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Three Resolutions for Helping 
‘The Other 97%’  
in 2022

MEMBER DATA

As we enter a new year and a pur-
chase-dominated mortgage market, 
I challenge credit unions to rethink 
their capacity to serve not just those 
members who proactively seek an ap-
pointment with a mortgage advisor, 
but also the ones who never do: the 
ones who settle for the first lender 
their Realtor recommends, or who 
maybe don’t even realize how a new 

mortgage could improve their finan-
cial position.

Resolution No.1: 
Create more capacity on  
your mortgage team.
Staffing up can be scary, especially 
for a risk-averse organization. Credit 
unions may even believe that add-

ing mortgage advisors is unjustified 
unless they experience a colossal in-
crease in walk-in traffic.

But in reality, credit unions have 
another source of mortgage volume 
that far exceeds their walk-in traffic: 
their member database. 

Just how much opportunity are 
we talking? Sales Boomerang’s Third 
Quarter 2021 study of millions of 

I always feel a pang of regret when a credit union mortgage advisor tells me they get all the business 
they need from walk-ins.

Don’t get me wrong; I’m not an advocate for working originators to the bone, nor do I suggest 
credit unions pull back on providing attentive and personalized service to loan applicants at their local 
branches.

But I also know that a mere 3% of members obtain a mortgage from their credit union. In that con-
text, hearing that a mortgage advisor’s plate is perpetually full speaks more of missed opportunity than 
of productivity. 



customer records across more than 
150 residential mortgage lenders 
paints a vivid picture. Among other 
observations, we found that:

  7.27% of monitored contacts had 
built up enough home equity to 
shed their FHA mort-
gage insurance by refi-
nancing into a conven-
tional loan.

  6.96% could reduce 
their monthly princi-
pal and interest pay-
ments by refinancing 
into a lower interest 
rate.

  5.27% were actively 
shopping for a mort-
gage lender.

  1.32% had improved 
their FICO score 
enough to be approved 
for a loan for which 
they were previously turned down.
  1.04% had recently listed their 
home for sale.

In other words, well over one-fifth 
of the customers in a lender’s database 
can benefit from a loan in any given 
quarter—more than enough to keep 
one (or several) new mortgage advi-
sors from twiddling their thumbs.

While monitoring your member 
database for opportunities like these 
may sound like a lot of work, it doesn’t 
have to be. Automated borrower in-
telligence systems alert credit unions 
the moment a member is ready for 
a loan—often before the member 
knows themselves.

And these kinds of opportunities 
are the perfect assignments for new-
bie mortgage advisors, who will enjoy 
contacting members to relay the good 
news.

Resolution No.2: 
Get to know your Realtor 
community.
Of course, mining your database isn’t 
the only way to grow your mortgage 
business. There is a tremendous un-
tapped opportunity to help the Re-
altor community understand credit 
unions and the value they bring to 

promoting homeownership.
Doing so can not only help a credit 

union increase its first mortgage orig-
inations, but also grow its member-
ship overall.

While every credit union is differ-
ent, it’s fair to say that, on 
average, credit union origi-
nators spend less time in 
the field than their counter-
parts at independent mort-
gage banks and brokerages. 
In fact, I’ve met some credit 
union mortgage advisors 
who spend no time on busi-
ness development whatso-
ever.

How can credit unions 
make it easy for 
mortgage advisors, 
especially those 
who have no ex-
perience in outside 

sales, to forge Realtor part-
nerships?

The key to any successful 
referral program is ensur-
ing it is mutually beneficial 
to both sides of the rela-
tionship. This is easier than 
a lot of credit unions real-
ize, as mortgage advisors 
can add significant value by 
monitoring referral part-
ners’ databases on their be-
half.

The same automated borrower in-
telligence systems that ferret out op-
portunities in a credit union’s mem-
ber database can also let mortgage 
advisors know when a contact within 
a referral partner’s database is ready 
for a loan, signaling the ideal time 
for co-branded marketing outreach. 
In this way, Realtor relationships be-
come a source of not just additional 
loan volume, but net new member 
growth, too.

Resolution No.3: 
Leverage automation to 
make member outreach 
manageable.
Reaching out to 20% or more of 
your membership each quarter—not 

to mention new member prospects 
sourced from local Realtors—is a task 
few credit unions are staffed to handle 
in a manual fashion.

If a credit union has access to mar-
keting automation technology, its 
best bet is to automate marketing 
outreach so that each borrower in-
telligence alert sets off a cadence of 
personalized emails or text messages 
on behalf of the member’s assigned 
mortgage advisor. Once the member 
replies, the mortgage advisor can pick 
up where the automation leaves off 
for a seamless, personalized member 
experience.

Even if a credit union doesn’t have 
a full-fledged customer relationship 

management (CRM) or 
marketing automation plat-
form, it may be possible to 
work with a borrower intel-
ligence provider to config-
ure basic email automations 
that will reduce the burden 
of marketing activities on 
the origination staff while 
ensuring members don’t 
miss out on important loan 
opportunities.

You don’t need a huge 
marketing budget to grow 
your mortgage business in 
2022. With a little resolve 
and the right technology, 
credit unions can keep a 

growing mortgage team running at 
peak productivity while turning more 
members into mortgage holders, 
building Realtor relationships and at-
tracting new members from around 
the community.

Alex Kutsishin 
is founder and 
CEO of ACUMA 
affiliate member 
Sales Boomerang, 
whose first-of-its-
kind borrower 
intelligence  
software has helped 
more than 125 lenders including credit 
unions, banks and independent mortgage 
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“Well over 
one-fifth of the 
customers in a 

lender’s database 
can benefit from 

a loan in any 
given quarter.

“ “
The key to 

any successful 
referral program 

is ensuring it 
is mutually 

beneficial to 
both sides of the 

relationship.

“
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