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Introduction In order to save precious time and unnecessary costs, mortgage 
lenders must engage borrowers at the critical moment when they are 
ready to buy. 

With consumers spending more time conducting research and 
purchasing mortgages online, qualified leads reached through 
digital resources are a hot-ticket item. By adopting intent marketing 
practices, in which you specifically target consumers who actively 
show signs of interest, lenders can improve the quality and quantity of 
their lead generation. 

Natural Intelligence has conducted research to reveal how you, 
as marketers, can drive high-intent traffic that will convert on your 
mortgage websites.



Executive Summary 1. Address Your Audience’s Changing Online Behavior 
Technology has radically altered how Millennial and Gen X consumers 
want to shop for and purchase mortgages. Online research, including 
reviews and comparison sites, has become a critical step for these 
high-intent consumers. Almost 50% of mortgage borrowers are now 
finding their lender via online research. 

2. Create a Comprehensive Paid Search Strategy
Mortgage keywords are among the most expensive in cost-per-
click search engine advertising costs. Search volume of unbranded 
mortgage terms has risen since 2010 by more than 200%, while search 
volume of branded mortgage terms decreased by more than 60%. 

3. Recognize What High-Intent Users Are Looking For
Online mortgage buyers are looking for value and a seamless online 
experience. With 80% of U.S. consumers willing to pay more for a 
better online experience, there is a tremendous opportunity for lenders 
to capitalize on the fast-growing high-intent borrower market, if they 
can meet consumer needs.



1 https://www.nahb.org/en/research/housing-economics/housings-economic-impact/housings-contribution-to-gross-domestic-product-gdp.aspx

3 Steps to Reach 
New High-Intent Leads

With housing contributing a whopping 15%-18% of yearly GDP1 and 
$10.27 trillion in mortgage loan debt in 2016, mortgage customers 
are shopping big—online. In order to compete, lenders must adapt 
to changing consumer habits and expectations, and address the 
challenge of how to acquire new quality leads online. Engaging with 
consumers at specific intent-to-purchase moments and providing them 
the information and tools they want are key to success.



Young home buyers will hold large market share in the upcoming 
years; millennials made up 34% of homebuyers in 20173. About half of 
home loans in 2017 were taken by under 45s4. They expect their home 
purchase experience to be easy, fast and online. 

According to a recent Velocify study, 48% of mortgage borrowers over 
the past two years found their lender via online research, as opposed 
to only 13% of mortgage borrowers 5-10 years ago5.

In order to address changing customer expectations, mortgage 
companies need to make it simple for consumers to find and compare 
their products online. They need to supply shoppers with basic data, 
such as trustworthy reviews, comparisons and interest rates. 

Step 1: 
Address Your Audience’s 
Changing Online Behavior

48% of mortgage borrowers 
over the past two years found their 
lender via online research2

2 http://engage.velocify.com/digital-mortgage-experience-study
3 https://www.nar.realtor/research-and-statistics/research-reports/home-buyer-and-seller-generational-trends
4 https://www.fhfa.gov/PolicyProgramsResearch/Programs/Documents/NMDB-technical-report_6pt0_041818.pdf
5 http://engage.velocify.com/digital-mortgage-experience-study



Figure A, According to Velocify's survey, Millennials were 45 percent 
more likely to find their lender online than baby boomers.

6  http://engage.velocify.com/digital-mortgage-experience-study 
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Step 2: 
Create a Comprehensive 
Paid Search Strategy

High search volume means competitive search engine advertising costs. 
Mortgage and other financial services industry terms, such as “insurance” 
and “loans,” rank among the most expensive in cost-per-click8. 

Unbranded mortgage-related terms 
are nearly 7X the cost-per-click 
of brand specific phrases7

7 Natural Intelligence research
8 https://www.wordstream.com/articles/most-expensive-keywords



According to the annual Borrower Insights Survey from Ellie Mae, 61% 
of respondents want to be able to complete and apply for a mortgage 
application entirely online9. Consumers want to know that they 
have choices and to make their own informed decisions; they prefer 
exchanging information, conducting first-hand research, comparing 
different options and reading reviews. 

