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Return to Real Estate
Marketing
Now’s the Time to Put the Focus
on Purchase Mortgages
By David Gray
CU Realty Services
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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 uncertainty 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 selling homes at a record pace ever since.
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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 major U.S. regions experienced year-overyear growth. Experts confidently predict a strong real estate market for 2021.
“In 2021, I think demand—workfrom-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 because of a housing shortage.”
REALIGNING MARKETING
STRATEGIES
Most credit unions have been so inundated 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

on the traditional open house model.
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5. Don’t forget about sellers.
Sellers become buyers, so messaging to sellers is a great way to connect
early with members who may soon
need lending. Make sure to offer engaging resources like property valuations, market trends and even incentives 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 consistent, 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.

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-ofmind with members.

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.).
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