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TO WORK!

The purpose of advertising isno different today than at the time of the public crier. Techniques have changed
course. The marketing newd etter isamodern instrument designed to build arespected identity, to make your name
and your company’ s name well known and highly regarded.

Touchpoint Communications wants to help you get the best results from your newsletters. We regard our
contact with you as a partnership where we furnish the newsletter and you exploit every opportunity to bring the
material repeatedly to al potential clients. Your newsletterswill yield returnsin direct proportion to the effort and
ingenuity you put forth when working with them. Here are someideasto help you get your newdlettersinto theright
hands.

PAST CLIENTS — YOUR PRINCIPLE RESOURCE

If we have found out anything in the past years about newsletter marketing, it is this. Past customers are a
lead source that should never be left untapped. Our subscribers who send them to past clientstell us that they get
excellent response every month from thislead source and a high percentage of them turn into new business. Infact,
the newdletter is the core marketing strategy for many of them. Everyone likes to do business with people with
whom they have had a good experience. But if you fail to maintain continued contact you will soon be forgotten.
Do not overlook peoplewith whom you have just finished closing adeal. They are your best referral source because
their whole experiences with you is still fresh in their minds,

If you aren’'t currently sending your newsletters to your past borrowers, we urge you to assign time this
week to update your mailing list.

REAL ESTATE SALESPERSONS - MORTGAGE LENDERS

Subscribers should be diligent in sending their newsletters regularly to these important referral sources.

The in-person approach is aways best. Don't say you haven't time. One of our top selling and busiest
subscribers (20 to 40 loans a month) tells usthat he is a strong believer in the handshake. The benefits from thein-
person sales call cannot be compared to any other selling method. Handouts of rate sheets and business cards have
a dull and unimaginative quality. In contrast, the newsletter will give you a sales tool that stands apart from the
material your competitors are handing out. Our subscriber tells us he has no trouble getting all of his newdletters
distributed in this manner.

Unlike business cards, rate sheets and flyers, the newsd etters have valuable information about your common
industry —information the Realtor or other professional will want to look over. They may not have the time to read
the newdetter then and there, but they will retain it for later reading. This means your newdletters will have staying
power and work for you long after you have driven away from the sales prospect. If the newdetter is on the
Realtor’ sdesk with your photo, name and phone number, it is doing exactly what it was designed to do. It also helps
to arouse your client’ sinterest in the newdletter by referring to one or more of the articles as being of some interest
and importance to him.

Many of you have loyal real estate agents who give you regular referrals. Ask these agentsif you can leave
some of your newsletters at their open houses for potential buyers to read. You could even go a step further by
printing up either a separate flyer supporting the Realtor, inserting it into your newsletter and giving the Realtor
several to distribute to prospective buyers, or printing something about the Realtor directly into your own newsl et-
ter. You could even feature adifferent Realtor with each newd etter issue you receive. Touchpoint Communications
newdetters offer more space to personalize your newsletters than any other personalized marketing newsl etter
available to the industry.

LOAN APPLICATION SUPPORT

We have one subscriber who sends the |oan application in the mail to borrowers before the appointment. He
always encloses his newdetter with the application. He said that two different borrowers have told him they re-
ceived severa applications with their business cards from other lenders, but his was the only application that came




with a newdletter. The borrowers cited the newdletter as the reason they made the loan with our subscriber.
PROFESSIONALS IN OTHER FIELDS

Another fertile sector, easily overlooked, is the group of professional people in or near related business to
thereal estate industry such as: real estate attorneys, financial planners, escrow companies, title insurance represen-
tatives. You may want to be truly adventurous and shoot out at atangent as did one of our lady subscribers. She set
up a stand with her newsletters in her friends pizza store and picked-up aloan the first month.
TELEMARKETING SUPPORT

When abusiness solicitation is made by telemarketing it would be advantageous to reinforce your approach
with your newsletter. One of our subscribers gets most of his business by telemarketing. He told us that whenever
he gets someone on the phone who sounds like a genuinely interested prospect, he sends out a newdletter as a
follow-up to strengthen hisimpression.

Another way to use your newsletter asa support in telemarketing isto send the newsletters out first and then
follow-up with asales call. The newsletter helps to introduce you prior to your phone call, transforming it from a
cold to awarm call!

BUSINESS AND SOCIAL GATHERINGS

Do you go to real estate board or chamber of commerce bregkfasts? Frequently there is atable for membersto
display and offer their literature. Don't forget your newdetters. Do you belong to any civic, social or business networking
clubs and associations? The same thing applies. When it is gppropriate, bring your newdetters to these meetings.

EASY DISTRIBUTION — MAIL THEM!

If you want to minimize the work and time involved in newdetter distribution, regular computer generated
mailingsto your past, existing and targeted accounts is probably the way to go.

Oneof our long-term subscribersin Cdiforniawas asked if he knew how many loans his newd etters have brought
induring the past three years. He answered; he had never looked at that aspect and didn’t know. 1 just knew | wanted my
face out in front and that | was getting loans’.

Another subscriber in Phoenix, when asked about the effectiveness of the newdetter, replied that he had never
tracked the results but felt that the newdetter established credibility for him and for his company.

You must have aplan for distribution. Newdetters are atool, and like any tool, they do you no good in the tool
box. After you have mailed your newdettersto targeted prospectsfor afew months, you can follow-up with an introduc-
tory phone call. The newdetter is an effective way of breaking the ice with new prospects, thereby virtualy eliminating
cold cal sdlling and turning that cold cal into awarm one.

TAKE A WALK!

You must haveaplan for digtribution, evenif it sasimple one. One of our subscribers said she has her daughter passthem
out in the neighborhood where she lives, and that she picked-up two to four loans every month for the past four months
thisway. I'd call that pretty smple (and effective). Having children pass out the newdetter may not be appropriate for
everyone, but it doesillustrate the smplicity of thetask. Pick aneighborhood that isripefor refinancing. Tekeawalk; it
will be good for your hedth aswell as your bank account. Don’t make the mistake of |etting your pride keep you from
knocking on doors. No one has improved on the persona approach.

FRIENDS AND RELATIVES

Itisamazing how many of usoverlook our friendsand relations. These peopledon’t think of youinyour business capacity
and often forget that you are amortgage lender. People like to do business with their friends and relatives. They fed like
they can trust them (and will get afair dedl). Evenif these people aren’t themsalves seeking aloan, they may know others
who are planning changes requiring financing. If you remind them that you arein the business by sending them anewdet-
ter each month, they will remember to tell other relatives and their friends about you.

We would like to wish you al luck with your newdetters. In redity though, it takes something more than luck. It takes
commitment and initiative and only you can provide that.
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