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TOPICS FOR 
DISCUSSION

1. Welcome and Intro 
2. Gaps to Growth Roadmap Recap
3. Redefining Marketing
4. Marketing Basics
5. Partner Marketing



WHERE ARE WE?
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OPPORTUNITY ROADMAP



MORTGAGE OPPORTUNITY RECAP
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 Opportunity can be quantified in loans, dollars, growth, share, and segment penetration.

 Every market has a different mix of borrowers, products, affordability pressures, and growth drivers.

 Every lender’s opportunity is different because capture depends on product fit, coverage, execution, and 
conversion.

 Past production shows where lending has happened; forecasts show where demand is heading.

 Turning gaps into growth starts when you identify specific, actionable opportunities by place, borrower 
segment, product, and strategy.



MORTGAGE OPPORTUNITY RECAP
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OPPORTUNITY IS EVERYWHERE
 Every community has 

people and families who 
are not being served.

 Every market contains 
unmet demand.

 Every lender has invisible 
gaps in coverage.



RETHINKING MARKETING

Marketing’s true impact isn’t just 
attracting attention—it’s helping 
people move forward.

Marketing is BIGGER than 
lead generation

Marketing is NOT 
persuasion…it’s problem-
solving



BORROWER-CENTERED STRATEGY

Meet people where they are on the 
homebuyer journey, bringing clarity 
and confidence.

Borrowers in the same 
market are not necessarily 
at the same stage, facing 
the same obstacle or 
seeking the same solution

Marketing’s role is to figure 
out where they are



WHAT IS DATA-DRIVEN MARKETING?

Using data to understand borrower needs, remove 
barriers and facilitate homeownership (drive production).
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STEP 1: START WITH THE OPPORTUNITY
QUESTION: 
WHERE DO I BEGIN?

QUESTIONS THAT YOU NEED TO ANSWER:

 Which borrower populations are growing?
 Where will future purchase demand be concentrated?
 Which segments are underserved relative to their market presence?
 Which neighborhoods or communities are experiencing changing housing demand?
 Where do we have a realistic ability to compete?
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MARKETING MARKET INTELLIGENCE MATRIX
QUESTION: 
WHAT DATA DO I NEED?
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FROM DEMAND TO MORTGAGE OPPORTUNITY
QUESTION: 
HOW FAR AWAY IS THE START OF THEIR JOURNEY?

Message to Avoid:

NO
Message to Share:

NOT YET
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ONE MARKET, MANY BORROWERS
QUESTION: 
WHAT DATA DO I NEED?



13

STEP 2: SUPPORT THE HOMEBUYER JOURNEY
QUESTION: 
WHERE ARE THEY IN THEIR JOURNEY?

QUANTIFYING FALLOUT



 A renter may not realize that 
homeownership is financially 
plausible

 An interested borrower may not 
understand down-payment 
assistance. 

 A prospect may assume that 
imperfect credit automatically 
disqualifies them. 

 An applicant may withdraw 
because the process feels 
uncertain or burdensome.

 An approved borrower may not 
find an affordable property. 
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STEP 3: PINPOINT GAPS AND BARRIERS
QUESTION: 
WHAT GAPS ARE CREATING BARRIERS TO HOMEOWNERSHIP?

BARRIERS 
ALONG 
THE WAY

GAPS
HOW GAPS AND BARRIERS 
GET IN THE WAY
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STEP 3: PINPOINT GAPS AND BARRIERS
QUESTION: 
WHAT IS PREVENTING THIS HOMEBUYER FROM MOVING FORWARD?
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STEP 4: BUILDING THE STRATEGY
QUESTIONS:  WHO AND WHERE DO WE NEED TO FOCUS?

Audience • Who is the target?

Gap • What gaps and barriers are faced?

Solution • What solutions are proposed?

Message • What does the borrower need to hear?

Moment • When should you engage?

Messenger • Who is best positioned to deliver the 
message?

Transition from broad-based 
marketing to Borrower-Centered 
Solutions

 Segment by GAPS, NEEDS, AND 
IDENTITY

 One market may need many 
different messages

Match message to journey stage
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STEP 4: BUILDING THE STRATEGY
CASE STUDY: PHILADELPHIA, PA
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STEP 4: BUILDING THE STRATEGY
CASE STUDY: PHILADELPHIA, PA
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STEP 4: BUILDING THE STRATEGY
CASE STUDY: PHILADELPHIA, PA



20

STEP 4: BUILDING THE STRATEGY
CASE STUDY: PHILADELPHIA, PA



STEP 5. PARTNERS AND INFLUENCERS
QUESTION: 
WHO HAS THE BORROWER’S TRUST, ACCESS, OR ATTENTION?

Sometimes the most marketing gives a trusted partner better information, better tools, and a 
clearer reason to bring the lender into the conversation.



STEP 5. PARTNERS AND INFLUENCERS
QUESTION: 
WHAT DO PARTNERS NEED?

Partner marketing requires its own value proposition.

Partners need to know:
 Which borrowers are being overlooked
 What is happening in their market
 What barriers borrowers are facing
 What the lender can do about those 

barriers
 How the referral or handoff will work
 How the lender will treat and 

communicate with the borrower
 Why the relationship helps the partner 

fulfill their own mission or business 
goals



STEP 6. EVALUATION & OUTCOMES
QUESTION: 
HOW DO I KNOW IF OUR STRATEGIES WORKED?

DATA TO MEASURE OUTCOMES:
 Application growth 

 Application penetration 

 Completed application rate

 Preapproval-to-purchase conversion

 Withdrawal rate

 Denial rate and denial-reason trends

 Time from inquiry to application

 Re-engagement conversion 

 Product or program utilization 

 Referral-partner production 

 Market-share growth by segment or geography

 Measure borrower movement – not just activities. 
Track whether prospects advance from awareness to inquiry, application, 
approval, and closing, rather than relying only on impressions, clicks, or leads.

 Segment outcomes by borrower, market, and 
journey stage. Evaluate results by geography, customer type, 
demographic group, product, source, and stage to see where the strategy is 
working—and where gaps remain..

 Track direct and partner-enabled results separately. 
Measure not only consumer response, but also referrals, partner engagement, 
event participation, handoffs, and conversion from centers of influence.

 Use results to refine the strategy continuously. 
Combine campaign performance with HMDA, CRM, fallout, product usage, and 
market data to adjust the audience, message, timing, channel, product, or partner 
approach.
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