


Lead Generation Marketing Strategy:

How To Generate Massive Lists Of Prospects That Want To Refinance Or Purchase A New Home
Around The Corner…
· In this module, you’ll discover:

· How to have leads and prospects clamoring to give you their contact information while you differentiate yourself from the crowded marketplace.

· The real secret to destroying the income roller coaster that most loan officers are on.

· How to easily build a list of prospects who are searching for what you have to offer.

· One powerful strategy to increase your ROI for any advertising or promotional marketing piece.

· The top four ways to get your lead capture bait  in front of leads who want to hire you.

“Leads are the lifeblood of your mortgage business. Without a constant flow of quality leads, your mortgage business withers and dies.”
“In fact, your number #1 priority every day should be to figure out how to get more motivated and qualified leads.”
How To Generate Leads
· There are dozens of various ways to generate leads for your mortgage business, but the direct response marketing strategies introduced in the previous module are the top three proven strategies:

· Classified Ads

· Editorial Type Ads

· USP Focused Ads“Those three proven strategies have been the foundation for hundreds of millions of dollars in loan origination fees being generated for loan officers.”

“When implemented correctly, they can single-handedly generate all of the leads you’ll ever need to meet your income and business goals.”

“When I say implemented correctly, that means the marketing strategies MUST use direct response marketing that grabs the prospect’s attention and makes a offer that compels the prospect to contact you in some way.”

Why Use Direct 
Response Marketing?
1. Identify the prospects who are most qualified and motivated to take action ASAP.

2. Fuels the prospect’s desire to know more about what you're offering in exchange for their contact information.

“However, leads should always be separated and nurtured differently depending on how serious or quickly they’re looking to refinance a mortgage or buy a home.”

“So, that means that your goal in your lead generating efforts is to attract prospects and then separate the action-takers from the time-wasters.”

“If direct response marketing is the key to attracting qualified leads, what’s the key to separating qualified leads from time-wasters?”
· “A compelling and persuasive offer that a prospect receives in exchange for contacting or hiring you.”

· “With properly implemented direct response marketing, you’re offering something that is so appealing and relevant to the prospect that they desperately want to give you their contact information to receive it!” 

· “You’re persuasive and appealing offer to your target prospect goes by many names. It could be called lead capture bait, opt-in offer or a lead magnet.” 

· “Regardless of what it’s called, the purpose is identical. It‘s information or something a prospect will receive in exchange for providing their contact information to you.” 

Lead Magnet
· In order to get a prospect to willingly and knowingly give you their contact information, you must have something of value that they want.

· The key to coming up with a great lead magnet is knowing the pain, fears, desires and wants of your target market.

· A good lead magnet can generate hundreds of quality leads every single day.

Don’t Screw This Up!
· You will have two categories of lead magnet campaigns:

· Purchase prospects and 

· Refinance prospects.
· This is important because a homeowner who is looking to refinance has very different goals, fears, desires and wants than a homebuyer.

· Then, even within the individual of categories of lead magnets you will have several subcategories.

What Kind Of Homebuyer?
· First-time Homebuyers

· Move-up Buyers

· Downsizing

· Investors

· New Construction Buyers

· Luxury Home 

· Condo

· Starter Home

What Kind Of Refinance?
· Lower Rate

· Cashout

· Debt Consolidation

· Equity Investor

· Reduce loan term

· Remove PMI

· Home Repair

· Equity cashout to purchase additional property

· Equity cashout to fund business

“Once you’ve created your categories of buyer and refinance prospects that you want to target, now it’s time to create your lead magnet.” 

The Two Main Types 
of Lead Magnets
· Information Based – Information in the form of free reports, details about home buying or refinancing for the best rate and terms etc.

· USP Focused – Guarantees a specific result that rewards the prospect in exchange for them taking decision making action.

“How To Create Your Irresistible Lead Magnet 
For Your Target Market!”
Step #1: Know Your Target Market
· The first step in creating your lead magnet offer is to know exactly what’s happening in the minds, lives and hearts of your target market.

· It is absolutely crucial that you find out what resonates and is important to your target market.

· Your target market may desire a specific type of property, loan programs, educational report or entertaining video, podcast, special service etc.

· Gather this information from asking or surveying past clients and prospects or simply reflecting on the buying or refinance process.

