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Legal disclaimer
The information presented in this presentation is for general information only, is based on 
guidelines and practices generally accepted within the mortgage finance industry and is not 
intended to be all-inclusive. MGIC makes no representations or warranties of any kind with respect 
to the accuracy, completeness or suitability for any purpose of the information contained in this 
presentation. MGIC expressly disclaims any and all warranties, express or implied, including 
without limitation warranties of merchantability and fitness for a particular purpose regarding these 
materials and this presentation. In no event will MGIC be liable for any direct, indirect, incidental, 
punitive or consequential damages of any kind with respect to the presentation or materials 
provided. All examples are hypothetical and are for illustrative purposes only. This presentation is 
not intended and should not be interpreted or relied upon as legal advice. We encourage you to 
seek advice from a qualified professional.
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Who are these loan originators?

About 1,000 originators

9% are dual-licensed as a real estate agent

Employer type

Number of employees at the company

loan officers

79%

Mortgage 
banker

Bank Mortgage 
broker

Community 
bank

Credit 
union

Other

32% 22% 19% 17% 8% 2%

1 1,001 to
5,000

5,001+201 to
500

501 to
1,000

11 to 50 51 to
200

2 to 10

2% 10% 9% 25% 19% 12% 16% 7%

aged 50 or older

64%

have 21+ years
of experience

49%
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Reaching and
working with

borrowers
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Target markets

Most loan officers focused their 
marketing efforts on new 
purchases and refinances.

Newer loan officers are less 
likely to focus on move-up buyers 
and refinancing previous clients.

Respondents were able to select multiple responses. The 
graph shows the percentage of LOs who focused on a type 
of borrower at least sometimes.

15%

22%

30%

32%

33%

40%

56%

67%

86%

HFA loan

Jumbo loan

Construction loan

Vacation/Second home

VA loan

Refinance: New clients

Refinance: Previous clients

Purchase: Move-up buyers

Purchase: First-time homebuyers
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Reaching out to underserved markets

A few respondents also said ITIN 
loans are important in their efforts to 
work with underserved markets.

Respondents were able to select multiple responses.

19%

23%

24%

28%

35%

37%

40%

41%

73%

76%Offering affordable lending 
products & programs

Down payment assistance

Digitizing the mortgage process

Originating non-QM loans

Marketing to specific demographics

Training current staff

Emphasizing diversity in hiring, including 
hiring bilingual LOs

Maintaining existing partnerships with 
organizations that work in diverse communities

Establishing new partnerships with organizations 
embedded in communities we’d like to serve

Offering services in other languages
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Relationships matter
Most successful marketing media for originators

Respondents were able to select multiple responses.

90% 35% 29% 9% 3% 3% 3% 1%

Word of
mouth

(referrals)

Social 
media

Emails Postcards 
& mailings

Paid 
online 

ads

Billboards Radio TV

Most effective social media platforms 
for loan officers

Respondents were able to select multiple responses.

67% 43% 34%

InstagramLinkedInFacebook
Newspaper

1%
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How originators reach out to millennials and Gen Z

Respondents were able to select multiple responses.

49% 26% 7%

Partnering/
speaking with 

schools

Educational 
events

Social 
media

9%35%

Working with 
millennial or

Gen Z referral 
partners

Targeted 
ads

“Past clients’ children and 
their referrals to friends.”

“Organized networking groups. I 
belong to three, including a chamber 
of commerce, and two category-
exclusive networking groups.”
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Meeting 
borrower 

challenges
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Greatest borrower challenges in the 
last 12 months

Respondents were able to select multiple responses.

How to help homebuyers who are not yet 
mortgage-ready: Referral destinations

29%

40%

49%

69%

72%

76%Interest rates

Lack of available 
homes

Mortgage payment 
affordability

Down payments

Bidding wars

Creditworthiness

41% 34% 20%

Do not referCredit repair 
services

14%

Local 
community 

organizations

HUD-
approved 
housing 

counseling 
organizations
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Programs and products used most often for 
low-down-payment loans

Respondents were able to select multiple responses.

LOs in the middle of their careers are more 
likely to use conventional loans with private 
MI – 94% say they use them often.

