
When times are 
good we become 
complacent, 
and the focus 
is taken off of 
the importance 
of consistent 
marketing and 
client retention.  

Once again the mortgage environment is 
rapidly changing. Market conditions are 
fluctuating with rates creeping up, turn 

times are lengthening and increasing mortgage 
regulations are being thrust upon lenders. 
Housing values are beginning to improve in 
some areas, now is not the time to get caught up 
in the moment. The cyclical nature of company 
and individual pipelines are something that 
continue to plague many originators.
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When times are good we become 
complacent, and the focus is taken off 
of the importance of consistent market-
ing and client retention. Then when a 
slow period begins, marketing efforts 
are thrown into overdrive to rebound 
from the lull. By that time, past clients 
have forgotten about you, and more 
has to be paid to find new clients to get 
business flowing back in the door. This 
cycle than repeats itself over and over 
again.

Now is the time to end this frustrat-
ing cycle. It is vital to the long-term 
success of each mortgage company 
to provide marketing in a consistent, 
compliant and streamlined manner. 
As the mortgage industry continues to 
change, so should the way companies 
meet their marketing objectives.

Top-down marketing automation en-
hances business opportunities to build 
consistent loan pipelines, increases 
referrals and provides the ability to at-
tract top sales professionals. With those 
components in mind you are able break 
the cycle and prepare for a dynamic 
long-term stream of business opportu-
nities and growth.
ACTIVATE OPPORTUNITY

As a leader, it is time to embrace 
marketing automation solutions. Mar-
keting automation will launch produc-

tion to new levels while enhancing 
your sales professionals’ individual 
goals and develop company growth. 
What is important is that you are now 
able to consistently drive organiza-
tional growth at the corporate level to 
realize this potential.

Successful lenders are taking matters 
into their own hands and strategically 
implementing marketing automation 
that places them in control. Marketing 

is no longer dependent upon the sales 
staff to push out consistent and compli-
ant communications.  

The processes being put in place 
revolve around automating commu-
nications and all mediums of market-
ing, not just email and social media. 
Data is integrated with other systems 
to bring together business functions. 
This allows for a streamlined system of 
business spanning from lead creation 
to literally years after closing. There is 
no longer a need for multiple market-
ing tools that do not communicate with 
one another.
ACTIVITIES FOR SUCCESS

Creating and determining the activi-
ties to be completed as part of a stra-
tegic automated marketing program is 
thought to be the most difficult part of 
the process, but that does not need to 
be the case. Lenders can leverage the 
vast knowledge and expertise of the 
marketing automation provider to seize 
market opportunities. Leading provid-
ers will deliver needed guidance and 
best practices, so that you can fully 
utilize the system.  

When reviewing what system is the 
best fit for your organization, ensure 
that all databases can be loaded into 
one location. Also, make sure that 
corporate campaigns can be managed 

to send email, and most importantly 
high-quality print. Ideally there will 
be a committed marketing manager 
you will have direct access to. These 
managers have a comprehensive un-
derstanding in the mortgage and real 
estate industry that will assist with your 
automation plan.

While there is a heavy focus on 
corporate-run marketing automation to 
achieve the best long-term marketing 

results, it is also beneficial to have a li-
brary of approved content that sales can 
quickly and easily access. The library 
should offer collateral materials and 
allow sales to create their own compli-
ant, on-demand marketing activities. 
Additionally, the intelligent system 
will assist with time management and 
follow-up that can be monitored for ef-
ficiencies.
SEGMENTATION

Focus on maximizing business op-
portunities by bringing together all 
company databases. This includes 
customers of previous employees, all 
un-closed leads, current clients and 
customers you have lost contact with. 
Through the marketing process, your 
data will be evaluated and cleansed. 
It is best to segment your data by past 
client, current client, lead, to name the 
most common strategies. Ideally, you 
will then be able to dig deeper into each 
segment to determine the appropriate 
marketing activities. Moving forward 
your active databases should be synced 
with the automated marketing system.

The next stage of segmentation is to 
have each customer opportunity placed 
into the system, including those that 
may not come to fruition for some time 
down the road.  There are opportunities 
with every individual that your sales 

team comes into contact with. Past 
contacts that may have been forgotten 
about should be added as well. 

