Effective Database Marketing—Making You An Army Of One

By Sue Woodard

“I wish I would have understood more about the whole process, I always felt a little confused.” 

“No one ever really explained what would be happening next, I did not know what to expect.”

“The information and service provided up front was great, but then we just got handed off to other people.”

Do any of those complaints sound familiar to you?  

They most certainly do to me, as they are excerpts from actual client surveys I received not too many years ago.  Now compare that with a few more recent surveys:

“We appreciated all of the very helpful information provided during our loan process.”

“The personal service and contact was absolutely incredible—I will refer you to everyone I know.”

“Thank you for handling each step of our loan with such personal care and concern for our satisfaction.”

Would it interest you to know that this resulted from only one thing changing in the way our business was run?  No, I did not start working 80 hours a week.  I did not hire a specialist just to manage client contact, nor did I reduce origination volume to a low level.  In fact, the last several years have produced increasingly higher volume and higher ratings of client satisfaction, which do not always go hand in hand.  The one tool we added was a database marketing program that worked to plug many of the gaps that we could see existing in our business. 

Please understand that whether you purchase a ready-made system or custom design your own, a truly successful database marketing system does not leap out of the box…as if it’s immediately ready to solve each and every business problem in a single bound.  It does require some time and participation on your part in order to choose and implement the right plan for you, but the payoff is immense. 

Years back, we initially started our contact management plan with an intricate paper system, rampant with folders, note cards, sticky notes, and special color “codes.”  Being reasonably intelligent people, my team and I quickly learned that it would be much smarter to take advantage of available technology.  We began with a very generic system that worked, but was simply a vast warehouse of information that did nothing to help us grow our business until we went in and told it what to do and when to do it.  Out of frustration and a great desire to grow our business, we took the following steps that you can duplicate as well, in order to develop a truly successful database marketing plan.

Determine the Need
We first took a good hard look at our business model, in order to identify the “gaps” that existed in our current system.  We found several, and perhaps some of the following items will sound familiar to you as well.  We discovered that from a client perspective, we had three main areas of concern.  

First, after pre-approval and consultation, I realized that I would neatly file away their approval in my drawer, never to proactively contact them again, and the retention rate of these initial contacts was lower than I found to be acceptable.  Second, after a loan went into process, I had very little to no communication with my clients, which often left them feeling like I had “abandoned” them just as they were getting started with me.  Third, after the loan had closed, I sent no communication designed to retain a relationship or seek referrals from my past clientele.  What a shock that our repeat and client referred business was at minimum!  

Further, we also recognized that our communication with valued business partners was sporadic at best, and we were taking very few consistent actions designed to build and maintain a strong network of varied referral sources.  We realized that our clients and business partners were frustrated with our lack of contact, and we were frustrated as well, feeling that they “just don’t understand” all that we have to do in a day!  

We realized that all of these gaps could probably be filled with an automated database system, and we began to form a list of all of the ideal contacts we would want to have with our clients and business partners. This wish list became quite long, and included having informative letters sent on a consistent basis to every new potential client, which would also cross-market our business partners. During and just after the loan process, a series of proactive letters would be sent to keep the client well informed each step of the way.  We also wrote a series of letters designed to request repeat and referral business after the loan had closed.  It was a labor of love—but well worth the time!   

By the way, as an MMG Member, you have FREE access to these letters, in English and in Spanish. These materials are included in an editable Word format that is designed to generate client referrals and cross-market your business partners and referral sources. Take advantage of the time and sweat I put into it…so you don’t have to!
Here’s another easy, affordable suggestion you can put into action immediately. To keep your clients and referral sources educated, entertained and informed with timely market information and tips, all coming from YOU as the trusted advisor, check out The MMG Weeklysm.


Learn More

View a Sample Issue
The MMG Weeklysm also comes with a FREE monthly consumer edition called “The MMG Monthlysm: Views You Can Use”, which is also available for inexpensive co-branding and co-marketing with your referral partners or other professional acquaintances. 

View a Sample Issue
Make the Investment

After developing this grand list, next came the fun part—realizing that it would take an investment of time, energy, and money to have exactly what we wanted.  We investigated some of the database systems available on the market at that time, and finally made the decision to develop our own, which could include all of the ideas we had formed.  At the time, it was an immense undertaking. 

The good news is that there are now many terrific automated systems available today.  And to make things even better, MMG has negotiated special discounts for you on the very best automated database systems available, many of which have incorporated my whole philosophy and marketing materials into their systems. 

Improve Continuously

After our system was in place and operating successfully, it became easy to continually find and implement new ways in which our system could work for us.  Do you find that you often get asked the same questions again and again?  “APR?” “Are you coming to the closing?” “How do I make my first payment?”  Instead of shaking our heads in the frustration of having answer these questions yet one more time, we began to take note of these “rubs” and rough spots in our business, and included letters answering these questions as a consistent part of our database marketing plan.  As another example, the addition of an automatic mid-process reminder for me to make just one unsolicited phone call to the client added an unexpected personal touch.  

The true measure of success of the system is that I am actually far less “hands on” during the process than I have ever been, but the clients and business partners are now seeing and feeling my personal involvement each step of the way.  Our retention levels, repeat clients, and referral rates are at an all-time high, while more of my time has been freed up to spend doing what I do best—developing high trust relationships with clients and business partners, rather than spinning my wheels on reactive tasks. 
Start Today…You’ll Thank Yourself Tomorrow

No matter how you decide to get started, I can assure you that the investment of time and money you make will be repaid to you many times over.  Again, remember to distinguish between what is urgent versus what is truly important, and if you haven’t started yet, there is no time like the present.  Invest in yourself before you feel that you can afford to…the reality is that you cannot afford the alternative. There is an old Chinese proverb that says it best: “The best time to plant a tree was twenty years ago…the second best time is right now.”
