing professionals or otherwise ramping 

up their marketing operations these days? that’s because 
marketing has become mission-critical in today’s highly 
competitive, highly regulated environment. Corporate 
management has to be 100% certain that all outbound 
marketing is delivered with optimum …
•	 relevance
•	 frequency
•	 professionalism
•	 consistency
•	 efficiency
management also needs to be sure that all  
outbound marketing …
•	 correctly	reflects	the	lender’s	personality/brand
•	 satisfies	all	legal	and	regulatory	requirements
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So the search is on for technology 
solutions that (1) integrate all aspects 
of the marketing process within a 
controlled environment and (2) en-
able all of the players in the process to 
collaborate in converting opportunity 
into revenue:
•	 Lead	capture	and	qualification
•	 Database management and 

mining
•	 Audience segmentation and 

targeting
•	 Content creation, storage and 

management
•	 Multi-media delivery (includ-

ing print mail)
•	 Fast and secure execution and 

fulfillment
•	 Real-time response tracking 

and reporting

Why CRM no longeR CutS it:
CRM is a category of sales-centric 

solutions providing functionally un-
organized and non-automated tool-
kits that enable loan originators to 
perform	 specific	 chosen	 tasks,	 such	
as contact prioritization and manage-
ment.	 CRM’s	 are	 in	 effect	 glorified	
electronic rolodexes that are great for 
collecting customer information and 
providing schedule and task remind-

ers. however, they require a great deal 
of human intervention and, without 
that intervention, produce little for 
the bottom line. if CRM-type func-
tionality is to make a contribution to 
a mortgage lender’s revenue growth, 
it needs to sit inside a comprehensive 
Marketing Automation solution.
Forrester	 defines	 Marketing	Auto-

mation as “tools and process that help 
generate new business opportunities, 
improve potential buyers’ propensity 
to purchase, manage customer loyalty, 
and increase alignment between mar-
keting activity and revenue.”

this is why Marketing Automation 
has been the fastest growing “sales 
and marketing” software segment in 
the	 last	 five	 years	 (Focus	 Research).	
in fact, the adoption of Marketing 
Automation technology is expected 
to increase by 50% by 2015 (Sirius 
Decisions).

“initially, Marketing Automation 
exists	 to	 make	 marketers	 more	 effi-
cient by automating repetitive steps. 
thanks to Marketing Automation 
software, we no longer have to devote 
huge chunks of time on manual tasks 
associated with lead generation and 
nurturing. it helps eliminate human 
error, and gives more time to be more 
productive in tasks that require cre-
ativity and brain power”, says Chris-
tabelle tani of g2m solutions.

She goes on: “But it doesn’t end 
there. good Marketing Automation 
software allows you to personalize 
the way you respond …, adding much 
needed context to the content you send 
your carefully nurtured leads. it is this 
‘higher order’ Marketing Automation 
that really lets those companies de-
ploying Marketing Automation stand 
out from the competition.”

According to gartner, companies 
that automate lead management see 
a 10% or greater increase in revenue 
within six months. Righton interac-
tive’s infographic, the ecosystem of 
lifecycle Marketing, reveals some 
additional fascinating statistics about 
Marketing Automation – for example:
•	 83% of marketers recognize 

the value of lead nurturing
•	 on average a nurtured lead re-

sults in a 20% increase in sales 

opportunities
•	 Purchases made by nurtured 

leads are 47% larger when 
compared to purchases made 
by non-nurtured leads

•	 Businesses who use Market-
ing Automation enjoy a 45% 
increase	in	qualified	leads

Why MARketing hAS to Be 
ContRolleD:

While the pressure to produce 
remains a constant, the methods by 
which lenders can reach out to their 
prospects and customers have dra-
matically changed. lenders are now 
operating in an environment where 
mortgage marketing attracts greater 
scrutiny than ever before, especially 
from the CFPB and other regulatory 
agencies.

it was the FtC’s “Mortgage Acts 
and Practices – Advertising Final 
Rule” that initially pushed marketing 
compliance to the top of every lend-
er’s agenda, although this is only one 
component in an expanding array of 
mortgage-specific	 regulations	at	both	
the federal and state level that now 
seriously constrain marketing activity.

of particular interest is section 
321.3 of MAP, which outlines 19 
areas where mortgage advertising 
misrepresentations have been preva-
lent – including loan terms, fees and 
costs, and the consumer’s potential 
for savings or approval – and which 
“prohibits any material misrepresen-
tation, whether made expressly or by 
implication, in any commercial com-
munication, regarding any term of any 
mortgage credit product.”

