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Sales Flow Process & Marketing

< Initial Training Program

< Standardized Sales Flow Process
> Sales Tool Kit
> Lead Generation Tool Kit
» Marketing Materials
» Lead Follow —up Process

<+ Industry Updates
< Different Marketing Strategies
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O




Industry Updates

O




Different Marketing Strategies

< The Role of Marketing
<+ Media & Message

< Lessons Learned

<+ Key Takeaways



The Role of Marketing

“...define, develop and deliver value to the customer”

REVERSE MORTGAGE MARKETING
« Understand the customers’ needs, wants and values
Educate borrower and their advisors
Provide solutions
» Create positive context for buying decision



Media Marketing

< Print Ads

< Direct Mail Solicitation
< Radio Advertising

< Television Ads

< Internet



Print Media
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Direct Mall

<+ Solicitation Letters from database or list
< Data Driven Letters

< Postcards

<+ Flyers advertising seminars



Drip Marketing

< Traditional response rate to reverse
mortgage out reach campaigns has been
1.5%to2%

<+Response rates increase with follow-up
contact

<+ Strategy to contact non responders
» Consistent
» Logical
» Follow up



Radio & TV
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INnternet

«Seniors use the Internet for news, shopping,
entertainment, and to keep in touch with friends
and family.

<+ According to the AARP, more than 40 million
adults over 50 are online in the US.

+Who are you attracting?
» Seniors
» Adult Children
» Advisors

<+ Link to a Reverse Mortgage Calculator
< 1f you capture data — then do something with it



Message
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Alternative Marketing Method
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Networking
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Common Interest Partners

<+ Banks or Credit Unions

< Insurance Brokers

<+ Financial Planners
<+Mortgage Brokers

<+ Real Estate Agents

<+Long Term Care Providers

<+ Anyone In the Senior Market



Trust and Advisors

<+ Senior research has shown that in every financial
transaction, a senior will look to at least one
trusted advisor for advice

<+ The Reverse Mortgage transaction is no different

<+ The key 1s not who you know but rather who
knows you and what you do!



Advisors
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Seminars

O




Seminars

< Chose a good time — Mid morning or early afternoon
< Find an easy to get to location

< If you serve food they will come

< Educational focus — no selling

< Follow up is key, so get contact information, a gift basket
raffle Is a good way

<+ Keep the meeting to 90 minutes maximum
< Partner with other advisors
> Cost sharing
> Broaden your appeal by having more than one topic



Senior Events
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Some Marketing Considerations

< Always measure cost versus benefit
< Test before committing

< Track results

< Assess effectiveness

< Partner if possible

< If it works - do it all day long

< If it doesn’t - stop



Questions?
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