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By David Gray
CU Realty Services 

return to real Estate 
Marketing

Marketing

Now’s the Time to Put the Focus 
on Purchase Mortgages

2020 was a year like no other for credit unions 
and their members. A once-in-a-lifetime 
pandemic, a boom in refinances, natural 

disasters, a historic election and so much more have created uncer-
tainty and shifted the way we live, work and play.

Though much remains unsettled, what has come into focus is 
how the real estate market has thrived as people relocate to homes 
that better fit their new normal. 

This continuing trend coupled with record-low mortgage rates 
promises exciting, purchase mortgage opportunities in 2021—if 
credit unions move early in the year to get homebuying members 
into their pipeline.

a reCOrD-PaCe reaL  
eState Market
The real estate market took a scary dip 
when the nation went into lockdown, 
but people have been buying and sell-
ing homes at a record pace ever since. 

Pending home sales have exceeded 
pre-pandemic levels by double digits 
each month since June, according to 
the National Association of Realtors 
(NAR).

Existing home sales were up 20% in 

fall 2020, and new home sales increased 
a whopping 40%. Each of the four ma-
jor U.S. regions experienced year-over-
year growth. Experts confidently pre-
dict a strong real estate market for 2021.

“In 2021, I think demand—work-
from-home demand—for larger-sized 
homes, will continue,” said Lawrence 
Yun, chief economist for NAR, during 
the association’s annual conference. 
“Home sales (will rise) 9%, and home 
prices are in no danger of declining be-
cause of a housing shortage.”

reaLigning Marketing  
StrategieS
Most credit unions have been so inun-
dated by an endless flow of refinances 
in 2019 and 2020 that they were forced 
to neglect, rather than nurture, their 
purchase mortgage marketing—even 
though more of their members were in 
a buying and selling mindset.

Unfortunately, it’s not sustainable to 

H O M E  S A L E S

M A R K E T I N G



focus on refinances alone in 
2021, and that sentiment has 
been shared by many peers in 
the industry. To avoid emerg-
ing from the refinance boom 
with a dry purchase mortgage 
pipeline, credit unions must 
prioritize purchases.

Start PriOritiZing 
nOW
The key to getting members 
in your purchase pipeline is 
to start engaging with them 
early. Though the hottest real 
estate season is in spring and 
summer, homebuyers typical-
ly start an exploration process 
two or more months earlier. 

Last year, more than half 
of all closings for CU Realty’s 
HomeAdvantage® program 
were by members who en-
rolled to use the program in the first 
four months, between January and 
April. Because of this, clients were ad-
vised to launch their real estate mar-
keting campaign at the start of the new 
year to maximize their pipeline.

It is all about who gets to the lead 
first, so now is the time to build and 
execute your purchase mortgage mar-
keting plan.

MOrtgage Marketing  
StrategieS
In 2021, an effective mortgage mar-
keting strategy must feature messag-
ing and home search tools that speak 
to the current market and the unique 
needs of today’s homebuyers.

“The real opportunity here is to 
make sure you have the new offering, 
you’re leaning into the market at the 
moment, you’re creating the value the 
consumers need and you’re able to talk 
to the consumer the way they want to 
be talked to, and creating a complete 
customer value to make sure they stay 
a customer for life,” said Keller Wil-
liams President Josh Team.

Here are purchase mortgage market-
ing strategies for a home-buying sea-
son like we have never seen before:

1. Promote the benefits of credit 

union lending and develop 
loyal real estate partnerships.
Early marketing and consistent 
lead nurturing are even more 
critical for credit unions since, 
historically, members don’t 
think of their CU for mort-
gage services. Though 92% of 
credit union members report 
“very high” or “extremely high” 
satisfaction—10 percentage 
points higher than bank cus-
tomers—credit unions fund a 
small portion of the mortgages 
originated in the United States.

You must position your 
credit union as your members’ 
real estate expert year-round 
and engage homebuyers in 
your purchase mortgage pipe-
line before they begin 
searching on other 
sites and connecting 

with outside agents and lend-
ers.

According to a NAR study, 
researching properties online 
was the first step for 43% of 
recent homebuyers compared 
to just 18% who started by 
connecting with a real estate 
agent. Offering search and 
market data tools that mem-
bers are looking for during this 
research phase is an optimal 
way to get homebuyers into 
your pipeline before they com-
mit to a lender.