in addition, to support the rule’s 
enforceability, section 321.5 sets out 
“recordkeeping requirements” de-
fining	 various	 categories	 of	 records	
that persons covered by the rule are 
required	to	retain.	Specifically:	“For	a	
period of 24 months from the last date 
the person made or disseminated the 
applicable commercial communica-
tion regarding any term of any mort-
gage credit product, covered persons 
must retain … copies of all materially 
different commercial communica-
tions as well as sales scripts, training 
materials, and marketing materials, 
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regarding any term of any mortgage 
credit product, that the person made 
or disseminated during the relevant 
time period.”
A	 “person”	 is	 defined	 in	 section	

321.2(f) of the new rule as “any in-
dividual, group, unincorporated asso-
ciation, limited or general partnership, 
corporation, or other business entity” 
– in other words, everyone who’s 
reading this!

Why youR Solution MuSt Be 
enteRPRiSe-level AnD MoRt-
gAge-SPeCiFiC:

now let’s pull all of these factors 
together. the marketing challenge 
faced by lenders today, in short, is to 
enhance competitive advantage while 
satisfying all regulatory requirements. 
in other words, you need to create an 
operational environment in which in-
genuity and enterprise are still able to 
flourish,	but	without	putting	the	com-
pany in jeopardy.

Manual oversight of outbound 
communications – including variable 
content, such as personalized copy 
and graphics – might be a useful start, 
but	this	is	cumbersome	and	inefficient.	
More	significantly,	speed	to	market	is	
lost. Windows of opportunity open 
and close so quickly in today’s roller-
coaster mortgage market that even a 
brief delay can be costly. 

A better way to address the chal-
lenge, as we have argued in this pa-
per, is the implementation of robust 
Marketing Automation technology. 
however, even this is not enough. 
your solution must also address cor-
porate needs for management control, 
organizational accountability and 
adherence to increasingly stringent 

compliance demands. the days are 
gone when loan originators could be 
turned loose to do their own market-
ing. in the new world this is simply 
too dangerous.

Management has to take an ac-
tive role in ensuring the company’s 
brands and products are correctly and 
compliantly represented in the mar-
ketplace. Communications with pros-
pects, customers and referral partners 
– whether driven from the center or by 
originators – must be controlled, with-
out inhibiting genuine creativity and 
individual initiative. to support man-
agement in this expanded role, what’s 
needed is a Marketing Automation 
platform that is enterprise-level, mort-
gage-specific,	compliance-centric	and	
rules-driven.

the BottoM line:
When lenders embrace mortgage-

specific	Marketing	Automation,	 they	
improve all touch points with poten-
tial	 borrowers,	 from	 the	 first	 contact	
through the closed deal and servicing 
of the account. through strategic lead 
nurturing and audience segmentation 
capabilities, Marketing Automa-
tion solutions create highly-targeted 
campaigns that reach the appropriate 
prospects with the appropriate com-

munications at the appropriate times.
instead of running manual market-

ing campaigns, which can be time 
consuming and error prone, with a 
Marketing Automation solution in 
place lenders can launch campaigns 
with the click of a mouse, delivering a 
significant	boost	in	productivity.	More	
campaigns can be run with fewer re-
sources, compliantly bringing in more 
qualified	 leads.	 In	 addition,	 lenders	
can more quickly and compliantly 
respond to ever-changing market con-
ditions to gain competitive advantage.

Marketing Automation also pro-
vides instant feedback about which 
campaigns are working and which 
ones need to be tweaked for optimal 
Roi. this produces greater traction 
and improves the responsive nature 
of lead management. But it’s not just 
the	marketing	area	that	benefits	from	
automation.	 Lenders	 benefit	 more	
broadly from having a highly effective 
business growth system that consis-
tently delivers results in a compliant 
fashion.

in summary, Marketing Automa-
tion delivers to lenders a reduction in 
the cost per lead, increases the Roi 
from marketing campaigns and signif-
icantly improves borrower acquisition 
rates. in today’s highly competitive 

and highly regulated lending environ-
ment, lenders must not only be able 
to quickly and effectively generate 
new business, they must also do it in a 
compliant manner.

this is the promise on which 
enterprise-level	 mortgage-specific	
Marketing Automation delivers where 
traditional CRM couldn’t. it’s the 
complete solution for lenders looking 
to drive continued success in a chal-
lenging environment. ❖

While the pressure to produce 
remains a constant, the methods 
by which lenders can reach out to 
their prospects and customers have 
dramatically changed.
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