Figure B 
According to Natural Intelligence research, unbranded search terms, 
such as "best mortgages", "best home loans" and "best home 
mortgage lenders" have an average of $13.55 CPC per keyword. 
While branded terms, like "Bank of America mortgage rates" or "Chase 
home loans" have an average of $2 CPC per keyword. 
This is a competitive field for high-intent users that are not loyal to a 
specific lender. Marketers should consider what strategy to employ to 
capture these users.

9  https://www.elliemae.com/borrower-insights/2018
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Google even lists reviews among its top featured page types on search 
engine results, meaning Google ranks reviews as having value to 
search engine users10. 

Despite this, the expense of branded pay-per-click advertising can be 
prohibitive. Figure C shows an increase of 211% in search volume for 
certain unbranded mortgage comparison terms from 2010 to present, 
while Figure D shows a 62% decrease in volume for some brand 
mortgage keywords of the US’s top banks11. Mortgage companies 
need to attract high-intent buyers that search for mortgages without a 
specific company in mind.

Figure C
High-intent, low brand consideration keyword searches

Figure D
High-intent, high brand consideration keyword searches

10 https://moz.com/mozcast/features
11 Google Trends
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With more borrowers spending more time researching online, providing 
information that is relevant and useful becomes crucial. What content 
works? Consumers are no longer loyal to brand names, but rather want 
the best rates and online experience. Natural Intelligence’s A/B tests and 
experiments on mortgage comparison sites show that:

Step 3: 
Recognize What High-Intent 
Users Are Looking For

80% of U.S. consumers will pay more 
for a better online experience12

Rates convert customers 
Based on Natural Intelligence comparison websites, companies that 
display interest rates and APRs generate more qualified leads than 
companies that do not share this information. 

A seamless online experience matters
71% of borrowers work with lenders who offer online document sharing 
portals. Users are searching for the best mortgage rates and looking for 
budget tools13. 

1st place listings engage higher interest leads
According to Natural Intelligence comparison websites, recommendations 
of top mortgage lenders are meaningful to borrowers, with the #1 listing 
converting 27.3% higher than the 2nd, and the 2nd place listing performing 
61.4% higher than the following listings.

Therefore, companies that want to generate more traffic from third party 
sites need to be willing to share their rates, create a seamless online 
lending process, and do their best to be ranked as high as possible.

12 https://www.nationalmortgagenews.com/news/borrowers-find-the-best-mortgage-rate-online-then-many-pick-up-the-phone?utm_campaign=daily%20
briefing-aug%2030%202018&utm_medium=email&utm_source=newsletter&eid=18dca423f5ea1b942a5655ad91b615ad
13 Ibid



Mortgage companies should adopt intent marketing to target 
consumers at the moment they are ready to buy, which they indicate 
through their online search habits. Consider your potential customers’ 
journey and provide them access to your offers at the critical stages 
of their research, even when not on your brand's website. 

There is a tremendous opportunity for lenders to capitalize on 
high-intent borrowers, who are less interested in specific lenders,  
and more focused on educating themselves and evaluating 
available options.

Help Customers 
Choose Your Mortgage 
for Themselves



Natural Intelligence, a global leader in intent marketing, operates 
comparison websites that drive high value customer acquisition. 
These comparison sites connect millions of online users with 
hundreds of leading global brands across a wide range 
of industries, including mortgage loans. 

Ready to apply intent marketing to your brand? 

About 
Natural Intelligence

Let's talk >>

https://www.naturalint.com/business/thank_you.html?utm_source=Letstalk&utm_medium=PDF&utm_campaign=Online_Mortgage_Ebook&utm_content=Thankyou

