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FROM GAPS TO GROWTH

OPPORTUNITY IS EVERWHERE

Every market contains 
unmet demand.

Every lender has invisible 
gaps in coverage.
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FROM GAPS TO GROWTH

HOMEOWNERSHIP GAPS STILL PERSIST

+ Demographic shifts are changing current and future FTHB demand

- Homeownership gaps continue to widen as affordable housing becomes 
more limited
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FROM GAPS TO GROWTH
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+ Hispanic households driving household formation
+ Homeownership Rate Gap Shrinking Only Slightly
+ By 2060, more than in 4 people will be Hispanic (28%)

WIDENING GAPS EVEN WITH FASTEST GROWING SEGMENTS



FUNDAMENTAL CHALLENGES
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ALWAYS RUNNING A SPRINT AND A MARATHON…
(at the same time)

SHORT-TERM
TACTICAL

Market 
Ready

On the 
Path

HOMEBUYER READINESS CONTINUUM

CONVERSION ACTIVITIES

LONG-TERM
STRATEGIC

ALWAYS RUNNING A SPRINT AND A MARATHON…
(at the same time)



FUNDAMENTAL CHALLENGES

AFFORDABLE LENDING OPPORTUNITY IS NATIONAL…
BUT EXECUTION IS LOCAL.
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FUNDAMENTAL CHALLENGES

OUR INDUSTRY BLIND SPOT
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We Manage Production, Not Opportunity

React instead of anticipate 

Mitigate risk rather than focus on opportunities

Many data sources lack future-focus

Strategies and solutions are missing key pieces

Guided by intuition…but without evidence

Local-market-driven solutions are messy



FROM GAPS TO GROWTH

TRANSFORMING OPPORTUNTY TO OUTCOMES
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1. FOLLOW THE ROADMAP TO IDENTIFY, 
QUANTIFY AND PRIORITIZE 
OPPORTUNITY and BUILD STRATEGIES TO 
CAPTURE MORE OF IT.

2. UTILIZE THE PLAYBOOK TO EXECUTE 
STRATEGIES CONSISTENTLY AND 
SUCCESSFULLY.

3. LISTEN TO THE SCORECARD TO SEE IF 
YOUR STRATEGIES ARE WORKING.



FROM GAPS TO GROWTH
QUANTITATIVE DATA YOU NEED TO TAKE ACTION
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 Which data do I use and when do I use it?

 What do the data mean for my strategies?

 How do I know what actions to take?



FROM GAPS TO GROWTH

ROADMAP PLAYBOOKVS
 Where is the opportunity?
 How is it changing?
 What kind of opportunity: which 

households?  What products?  What loan 
purpose?

 Where are the gaps and why?
 Where should we focus first?
 What should we do?
 How do we know if we are successful?

 STRATEGIC DECISIONS
 ENTERPRISE LEVEL
 SHORT, INTERMEDIATE, LONG TERM

 Who should I engage?
 Who do we need for our team?
 How do I reach more people?
 How do I grow relationships with more 

referral partners?
 How do I communicate our products?
 Which partnerships will help us 

understand our community?
 How can I ensure we’re building trust?

 CONSISTENT EXECUTION
 MARKET LEVEL
 SHORTER OUTCOME HORIZON



FROM GAPS TO GROWTH

OPPORTUNITY ROADMAP
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FROM GAPS TO GROWTH

STEP 1: 

QUANTIFY 
OPPORTUNITY
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 Set Sales and Market Share Goals
 Know Your Market Position
 Calculate LMI and CRA goals
 Right-Size Your Resources
 Develop Expansion Strategies
 Develop New Products
 Open New Branches
 Help with Mergers

WHAT IS OPPORTUNITY?

WHAT IS OPPORTUNITY?