79%
Conventional loan 
with private MI

62%
FHA loan

45%
DPA

37%
VA loan

19%
USDA loan



1/9/2025

DRAFT 12

How LOs decide which low-down-payment 
loan solutions to recommend

“We recommend the options 
that align with their ability to 
repay or available assets for 
total closing costs.”

“We compare the different loan 
options available to our clients 
to share with them and then we 
make a decision together on 
how to proceed.”

Loan characteristics play 
a large role in the

consultative process, 
including:

“Each loan has different characteristics, including credit, income, 
DTI and risk tolerance. Each loan is judged on its own merits and 
circumstances.”Products & programs

Income

DTI

Price

Credit
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Working with 
referral partners



1/9/2025

DRAFT 14

Fostering referral relationships
Most LOs say past clients and real estate agents are their best sources for generating referrals.

40% of loan officers who closed 76+ loans last 
year said builders were among their top 
referral sources, compared to 21% overall.

1%

2%

13%

13%

21%

21%

58%

84%

84%Past clients

Real estate agents

Friends & family

Financial advisors 
& CPAs

Builders

Estate lawyers & 
divorce attorneys

Educators

HR departments

Respondents were able to select multiple responses.

Looking for resources to use with referral 
partners? Ask your MGIC account manager for 
more info on our referral resources.

Community 
organizations
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How often loan officers stay in touch with 
their best referral partners

Multiple times 
a week16%

Once a month19%

Once a week28%

Every other 
month4%

Twice a 
month24%

Less 
frequently 
than every 
other month

9%
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How originators build relationships 
with real estate agents

Respondents were able to select multiple responses.

Networking & 
community 

events

ReferralsLunches & 
happy hours

Social
posts

Open
houses

Hosting
events

Software 
targeting

64% 50% 43% 36% 32% 31% 8%

86% 51% 41%

Education & 
development 
opportunities

Reciprocal 
referrals

Service & 
availability

20%

What LOs feel provides the most 
value to real estate agent partners

Exclusive 
guarantees

(30-day close,
for example)

Respondents were able to select multiple responses.
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Getting 
work done
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Greatest challenges for loan officers 
in the last 12 months

Respondents were able to select multiple responses.
*Including down payment, mortgage payment and interest rate impacts

How originators expect to end 2024 
compared to last year

25%

34%

35%

55%

59%

73%Affordability*

Inventory

Hesitant 
homebuyers

Referral partner 
development

Lead generation

Differentiating self 
from competition

18% 16% 24%

Close to the 
same

Slightly 
lower

Significantly 
lower

31% 11%

Significantly 
higher

Slightly 
higher
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Productivity
Activities requiring the most time for loan officers each week

Marketing & 
lead 

generation

Moving 
borrowers 

through the loan 
process

Prequalification Educating 
borrowers & 

prospects

Documentation Working with 
referral 

partners

44% 44% 42% 41% 38% 28%

Looking for educational 
content to use with 
borrowers? Ask your MGIC 
account manager for more 
info on our first-time 
homebuyer resources.

Respondents were able to select multiple responses.
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Technology
Elements of tech stack very critical to LOs’ success

73% 58% 48% 47% 46% 44% 39%

LOS PPE Document 
management 

tools

Process 
automation 

tools

E-mortgage 
solutions

Point-of-
sale 

software

CRM/ 
CMS

Ways LOs use AI for business

Respondents were able to select multiple responses.

64% 26% 6%

Customer 
service

MarketingDo not use/ 
not sure

Respondents rated each category. 
The percentages above are those who chose “very critical to my success” for each category.

Data 
collection

8%
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Business goals

mentioned 
survival

referenced 
referral 

strategies

included growth 
words (grow, 

double, expand, 
exceed, 

increase)

ModeMeanMedianGoal

$15 
million

$22 
million

$18 
million

Production in 
dollars

244530Number of 
loans

of respondents shared a 
production goal in dollars or 
number of loans

“Get better every day. Practice patience, 
repetition and educating borrowers about 
everyday finances.” 

18% 24% 14% 5%
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Loan Officer Hub
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mgic.com/twitter

mgic.com/blog

mgic.com/linkedin

mgic.com/youtube

mgic.com/facebook

Connect with us
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Thank you
for choosing

MGIC
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