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The mortgage and real estate industry has been going through a major
transition for a number of years, yet many of those within the industry
haven’t adjusted to these changes. Furthermore, there are few (if any)
reputable sources reporting on and providing help in navigating this
change.
We created this eBook and the Mortgage Marketing Institute to
finally bring the New Rules of Mortgage Marketing to those who matter
most: YOU!
In this eBook we’ll discuss what this major transition is and how it has
redefined the responsibilities of both the mortgage professional and the
real estate agent forever.
We’ll also provide you with a guideline of how to prove your value to
your clients and referral partners so you quickly adapt to the New Rules,
accelerate your success and easily separate yourself from your
competition.

Enjoy!
Geoff Zimpfer
Chief Content Guy
Mortgage Marketing Institute
Email: mortgageinstitute@gmail.com

Join Our Free Facebook Group
We created the only Facebook Group where you can hang with like-minded
mortgage professionals, get inspiration, support and ideas to help you build your
platform, get noticed and grow your business with content marketing. No selfserving sales pitches guaranteed. Check it out here.

Once upon a time...
Not that long ago, mortgage professionals were in the business of
hoarding information. In fact, you can probably remember a time when
prospective homebuyers and refinancers needed a mortgage broker or
banker to quote them interest rates and loan programs.
Same for our friendly real estate agent; what’s on the market, what’s
the price of homes, etc.
Back then, to protect our value, both mortgage loan officers and real
estate agents kept this information from the general public. We would
get our daily rate sheet via fax or email and agents held property details
behind a fortress called the MLS.
This was how real estate had been done for over a hundred years.
But this is not how real estate is done now... and we guarantee it
won’t be done like that ever again.
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The big change
In the 1990s, information was being put on the Internet at an
unfathomable pace. Every industry was affected.
Remember record stores? Yellow pages?
The main strategy for finding new prospects for the sales funnel used to
be entirely a push strategy: Push brand messages in front of as many
people as possible, as often as possible, and via as many channels as
possible – print, TV, radio, direct mail, display ads, phone calls.
And it worked. Brands enjoyed huge economies of scale by capturing
more customers than they annoyed ... and the latter had few options to
cause much of a ruckus about it.
Those days are gone.
Today’s buyers are online, engaged, empowered, and in full control of
their journey. They’re far less responsive to “push” marketing, and

they’re far less likely to give you a second glance unless you appeal to
what they need and want ... when they need and want it.

So how do today’s marketers
fill the funnel?
They use content marketing.
Since every funnel gets filled from the top, this eBook focuses on the
ways content marketing is used to attract and generate leads at the top
of the funnel. Whether you’re new to the mortgage business, or a
seasoned veteran, this eBook will give you the basics of content
marketing and set you on the path to lead generation and lead
conversion success.
Content marketing has been around for over 100 years. Most
companies today use content marketing, whether they call it that or not.

• John Deere Tractor started The Furrow magazine in
1895. It offered farming-related articles and tips
to their target audience: farmers. John Deere still
publishes The Furrow today – in paper, online,
and via social media.

• In 1904, JELL-O began publishing recipe books. Guess which key
ingredient cooks needed for any of the recipes? JELL-O, of
course. The books were wildly successful for the company; they
generated leads, increased sales, and created new long-term
customers.

• Legendary catalog publisher, Sears, began using radio to market to
farmers. It was 1924. The tactic was so successful, Sears formed
its own radio station: WLS Radio (World’s Largest Store).
Nothing has changed except the medium.

People still want to be informed, educated, and entertained; they just
get more of what they want online now, in addition to traditional
channels.
Content marketing is still your best opportunity to make new friends
and influence new people. That’s why embracing and implementing
content marketing at the top of the funnel sets you squarely on the path
for success – through all stages of your sales process.
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So let’s face a few realities:
• The mortgage and real estate business has changed forever.
• What worked in the past to make you successful won’t work as
effectively today (or tomorrow).
• You need new skills for the New Rules. What the consumers and
real estate professionals form you today is more than what they
expected of you only five years ago.
• Those who don’t evolve into what the consumer now demands

will not survive. Clients and partners now have a wealth of
information available to them online, long before they ever speak
with you. !
What consumers and partners really want is someone who can...
• Provide a means to engage and consume relevant, timely information
specific to their unique situation. Do first time homebuyers have
different needs, wants and concerns than trade-up buyers?
• Today, people want a trusted source for information. Even with an

abundance of information (noise) online, people need to make
sense of it for them. They need help in reducing the noise and a
better understanding of how information applies specifically to
them.!
• People still need to clearly understand their options—simply and

effectively. There is no one size fits all. It’s a big change...and
it’s one you need to embrace to move forward.!
!

Where’s your
heart?
Dave Ramsey, the financial guru, said;
“When getting help with money,
whether it’s insurance, real estate or
investments, you should always look for
someone with the heart of a teacher, not
the heart of a salesman.”
When you have the heart of a teacher, you’re willing to take the time in
every engagement to teach. It doesn’t matter if you’re having a
conversation with a first-time homebuyer, a seasoned investor or
referral partner. Every conversation is an educational opportunity.

When you have the heart of a teacher, you’re
willing to take the time in every engagement to
teach.
You shouldn’t be trying to simply convince someone to do something
(that’s what salespeople do); instead, you should be helping your
clients and partners discover what their options are, provide relevant
content and then let them make the decision that is best for them and
their families.
That’s what a trusted advisor, with the heart of a teacher does.