Step #1: Know Your Target Market (cont...)
· Questions to dig deep into what your target market frustrations, fears, desires and wants:

· What are the top five fears about buying a home or refinancing a mortgage?

· What are the top five frustrations about buying a home or refinancing a mortgage?

· What are the top five desires about buying a home or refinancing a mortgage?

· How would they like to be communicated during the buying or refinancing process? 

Step #2: Choose Content 
Creation Method
· Next, based on your research, choose the medium for delivering your content to your target market.

· Special website

· Unique web page on your existing website.

· Video

· Free reports

· Audio – MP3, Podcast etc.

· Email

· Direct mail

· Pre-recorded messages
Step #3: Select Content Topic
· The quickest and easiest way to decide on your lead magnet offer content is to choose one of the frustrations, fears or desires of your market place and present a solution to it through information or promotional offer.

· If you’re creating information content, don’t make it too broad. Pick one very specific problem and give your best solution to it.

· If you’re putting together a discount offer, also make it for a specific product or service that addresses your target market’s frustrations, fears or desires.

Step #3: Content Topic Examples
· Picking any type of mortgage related professional like a real estate agent, loan officer, home inspector etc.

· Pitfalls and mistakes to avoid when buying a home or refinancing a mortgage.

· How to get the best pricing on any additional mortgage related services.

· Details about what the buying or refinancing process will involve.

· All the other services they will need in addition to just needing a loan officer.

Step #4: Write Headline & Title
Next, create a persuasive and attention getting title that addresses the needs of your target audience.

· Create a title for your lead magnet offer that you can also use on your website, ad, flyer, letter etc.

· Gather this information from asking or surveying past clients or prospects.

· In most cases, your headline or title will determine the success or failure of your lead capture efforts.

· However, you also must spend conscious and deliberate time putting yourself into the position, mindset and perspective of your target market.

Headline & Title Examples
· How To Save At Least $5,000 When Buying Your Home.

· 5 Mistakes To Avoid When Buying Your First Home

· 10 Questions You Should Ask Your Loan Officer Before Hiring Them

· Seven Steps To Getting The Lowest Rates When Refinancing Your Home Loan

· The 9 Steps To Finding A Down Payment Assistance Program

· 10 Extra Fees You Should Avoid Paying When You Buy Your First Home

Step #5: Creating Your Content
· The numbered topics tend to create better structured content. For example: Five Tips, 10 Ways, 7 Steps etc.

· When creating video, audio or free report, focus on keeping it short, crisp and get right to the point.

· Video or audio can be anywhere from five minutes to 15 minutes. Be short, concise and specific.

· Free reports can be as short as five pages or as long as twenty to fifty pages long.

· The longer your information content is, the less likely the prospect is to actually read or watch it.

Step #6: Delivery Method Of 
Lead Magnet Offer
· There are 3 main methods for delivering your content to a interested prospect:

· Online using a special website or webpage that a prospect gains access to after providing their contact information.

· Pre-recorded message hotline that a prospect calls and enters a extension number to gain access to a specific message.

· Direct mail delivery where you mail the prospect a copy of the promised information.

“Don’t Take Anything For Granted - Review Your Lead Magnet”
Does Your Opt-In Offer Answer
These Four Questions?
· Here’s what I have for you. If a prospect doesn’t understand the benefits of the lead magnet offer, they won’t sign up.

· Here’s what it costs. Make sure the cost, which should be free, is clearly spelled out and in plain sight.

· Here’s what’s in it for you. It must have a list of benefits the prospect will receive once they sign up.

· Here’s why you should trust me. We live in a skeptical world, so give your prospect’s a reason why they should give you their contact information.

“Once you have your lead magnet offer, then you need to decide how you will collect their contact information.”
Wheat From The Chaff
· Here are the two most powerful automated tools you can use to automatically separate qualified prospects from time-wasters:

1. Pre-recorded Message Hotline System

2. Online Landing Page System

Pre-recorded Message 
Hotline System
“A pre-recorded message hotline system is a automated telephone answering system that allows you to record greetings, special messages and play it back to a prospect 24/7 without you having to answer the phone.”
The Hotline Advantage
· There's no chance of you being too busy to take a call.

· You can devote your time to the things that bring you the biggest return and success in your business.

· It allows prospects to get the information they want without stressing out about being sold. 

· 99% of the time, a prospect does not want to talk to a loan officer when seeking information, but the qualified 1% will elect to do so.