One of the most overlooked areas 
I like to point out is file contacts: in-
surance agents, title representatives, 
attorneys, financial planners and real 
estate agents on both sides of the 
transaction. Further opening the mind 
of sales representatives to all potential 
opportunities will increase referrals, 

It is vital to the long-term success of each 
mortgage company to provide marketing in a 

consistent, compliant and streamlined manner.



client retention, productivity and brand 
recognition. Each of these opportuni-
ties will then be assigned to their own 
set of automated activities.  
IMPLEMENTATION

From a best practice standpoint, 
marketing objectives are best accom-
plished when marketing automaton 
is implemented in a top-down meth-
odology. Excitement and support will 
build from the sales staff, and company 

branding will begin to be more effec-
tive. Once the company-supported 
automation is underway, it will be time 
to bring in the sales staff. Sales will 
have the ability to produce compliant 

on-demand marketing materials and 
automated activities. It is highly effec-
tive to offer the sales staff an approved, 
branded library of collateral, email and 
print for them to conduct business pro-
fessionally 24-7.
ANALYZE RESULTS

Just storing and marketing to all 
these important contacts in one place 
does not make the data useful or bene-
ficial. To successfully utilize marketing 

automation, results must be analyzed 
for future value and opportunity. The 
phrase “Big Data” has been floating 
around and the talk is only becoming 
larger in the mortgage industry. The 

question becomes how does one take 
data that is spread across multiple seg-
ments and bring it together where value 
can be optimized?  

Industry leaders have begun us-
ing tools and systems that surpass the 
world of CRMs and simple email mar-
keting automation to embrace full on-
demand automation technology. The 
use of your own personal “Big Data” 
in such an environment will launch 
you past your competition and greatly 
increase your productivity. These sys-
tems are impressive as they monitor 
individual transactions, clients, leads, 
referral partners and even how all these 
segments come together.

A vital part of marketing automation 
is to ensure that the sales staff properly 
acknowledges the source where each 
lead and client come from. The more 
intelligent the automation system, the 
stronger the ability to recognize client-
specific data and suggest the lead 
source, but these should not be relied 
on as a standard practice. 

Reviewing the efficiencies of in-

There is no longer a need for 
multiple marketing tools that do 
not communicate with one another.



dividual campaigns is the backbone 
of a successful strategic marketing 
automation. The most successful 
activities and offers will be easily 
acknowledged as will the ineffective 
ones. Editing or removing ineffective 
activities should be done regularly 
and the strategic plan will need to be 
modified accordingly. A best practice 
to keep in mind is the fact that you 
should have is the strategic marketing 
automation program reviewed with 
the automation company bi-annually 
to get their insights on your results, 
improvement and new functionality.
UNLEASH GROWTH 
POTENTIAL 

In the past it may have been difficult 
to accomplish a strategic marketing 
automation plan while still completing 
daily business tasks.  However, tech-
nology has now stepped up to man-
age the process with the assistance of 
knowledgeable industry profession-
als.  Automation will strengthen brand 
awareness to consumers and ensure a 
consistent corporate message.  

On-demand print for collateral and 
mail offers a level of flexibility without 
high quantity minimums that has been 
missing in the mortgage industry. One 
point of origin for all email marketing 
efforts allows for consistent branding 
and compliance tracking. Segmenting 
all company databases in one loca-

tion, while quickly implementing an 
on-demand campaign, and analyzing 
results in a few clicks is possible.  

The most exciting aspects of mar-
keting automation is the level at which 
technology has advanced. This is not 

something brand new, but it has pro-
gressed greatly in the mortgage indus-
try. Many companies can say they are 
utilizing this technology, but many are 
just scratching the surface as they uti-
lize an “out of the box” system.   

An important aspect to marketing 
automation is to configure it to your 
company and run it from the top down. 
Do not expect your sales staff to do all 
the marketing, or you will always be 
fighting to break the inevitable cycle 
that I described at the start of this ar-
ticle. This is the time to separate your 

company, and make the competition 
wonder what they have missed.    

Unleash your growth potential by 
empowering your sales staff with 
automated marketing activities sent 
from a corporate level. With the use 

of industry-specific marketing auto-
mation, it is possible to provide con-
sistent, compliant, streamlined, on-
demand, custom marketing that will 
make all the difference and enhance 
growth company wide.

As you can see, by embracing 
marketing automation you can break 
the cycle and consistently drive high-
quality leads to compliantly grow 
your business. Don’t let the constantly 
changing market conditions wreak 
havoc on your pipeline. The time to 
break the cycle is now. ❖
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