Since real estates agents are 
influential throughout the 
homebuying journey, it is also 
valuable to develop loyal refer-
ral partnerships with agents. 
When a credit union member 
uses a HomeAdvantage agent 
to buy their home, 85% of the 
time the credit union retains 
the loan.

2. Support remote  
homebuying.
A recent survey by Google showed a 
more than 400% increase in the de-
mand for virtual home tours since 
2019, obviously largely influenced by 
restrictions that Covid-19 has placed 

on the traditional open house model. 
Now that consumers have experi-

enced the ease of touring homes from 
the comfort of their couch, technology 
is expected to remain a more central 
part of the homebuying process. Make 
sure to offer tools for virtual home 
tours and educational resources for 
selling and buying safely, and even re-
motely.

3. Address new buyer needs.
The trend of downsizing has reversed. 
Homebuyers are looking to upsize as 
their homes have become worksites 
and even school rooms for their fam-
ily. Home sellers who sold their home 
after March reported the main reason 
was that it felt too small, according to 
NAR research.

Remote working is ex-
pected to continue at 
higher levels even after the 
pandemic. So capture your 
members’ attention with a 
fun campaign that shows 
you’re here to help them 
navigate these new times 
and find the home that is 
the perfect fit.

4. Offer incentives.
The median existing-home 
price increased 16% be-
tween October 2019 to 
October 2020. Buyers, who 
are paying more for homes 
during a time of economic 
uncertainty, value incen-
tives. Despite high de-
mand, sellers entering the 
market after March were 
more likely to offer incen-
tives, like home warranties 
and credit towards remod-
eling, to help attract buyers.

Financial institutions 
can offer their own incen-
tives to entice homebuy-

ers to use their lending. For instance, 
CU Realty’s HomeAdvantage program 
features a cash-back benefit to credit 
union members who enroll in the 
program and use a partner real estate 
agent. On average, these homebuyers 
earn $1,600 per transaction.

“
It is all about 
who gets to 
the lead first, 
so now is the 
time to build 
and execute 

your purchase 
mortgage 
marketing 

plan.

“ “
You must 
position 

your credit 
union as your 
members’ real 
estate expert 
year-round 

and engage 
homebuyers in 
your purchase 

mortgage 
pipeline before 
they connect 
...with outside 
agents and 

lenders.

“
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David Gray serves as CU Realty Services’ first Chief Experience 
Officer. He is responsible for improving member experience through 
process, product design and software development for the CUSO’s 
turnkey real estate marketing platform, HomeAdvantage®. Prior to 
joining CU Realty in 2019, Gray held leadership positions with Xome 
Inc., a subsidiary of Mr. Cooper; Prudential Real Estate Affiliates; and 
Move.com (Realtor.com.). David Gray

About CU Realty Services 
CU Realty Services has more than 120 credit union partners nationwide that use its 
HomeAdvantage® real estate marketing platform to support their members’ home 
buying and selling needs.

From California to Florida, these credit unions have shared with CU Realty account 
managers how stretched thin their mortgage teams have been since early 2020. They 
have struggled to work remotely as well as balance the load of refinance transactions. 

Through HomeAdvantage, credit union members can search for homes, research 
neighborhoods, calculate costs of homeownership, connect to experienced real estate 
agents and qualify to earn Cash Rewards. By offering this program to members, credit 
unions are able to attract, identify and engage more homebuyers, and consequently close 
more purchase mortgage loans.

During this strained time, HomeAdvantage’s lead nurturing system, which blends 
automated touchpoints with personal outreach from a Member Concierge team and real 
estate agent partners, has kept the credit union’s brand and mortgage programs front-of-
mind with members.

5. Don’t forget about sellers.
Sellers become buyers, so messag-
ing to sellers is a great way to connect 
early with members who may soon 
need lending. Make sure to offer en-
gaging resources like property valua-
tions, market trends and even incen-
tives to help them in their journey. 

6. Automate your marketing
The motivation to ramp up marketing 
doesn’t erase the strain on your team as 
the refi boom continues and some staff 
are still working remotely or on atypical 
schedules. Automate your marketing 
with social media scheduling and email 
marketing tools to both amplify what 
your team can accomplish and ensure 
that homebuyer leads receive consis-
tent, nurturing touchpoints.

As 2021 kicks off, focusing on the 
goals and needs of homebuyers could 
reap great results. With housing activity 
at levels not seen since 2006, the upside 
of focusing on purchase mortgages is 
undeniable.
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