· Studies have shown that as many as 3 times the amount of prospects will call you if they are calling a toll-free, 24 hour recorded message and get the information they want without talking to someone.

Making It Work
· You assign each free report a unique extension.

· On every one of your marketing or advertising pieces, you provide your 1-800# and the unique extension as the method for receiving the information offered in the advertisement piece.

· This allows you to track how many calls each individual loan program or advertising strategy generates.

· Your pre-recorded greetings, messages and scripts that playback upon the prospect’s request, allow you to direct hot leads to one extension and not-so-hot leads to different extension.

Here’s An Example
· You run a ad in your local newspaper offering a free report.

· In your ad, your call to action is the following. “Call 1-800-123-4567 and press extension 123 to get a list of down payment assistance programs in your area.”
· When the prospect calls the number and presses extension 123, they’re asked to press 1 if they  think they have a credit score above 650 or 2 if they think they have  a credit score below 650.

· Regardless of what extension they press, they’re asked to provide their email address and physical address to receive the list of down payment program.

· Lastly, every lead goes onto the appropriate campaign depending on their level of motivation and preparedness to make a decision.

The Right System
· While using a pre-recorded hotline system in combination with your direct response marketing will boost your response, you need to make sure the one you choose can do the following:

· Transcribes the spoken name and address into text.

· Automatically adds the contact information into your crm database or comes with a crm.

· Triggers a automated sequence of events that can be tracked, measured and ROI calculated.

· Gives you 100-1000 or more unique extensions.

· Allows you to record playback messages up to 30 minutes in length.

Online Landing Page System
“A online landing page system is a software program that allows you to quickly and easily create a 1-3 page mini-website designed to capture a prospect’s contact information and then deliver some type of information to the prospect.”

Online Landing Page Advantage
· Has many of the same advantages as the pre-recorded message hotline, but it adds the visual element.

· You can record a video automatically introducing yourself to each prospect.

· You can automatically and systematically show every prospect the pros and cons of all of your loan program without personally doing hundreds of appointments.

· It allows prospects to get the information they want without stressing out about being sold. 

Making It Work
· You assign each individual loan program or each free report a unique landing page or url.

· For example:

· Unique website: lowratehomeequityloans.com 

· Unique URL: www.yourwebsite.com/lowratehomeequityloans.com

· On every one of your marketing or advertising pieces, you provide the specific landing page or url as the method for receiving the information offered in the advertisement piece.

· This allows you to track how many prospects each individual loan program or advertising strategy generates.

· You can make it so the prospect has to enter their name and email address to access the free information.

The Right System
· While using a online landing page system in combination with your direct response marketing will boost your response, you need to make sure the one you choose can provide the following:

· Send timely and relevant emails to the list of prospects on a weekly basis.

· Triggers a automated sequence of events that can be tracked, measured and ROI calculated.

· Gives you unlimited url’s to promote your loan programs or reports.

· Allows you to install and customize video, text, audio and images on your landing pages.

Resources
· Services to set up your pre-recorded message hotline:

· AutomatedMarketingSolutions.com

· Ringcentral.com

· Hotlineamerica.com

· Callcapturehotline.com

· Services to create landing pages:

· Clickfunnels.com

· Unbounce.com

· Instapage.com

· Thrivethemes.com

“However If you’ve been a loan officer for more than five minutes, then you already know that you could have the best marketing and advertising campaigns in the universe...”

The Truth Is…
“Not every prospect that sees your advertising message today will be ready, able or willing to hire you for their purchase or refinance mortgage.”

So, Here’s What You MUST Do…
“Work with the motivated prospects today and build a list of prospects  that will hire you as their loan officer of choice at some point in the future.”

The Big Picture
· Once you begin to separate your leads, you will find that most leads fall into one of these categories below which should result in very different actions from you:

1. Highly motivated AND qualified. 

2. Highly motivated and not qualified. 

3. Qualified information seekers not making a decision for 6-18 months.

4. Tire kickers and time wasters who have no intention of making a decision at any time.

Why Build A List Of Non-Clients?
· You can generate profits at any time by offering your list of leads a specific offer or service.

· You can get off the sales revenue roller coaster and control the sales flow in your mortgage business.

· Your business will no longer be held hostage by the high costs of traditional marketing strategies.