FROM GAPS TO GROWTH

STEP 2:

COMPARE MARKETS 
& PERFORMANCE
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OTHER KPIs and INTANGIBLES

 INTEGRATE AND ANALYZE MULTIPLE DATASETS

 Strategic Fit/Position
 Enterprise Strategy Fit with Market Opportunity
 Branch & Brand Placement
 Sales Force Right-Sizing
 Productivity 
 Relationships: Realtor, Community Partners, Brokers

 Market vs. Market
 Opportunity Size & Behavior
 Segment penetration (Market/Borrower Mix)
 Speed of Growth
 Loan products/types

 Market Opportunity vs. Your Performance
 Market Share
 Market Share Gaps
 Market Penetration Rate
 Market Penetration Rate Gaps
 Speed of Growth: Market vs. You

CRITICAL COMPARISONS

 EXAMINE MARKET DEPTH AND BREADTH (GEOGRAPHY AND 
SEGMENTS)



FROM GAPS TO GROWTH

STEP 3:

FIND OPPORTUNITY 
GAPS
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TYPES OF GAPS TO UNCOVER:
 Market Need Gaps (Households vs. Loans)
 Lender Performance Gaps
 Opportunity Gaps
 Geographic Gaps
 Origination Rate Gaps
 Penetration Rate Gaps
 Market Share Gaps
 Pricing Gaps
 Program Gaps
 Trust Gaps
 Education Gaps



FROM GAPS TO GROWTH

STEP 4:

PRIORITIZE 
OPPORTUNITIES
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 Rank and score based on market needs, coverage 
gaps, and opportunity

 Prioritization happens at many geographic levels: 
Between Regions, MSAs, Counties, 
Neighborhoods…even tracts and segments

 Define priorities for your strategic direction and 
optimize resources where it matters TO YOU and 
FOR YOUR STRATEGIES

WHY PRIORITIZATION MATTERS
 Ensures resources are directed to the markets 

that matter the most
 Aligns internal stakeholders because it shows 

the comparative value proposition
 Informs where and when to pilot a strategy or 

program before scaling 
 Organizations that approach challenges through 

focused, well-resourced initiatives are more 
successful than those that try to tackle 
everything all at once

 The process of prioritization helps clarify 
organizational goals



FROM GAPS TO GROWTH

STEP 5:

DRILL DOWN TO 
TARGET MARKETS
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KEY COMPONENTS:
 Focus on the local market dynamics and revisit 

the Roadmap Steps 1-4 again:
 Quantify the Opportunity
 Compare markets (zones, segments, etc.)
 Assess your performance (market level)

 Understand the who, what, where, why and how 
of the communities

 Review gaps with more precision
 Integrate local data sources



FROM GAPS TO GROWTH
STEP 6:

ASSESS CHALLENGES 
& DESIGN STRATEGIES
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QUESTIONS TO ASK (only a sampling..)
 Do we have the right sales resources to bridge the trust gap with 

potential borrowers?

 What marketing strategies will we employ to educate and inform our 
community about our new program?

 Are there new community partners who will augment our outreach 
efforts to groups we’ve under-served in the past?

 Since our market is struggling with affordable housing inventory, 
which real estate agents will help us connect with borrowers who are 
actively looking for properties?

 What product gaps are we seeing in OUR own performance 
compared to other lenders who are successfully working with our 
target market?

 What additional information do we know about the borrowers we 
want to target or the market they live in?

 How is the housing market impacting our potential customers?

 Why are applicants being denied?  How does our fallout rate 
compare to other institutions like ours?  Why is it higher (or lower)?



FROM GAPS TO GROWTH

STEP 7:

EXECUTE USING THE 
MARKET PLAYBOOK
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• Borrower Engagement
• Community outreach
• Marketing Campaigns
• Homebuyer Education
• Sales and Referral Partners
• Brand Awareness
• Leveraging real estate data
• Connecting with Builders and 

Agents

• Mortgage Opportunity Zones
• Looking for Local Gaps in Coverage
• Finding New sales talent
• Educating other professionals
• Executing referral programs
• Using down payment assistance 

programs
• Attending community events
• Local lender competitive landscape

 ENGAGE POTENTIAL BORROWERS
 BRING MORE PEOPLE INTO HOMEBUYER POOL
 MATCH HOPEFUL HOMEOWNERS TO HOME AND 

PRODUCTS
 BUILD TRUST AND KNOWLEDGE
 INCREASE AWARENESS ABOUT YOUR INSTITUTION
 INCREASE ORIGINATIONS 
 FILL COVERAGE GAPS
 GROW MARKET SHARE AND POSITION  - MARKET BY 

