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‘A’ Is For Awareness
With a Clear Plan and Internal Buy-in,
CU Grows Mortgage Lending
By Terri Miracle
myCUmortgage

C

all Federal Credit Union saw phenomenal year-over-year
growth in mortgage loans funded and purchase loans
funded during 2019 (January-November).
The Richmond, Virginia-based credit union, with $405 million in assets and serving 30,288 members, realized year-overyear (January-November) growth of 322% in loans funded and
160% in purchase loans funded.
But the growth was earned: After gathering feedback, the
credit union worked hard to get everyone on board internally and
then build awareness of the benefits of the credit union’s mortgage
loan program.
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“We had heard from members that
they didn’t like being passed around
during the mortgage process at other
lenders, and we knew our loan-to-share
ratio needed a boost, so we wanted to
get our name in the game,” said Stephanie Couldrey, Vice President of Lending
at Call Federal.
Cara Clements, Call Federal’s Vice
President of Marketing and Financial
Education, agreed that the time was
right and awareness was the best place
to begin.
“Our members are very dedicated, so
we felt strongly that the biggest hurdle
was awareness,” Clements said. “Our focus groups reaffirmed what we already
knew—members looked to their Realtor first when it came to getting a referral for financing. Their reaction to us
was, ‘Oh, you have mortgages?’”

“The biggest key to the program’s success was getting buy-in from all over the
organization,” Couldrey said.

The credit union’s marketing plan
and impressive results have earned Call
Federal the 2019 Marketer of the Year
Award from myCUmortgage, their
mortgage partner.
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