The Master Plan
· The most important thing you can do (after converting your hottest leads into closed deals) is to get the contact information of all your interested prospects, so you can put them on your marketing campaign list.

· Once you have their contact information, you can follow up with them for the rest of their lives in dozens of various (and very profitable) ways.

Missed Opportunity…
“Most loan officers spend thousands of dollars trying to get people who need a home loan today (and that’s the right thing to do), but for every prospect who’s ready today, there are thousands who are not ready and are just in the early stages of making a buying decision!”
“Your pipeline should be filled with hundreds of leads that are in the early stages of making a buying decision!”

Business Insurance
“Building a list of prospects that you can market your loan programs or services to on-demand is your insurance policy against the revenue roller coaster most loan officers have to endure.”

Don’t Be An Average Joe
· Don’t…spend thousands of dollars on advertising with newspaper, radio, television, postcards or letters.

· Then…wish and hope the ad is good enough to generate enough qualified leads to cover the costs of ad and make a little profit.

· Only to end with…the prospects calling your office, walking in or inquiring online about a mortgage and being politely helped but their contact information not being captured.
Successful Loan Officers Know That The Money Is In The List
· The long-term and sustainable profits is in having a list of eager prospects to market your services to.

· If a prospect calls/walks-in/emails/visits your website or property...then you MUST get their contact info.

· If you allow prospects to call/walk-in/email/visit your website without getting their information, you wasted your money on advertising and those leads are likely gone forever.

“The Top Four Ways To Easily Get Your Lead Magnet Offers In Front Of Prospect’s!”

Lead Capture Ad Placement #1
· Classified Print Ads – These are the classified section of practically every newspaper that allow you to post your ads.

· Prospects who browse the classified section tend to be ready to take immediate action, so you should always advertise your lead magnets here.

· Usually limited to a specific amount of words, so it’s important to be compelling and persuasive.

· You should always post your loan programs ads AND your free report offer in order to capture the maximum amount of leads.

Lead Capture Ad Placement #2
· Classified Ad Websites – These are the websites that are the online versions of the traditional classified ads in newspapers. However they provide several advantages over print classifieds. 

· Always use direct response marketing to get the best response from your marketing.

· Can automatically direct a prospect back to your main website or your unique url.

· You can use images to add the attractiveness of your ad.

· Some classified ad websites will allow you even post videos.

Lead Capture Ad Placement #3
· Display Ads In Newspapers, Magazines & Real Estate Publications – You should always use display ads in publications that specialize in your target market. 

· You can create a directory of your free reports that each have their own extension or url and use that in your display ad instead of only advertising interest rates.

· However, it’s okay if your display ad presents your loan programs AND offers your free reports.

Lead Capture Ad Placement #4
· Targeted Direct Mail Campaigns – You should create campaigns that target all of the categories of prospects that you can help.    

· First-Time Homebuyers

· Apartment dwellers

· Renters

· Cashout Refinances

· Debt Consolidation Refinances

· Lower Rate Refinances

· “The Next Step…”
Track Your Leads
· After you’ve created your lead magnet offer, set up your delivery method and placed ads that begin to collect prospect’s contact information, here’s your next step:

· Track where they came from

· Track how many turn into closed deals

· Track the cost per source

· Track the cost per lead

· Because you need to know what’s working so that you can do more of it or improve on it.

By The Way…
· While it’s very important to capture the contact information of every person who contacts you, it’s also important to create a list of past clients who have bought from you.

· Name

· Address

· All of the details about their transaction

· Purchase amount

· Refinance amount

· Special notes about the client
Trends & Patterns
· By collecting your client’s information you'll begin to see patterns with your prospects and clients like:

· What services they're looking for that you don't have. 

· How they're hearing about your business

· The type of person who actually buys from your business.

· Zip codes prospects come from. 

· Etc.
The Next Level In Lead Capture
· By getting this demographic information, you'll be able to laser target your marketing and advertising to your ideal client.

· Age

· Race

· Marital Status

· Income

· Hobbies
Module 4 Summary
· Building a list of prospects allows you to easily run promotions, sales and marketing campaigns without spending a ton of money.

· Your list is your business insurance against the revenue roller coaster.

· Include a lead magnet AND lead capture method in ALL of your marketing and advertising campaigns.

· Collect all information about your clients or clients AND prospects.

· Use the information you collect to make decisions about marketing and strategic business direction.
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