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Bridging Business Trend



How Many Bridging
Lenders Have You
Use In Last 6
Months
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Unprompted Awareness
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Prompted Awareness
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Strong Brand Impression — | Know What They Do/Good At
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Strong Brand Impression — Have Used In The Last 6 Months
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Strong Brand Impression — Likely To Recommend
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MARKETING RECALL
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Industry activity

Hosted a virtual BDM meeting from a lender 74%

Hosted an in-person BDM visit from a lender 69%

Attended avirtual industry event / conference 54%

Attended an in-person industry event / conference 53%

Invested in your personal brand / marketing activity 29%
Invested in your firm’s marketing activity (website,

. . 25%
social media) °

Purchased mortgage leads to support your business

%
development 9%

None of these 6%



What Is
Important To
Brokers

Funding

Transparent Pricing

Speed _

Brand Reputation

Case Appetite
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Do You Use Distributors?

%%"  Why do you use distributors

V Which ones do you use?

m Never ®m Sometimes When | Have To m Always



Correlation
between
price and

brand trust

What do you

want from
BDMs

Other
Points

Product
development
opportunities

What do you
want from
lenders?
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