MARKET



MORTGAGE OPPORTUNITY PLAYBOOK

Step 1: Start with the Data

2026 Purchase 
Forecast for Fulton 
County by Census 
Tract

2026 Purchase 
Forecast for Fulton 
County by Census 
Tract – Overlay with 
LMICT

2025 Purchase Loan 
    by ABC Lender
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MORTGAGE OPPORTUNITY PLAYBOOK

Step 2: Find Gaps in Coverage

2026 Purchase 
Forecast for Fulton 
County by Census 
Tract

2025 Purchase Loan 
    by ABC Lender
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MORTGAGE OPPORTUNITY PLAYBOOK

Step 3: Create Mortgage Opportunity Zones (MOZs)
Fulton County Mortgage Opportunity Zones MOZ: South Fulton

2026 Purchase Forecast for 
Fulton County by Census Tract

2025 Purchase Loan 
    by ABC Lender 21



MORTGAGE OPPORTUNITY PLAYBOOK

Step 4: Assess the Competitive Landscape – Part I:  Loan Officer and Lenders
Top Loan Officers

Top Lenders
61% of George Cohen’s Originations in 2025 were in this MOZ.
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MORTGAGE OPPORTUNITY PLAYBOOK

Step 4: Assess the Competitive Landscape – Part II: Top Listings & Buy-Side Agents
Top Agents – Listing

Top Agents – Buy-Side 99% of Garnie Nygren’s listings in the last 12 months 2025 were in this MOZ.

43% of Monek Harris’s transactions  in the last 12 months 2025 were in this MOZ.
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MORTGAGE OPPORTUNITY PLAYBOOK

Step 4: Assess the Competitive Landscape – Part III: Top Builders
Top Builders

Which builders don’t have captive lenders?
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MORTGAGE OPPORTUNITY PLAYBOOK

Step 5: Determine the Inventory

Each diamond 
represents an
MLS listing.
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MORTGAGE OPPORTUNITY PLAYBOOK

Step 6: Work with Community Partners Other Community Partners
Schools

Hospitals
HUD Counselors

Housing Nonprofits
Libraries

VA Centers
CDFIs

Universities
& more

Each green 
square 
represents a 
faith-based 
organization.
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FROM GAPS TO GROWTH

STEP 8:

MEASURE OUTCOMES 
& REFINE STRATEGIES
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BEST PRACTICES FOR SCORECARDS

 MARKET SHARE AND GROWTH: Did we reach our 
loan, dollar, and market share goals?

 MARKET MATCH: Does our borrower and product mix 
match our market?

 FALLOUT REDUCTION: Are we decreasing the 
penetration rate gaps in applications and originations that exist 
between our performance and our market?

 DEFINING CREDIT ACCESS GOALS: Are we helping 
more households start or finish the homebuyer journey?

 PERFORMING LOANS: Are the loans we originate 
performing?

 SUCCESS OVER TIME: As the demographics and 
market conditions change, will be continue to be successful?

 OTHER OUTCOMES: Efficiency, Resource 
optimization 

 Set goals and outcomes BEFORE execution so that 
you know what data to collect and know what you 
are measuring against

 This is an on-going process – not a “once-a-year” 
event

 When you don’t achieve your intended outcomes, 
use data to help you decide what to change?

 Don’t define yourself ONLY by your peers
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THANK YOU FOR 
LISTENING

JOIN US ON MAY 7 FOR 
OUR NEXT WEBINAR

https://www.iemergent.com/roadmap-webinar-series
VISIT:

TO CATCH UP ON RECORDINGS AND LEARN 
ABOUT UPCOMING WEBINARS IN THE SERIES

https://www.iemergent.com/roadmap-webinar-
series/mapping-opportunity 
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