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MaineHousing
2015 First Home Loan Marketing Campaign:
Co-Branding is “Green Key”

www.mainehousing.org and www.mainehousing.org/homeloan

OVERVIEW

The aftermath of the 2008 housing crisis was a competitive, rate-driven marketplace among mortgage lenders
to capture hesitant clients and loans. MaineHousing, with its mission to help income-eligible households
achieve their goal of homeownership, unfortunately became just another participant trying to gain traction

and name recognition.
In 2008, we purchased 1,163 loans, by 2012, our loan numbers had dropped to 318.

MaineHousing’s first-time homebuyer program is available through more than 40 lender-partners statewide.
We purchase the loans from participating lenders. In recent years, our lender-partners offered comparable
rates for their mortgage products, so MaineHousing’s first-time homebuyer loan program was rarely
presented as an alternative. In 2014, MaineHousing purchased 287 first home loans from our lender partners.

In 2015, a decision was made to set us apart from our lending partners, but not scare them away. We wanted
to create a healthy customer balance between our loans and our partners’ mortgages. In mid-January 2015, we
upped our Advantage program to $3,500 for down payment and closing costs assistance and set our rate at
3.5% with zero points on our 30-year fixed rate mortgage. Research showed that eligible first-time
homebuyers, particularly millennials, would consider homeownership as an alternative to increasing rents if

they had help covering down payment and/or closing costs.

The $3,500 Advantage would be our hook over our lender-partners’ loan products. Our challenge would be
to educate first-time homebuyers about MaineHousing’s first-time homebuyer loan program, where they
could get it, and tell them to ask for it by name. We asked eight advertising agencies to submit bids on how
they’d market the program with a budget capped at $100,000, and were turned down by all but two. One
agency showed us that a successful campaign could run ten times as much. The marketing strategy was
focused on designing a brand, with about a third of available funds to be directed towards actual marketing.
Social media would become our inexpensive way to get the word out as television, radio, and online
newspaper ads were cost prohibitive. Also, to save money, MaineHousing would implement or edit most of

the design work that was created.

With a goal of 750 mortgages by the end of the year, co-branding with our lender-partners, real estate
professionals, and hoMEworks homebuyer education program would be our “green key” to success.


http://www.mainehousing.org/

CAMPAIGN

Creating Components

MaineHousing’s First Home Loan program is available to first-time homebuyers, returning homebuyers who
have not owned a home in the last three years, and active duty and retired military. In Maine, first-time
homebuyers are 23-35 years old (mostly in their 30s). Our goal was to attract their attention. We developed a
brand that included a program name, a logo, names for our partners, and social media tools such as tags and

hashtags.

Our campaign, which continues to evolve and run on a daily basis, has a theme, and each post includes our
rate and the $3,500 Advantage towards down payment or closing costs. Our components are:

e Theme: Opening the Door to Your Future. Campaign imagery shows a door with a green key chain that
opens up to photographs of what a homebuyer could experience with a home of their own during
the four seasons in Maine.

e Program name: We call it the First Home Loan, and it has a fresh logo that uses two of our
agency’s already-established four colors.

¢ Lender-partner name: For lenders, we incorporated the green key chain from the campaign
imagery into a name. We call them Green Key Lenders. Homebuyers could ask banks or mortgage
companies if they are a “Green Key Lender,” and lenders watch for its use.

e Real estate professionals’ name: Through a review of loan applications, we found almost 60 real
estate professionals who sold at least three houses using a MaineHousing First Home Loan. We call
them “First Home Finders.” We developed a logo, made window clings for their offices, and put
their names and contact links on our website.

e hoMEworks: To receive the $3,500 towards down payment and closing costs, buyers were required
to complete a hoMEworks-approved homebuyer education class. Its logo and website was
redesigned by MaineHousing in partnership with hoMEworks.

e Website: The importance of the First Home Loan program needed to be evident on our homepage.
The Open the Door to Your Future theme with a seasonal image and a text overlay that states the rate
plus the $3,500 Advantage program was placed prominently at the top. Also, the page was freshened
up to highlight our most-frequented programs and make it easier to read.

¢ Landing pages: A First Home Loan landing page was created specifically to market the program.
The interest rate and the $3,500 Advantage is at the top. All of the campaign components are
featured. Another landing page was created for the active duty and retired military part of our First
Home Loan program.

e Let’s Connect card: We designed a card that was sent to First Home Finders on how to use social
media to connect us with them and their clients. It includes lists of our social media sites, hashtags,
and tags for them to use in their posts.

e Collateral Materials: A new display for trade shows, including a pull-up banner, was created, as
were tablecloths with the new logos, lanyards for our annual housing conference, and green key

chains.