Learn before you can teach
In order to teach effectively and with the heart of a teacher, it’s
important to understand how today’s agents and consumers learn.
A few generations ago people came home from school and were

educated and entertained by radio—by the spoken word. That generation
didn’t have television or the visuals we have today. As a result, they
were great storytellers. They could craft a vision with words alone.
As technology evolved, subsequent generations didn’t sit in front of a
radio; they sat in front of a television. They learned to count watching
Sesame Street, and they watched MTV to relax and unwind. These
people were educated and entertained very visually.
The way they processed information changed from largely auditory to
visually. Simply “telling” them something wasn’t enough. They need to
“see” it and hear it as well.
Today consumers engage in multiple types of media consumption from
blogs to videos, podcasts, info-graphics and of course live
presentations.
If you’re not using mediums beyond just text in all your
communications with clients (face-to-face meetings, emails,
newsletters, etc.), then you’re message and advice is not being fully
heard or understood.

So...What is Content
Marketing?
Content marketing is a strategy for attracting and retaining customers
by creating and distributing valuable, relevant content that engages,
assists, or informs a clearly defined target audience. The ultimate goal
is to drive a profitable action.

Content is the present – and future – of marketing
Go back and read the content marketing definition one more time, but
this time remove the valuable and relevant. That’s the difference
between content marketing and the other informational garbage you get
from companies trying to sell you “stuff.”

Companies send us information all the time – it’s just that most of the
time it’s not very relevant or valuable (can you say spam?). That’s what
makes content marketing so intriguing in today’s environment of
thousands of marketing messages per person per day. Good content
marketing makes a person stop…read… think… behave… differently.

Why should you care?
Because it works!
At the top of the marketing funnel, content marketing is used to attract
and capture leads by offering compelling content in exchange for a tiny
bit of information – commonly the person’s email address. Once you
“get the name,” you can begin the process of building a relationship
that results in a sale and, if you play your cards right, a long-term
customer.
Successful content marketing fulfills one of three needs a lead has: To
be informed, to be educated, or to be entertained, each at precisely the
right time. Get this right, and your reward is their business and loyalty.
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Online vs. Offline
It’s a noisy world! When considering all the available options for your
content marketing strategy, you must evaluate the ROI from each
medium.
Obviously, completely ignoring the available tools for online content
sharing and engagement would be foolish. However, when evaluating
which form of content marketing generates the most “bank for your
buck” you must consider in-person events and presentations.
As we see in the graph above, 77% of survey respondents plan on
increasing their use of in-person events and presentations as part of
their overall content marketing strategy.

Why Offline?
Let’s face it. NOTHING CAN EVER REPLACE BEING IN FRONT
OF PEOPLE.
There simply is no faster way to circumvent all the normal challenges
faced when attempting to build real estate agent relationships and
referrals.
> Reaching Top Producers
> Beating In-House Lenders
> Breaking Into Closed Offices
> Building Your Local Brand
With purchase loans being the focus for most loan officers, a fast start
to building a referral pipeline is by making presentations.
Conducting group presentations is the most effective way to promote
yourself and speed up the process of finding and converting agents to
referral partners; if you know a proven formula for successfully
conducting them.
There is truly an art and science behind effective presentations with real
estate agents. If you’re looking for more direction on how to capture
more agents and build your local platform with presentations, check out
Powerful Presentations Master Class. It’s a self-paced eLearning system
with done for your presentations, coaching and more.

6 Steps to Get Started with Content
Marketing
1 Determine your business goals.
Before diving into content creation, it’s important to know what your
intentions are. Do you want more leads? Want to build your online
presence? Be seen as a trusted authority? Each is a worthwhile goal and
possible with a good content marketing strategy.

2 Understand who you want to
attract.
You’re looking for people like your existing good partners and
customers. Have a clear picture of them, and know what they need and
want from you. This step is foundational to all other efforts; without it,
you’re aiming in the dark.
Consider different types of content appropriate for certain types of
clients. First time buyers vs. move-up buyers or investors. Veterans vs.
doctors or those with challenged credit.

3 Create a content matrix.
This is an index of all the content you currently have or will need. It
includes information such as title, topic, format, target audience, date,
and location. A content matrix helps you assess your current content
and identify gaps.

4 Assess and identify your best
lead-gen content.
Attracting new partners and customers is all about creating awareness
and interest, so the content that works best answers client questions,
intrigues them to learn more, and helps them get to know you your
brand. Save the highly detailed information for later in the funnel.

5 Set up a campaign calendar.
Map out each campaign, medium (online vs. offline) and the content
needed to support it, along with a weekly and monthly calendar
targeting when you’ll produce and promote each piece of content.

6 Develop a process for measuring
and reporting.
If you can’t measure it, you can’t manage it and you can’t improve
upon it if its not measured. It’s essential to have a mechanism for
measuring your content marketing success and driving improvements.
Key performance indicators should include: leads generated, meetings
booked, loans closed, referrals generated, inquiries, rate requests and
more.

Your Path to Success
Yes, the mortgage real estate industry is changing dramatically. It’s no
longer about information; we have information overload! It’s about
your ability to deliver relevant and useful content to agents or
consumers so they can make informed choices for themselves and their
clients.
That’s your job now.

The mortgage professionals that embrace this new reality are going to
build a thriving and influential personal brand with minimal impact
from market forces or competition. They will be victorious in adapting
to the New Rules of Mortgage Marketing!
The only question remaining is; what will you do with this
information? Will you toss it aside for another day?
Or will you boldly act and build your personal momentum?
The choice is yours.
Carpe Diem!
Geoff Zimpfer
Author: Instant Referrals for Mortgage Professionals
(Available on Amazon)

Join Our Free Facebook Group
We created the only Facebook Group where you can hang with like-minded
mortgage professionals, get inspiration, support and ideas to help you build your
platform, get noticed and grow your business with content marketing. No selfserving sales pitches guaranteed. Check it out here.