Execution
Our campaign is cemented in repetition. Repetition is imperative to educate buyers and keep our lender-
partners on board with us.

While our target audience is first-time homebuyers, our most important clients are our partners. To convince
our Green Key Lenders to help first-time homebuyers secure a MaineHousing First Home Loan, and to help
them understand that we are partners and not competitors, we created a schedule of Green Key Lender posts
for each of the more than 40 participants. The posts run across social media platforms on Mondays and
Fridays, and include tags to the lenders’ social media sites as well as their web page. We include campaign
components — the First Home Logo, the green key chain, the interest rate and the $3,500 towards down
payment and closing, and instruction for homebuyers to talk to our featured lender to learn more. We sought
testimonials, but found that the Green Key Lender posts were better received.

It takes little time and no money to post and share a partner message regarding our partners. Very little effort
is required of our lenders’ communications departments to share the posts. They only asked for the dates

when they’ll appear on our pages.

Our First Home Finder campaign with real estate professionals is a work in progress, and is promoted to
them by citing the success of our Green Key Lender partnerships. We’ve changed it, though. We’re finding
it’s easier for real estate professionals to share our posts with individual clients. We’re asking that they take it
one step further and post pictures of first-time homebuyers who purchased a home with our First Home
Loan, and to include tags. Our Let’s Connect card shows them how to do that.

MaineHousing did not have established social media accounts other than Facebook at the start of 2015, and
our Facebook page had less than 250 followers. It’s now more than 1,600. We also have Twitter, Instagram,
and Pinterest accounts. Our social media analytics show that we are above the national average for click-
through rates on every platform, and advertisements. We did spend approximately $20,000 on digital ads
targeting specific audiences, Google Adwords, and Facebook ads during the busy home-buying season plus
“like us” ads to increase followers. These, too, performed above the national averages.

SUCCESS!

Our annual holiday party happened to coincide with the last day our Homeownership Department was to
purchase mortgages for the year. Our Communications and Homeownership departments already were
exchanging compliments for the effort put in to building a solid program, but we were aware that it looked
like we would be short of our goal.

Shortly after 2 p.m., when desserts were being served and MaineHousing administrators were sharing holiday
wishes, word came from Homeownership that additional mortgages were sold. We hit 750 exactly. Right on

the nose.

And this year, unbeknownst to us, one of our biggest lenders is airing radio spots on Maine Public
Broadcasting (MPBN) that says they are proud to be a MaineHousing Green Key Lender.

MPBN sent us the audio. We posted it on social media.
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MaineHousing home page
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Our homepage prominently features the First Home Loan program. Our marketing campaign components are
displayed: the First Home Loan logo, the green key chain, the rates plus the $3,500 towards closing costs, and a link
to our First Home Loan landing page, which is on the next page.



First Home Loan landing page
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Let's CONNECT £ Moy

Together, we can use social media to share our stories with families, friends, and new clients!

@ & ourFriena: €) share What YoU'RE Doing!
Find us and like us on one of these sites: Use our page to your marketing
El @MaineHousing achventage.
W @MaineHousingl Do you have a client who purchased their

@ e naliitious; home with MaineHousing's First Home
it bt Loan? Say Chease] Take a picture together.
@ @mainehousing Past it with a message and tag your client
and tag us.

9 Share What WE'RE Deing! .
Think of a friend or client that may want to :
s8e 3 message we've posted? Share it. ‘

When you share it, you can add your own

meszsage and tag the person you'd like to
see it i

NIO=H
i O vy

Our Let’s Connect card provides information to our First Home Finders on how to include their clients and
MaineHousing in their social media posts, with the goal to gain more exposure through several pages.

Green Key Lender posts
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First Home Finder

Almost 60 real estate professionals

sold at least three houses to first-time
homebuyers who purchased their house
with our First Home Loan. We call these
professionals “First Home Finders,” and

FIRST H®QME o o et Lo o dspin o het
flice. Also, they are listed on our First
FINDER o

Home Loan website with a link to their

sites.

A B oS

We updated our Homeownership booth that’s used at trade shows with the First
Home Loan campaign components, including rates, $3,500 towards closing, Green
Key Lenders, logos, and how to connect with us on social media.
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