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NEW Let’s Grow This! Rewards Program

Let's Grow This

REWARDS
PROGRAM

Working Together to Expand Our
Reverse Mortgage Market

Mutual of Omaha Reverse Wholesale has a strong lineup of webinars
planned for 2026. Our Let's Grow This series will provide you with

new sales ideas, on a wide range of topics - each led by industry experts

The more sessions you attend, the more you'll be rewarded. Here is how it works:

Tier 1: Attend 4+ Webinars

[4 Entry to quarterly attendee giveaway (participants
get one entry per attended session)

[ Mutual of Omaha branded gift

Tier 2: Attend 6+ Webinars

[ Entry to quarterly giveaway (participants get
one entry per attended session)

[/ Invitation to Top Partner Roundtable

Tier 3: Attend 12+ Webinars

[ Entry to quarterly giveaway (participants get one entry
per attended session)

[/ Entry into annual giveaway (participants get one entry.
per attended session)

[ Invitation to Top Partner Roundtable

tgage. I
approved by HUD, FHAor any Gosermment Agency: Subject to Credit Approval.For lcensing nformaton. gotr

2 Equal Housing Lender
434324822

Rules at a Glance
Open to all licensed loan originators

There s no obligation to partner with or send business
to Mutual of Omaha Mortgage in order to participate in
the giveaways

Must attend the entire session in order to be eligible

Winners will be chosen via random drawing and will be
notified via email Live attendance only — replays do not
count toward rewards.

Use the same email each time so we can properly track
your participation

Rewards are awarded to the individual attendee and are.
not transferable

Mutual of Omaha Mortgage may update or modify
program rules at any time
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Tier 1 — Attend 4+ Live Webinars

«  Entry into quarterly giveaway $100
(one entry per session attended)

*  Mutual of Omaha-branded gift

Tier 2 — Attend 6+ Live Webinars
*  Quarterly giveaway entries

» Invitation to Top Partner Roundtable

Tier 3 — Attend 12+ Live Webinars

*  Quarterly giveaway entries

*  Entry into annual giveaway - $2,500 value
» Invitation to Top Partner Roundtable

*Must attend the full live session to earn
credit.

o
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<« Congratulations to Our Q1 Winner! «

Penny James
First Home Equity Loans, LLC

Reminder: Attend a full, live session, and you’re automatically entered for the next drawing—
coming in June.
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«: Congratulations! <

Tier 1 Rewards

Jennine Schlies
First American Bank

John (Archie) Archibald
Cherry Hills Mortgage
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YOUR PRESENTER

Kelly South

MUTUAL OF OMAHA MORTGAGE
Director of Wholesale Content and Communications https://www.linkedin.com/in/kellysouth0714/

Marketing Director with 20+ years of experience in financial services, mortgage, and B2B/B2C marketing, including 10 years

in the reverse mortgage industry.
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AGENDA

 Understanding Social Media Basics & Your Audience
 Creating a Facebook Business (Meta) Page

* Building Your Audience

 Leveraging Facebook Messenger

« Crafting and Sourcing Compelling Content
 Boosting Posts

« Analyzing Performance
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Understanding Social Media
Basics & Your Audience
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Understanding Social Media Basics

* 82% of 65- to 69-year-olds are internet users. Compared to 14% in 2000.
* 63% (ages 50-69) and 70% (65+) use social media.

* Mostly searching for health information.’

* 91% of people believe in social media’s power to connect people.’

» Consumers rank social media as the #1 way to connect with brands.

e Social media as a relationship-building tool, not a direct sales tool.

" Source: https://thegerontechnologist.com/the-amazing-truth-about-internet-use-by-older adults/#:~:text=Given%20that%2070%25%200f%20seniors,to%20search%20for%20health%20information.

2 Source: https://media.sproutsocial.com/uploads/Sprout-Social-Creating-Connection-What-Consumers-\Want-From-Brands-in-a-Divided-Society.pdf
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Internet Usage by Category

1 Get health or medical info

Visit a local, state or federal website

o Do any banking or financial activities

Z2h Use social networking sites (FB, Linkedin)
7, Use video chat services (Skype, FaceTime)

Take a class

" Source:
https://thegerontechnologist.com/the-amazing-truth-about-internet-use-by-older-
adults/#:~:text=Given%20that%2070%25%200f%20seniors, to%20search%20for%20health%20information .

66%
58%
55%
44%
26%

18%
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Defining Your Audience

Seniors may be Facebook’s smallest age group in the United States,
compared to other social platforms but they use Facebook more than

any other social platform. YouTube is a close second.

marketing

Social Media Use by US Adults Ages 50+ siett Charts

2021 m2022

1%
68
52%51%
28%
24 25%
20%
17%18% 18%16% 16% 16%15% 15% 15%
! 10% 12%
5%
| [——)

Facebook YouTube Instagram Pinterest Linkedin NextDoor WhatsApp Twitter TikTok — Reddit Other None

Published on MarketingCharts.com in January 2023 | Data Source: AARP

' Source:
https://www.marketingcharts.com/demographics-and-audiences/boomers-and-older-
228353#:~:text=New%20research%20%5Bpdf%5D%20from%20the,from%2068%25%20a%20year%20earlier.
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Creating a Facebook Business
(Meta) Page
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Creating a

Facebook for
Business Page

Professional page separate from your
personal Facebook page

A kind of modern, online “Yellow Pages”

You can be publicly
recommended/reviewed
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Creating a Facebook for Business Page

 Must have a personal page to create a business page
« Pages == New Page Button

« Page Name
 Name, company name and NMLS ID

« Select category

« Business description (up to 255 characters)
« Likely on your company’s website

e Customize Page
e (Call-to-Action, About, Location, Website
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Creating a Facebook for Business Page

Action Button X

Choose an option

 Call-to-Action Button
Tell people how to engage with you by customizing the action

« Adding an “Action” button will drive activity! buton t the op of yourPage
CTAs include: D s

Starts chat on Facebook Messenger

(O Send WhatsApp message
Starts chat through Whatsapp

« Follow — Promotes people to join your % Collnow
Facebook community 59 Send email

Send an email message

O 0 0 0O @®

(Z)) Contact us

« Call Now — Drive inbound phone calls
» Contact Us — Drive traffic to your website Lnkto your aroup or app

@ Learn more
Op

ens a website

+ Send Email — make it easy for people to O Viatch now 0

Opens a website with a video

reaCh yOU 282 Visit group O

Choose a group for people to visit

O
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Creating a Facebook for Business Page

« Add profile photo
* Increases profile views 21x, Builds credibility and trust

 Add Facebook header image
» About and Contact Information

* Include disclosures and licensing info

» Please consult your legal/compliance department to ensure the
profile contains the appropriate legal and compliance information.

« Share welcome post
« Promote your new business page to personal page friends
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Building Your Audience
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Building Your Audience
* Facebook will give you the 8
option to invite your friends to

“like” your page

@ oo 4
* When talking to @ wosvion
borrowers/business contacts talk =~ @ e
about Facebook and the gm
community you are building @ s
* Engage with local communities g
and groups - p—

* Add to email signature

 Email your database to -
like/follow €A MuruatrOmans




Building Your Audience

When someone interacts with one of your posts, you can see if they
already “like” your page. If they have not liked your page, you can
send them an invite to do so.

There is a good chance they will “like” your page if they are engaged
with your content.

Schedule time weekly/monthly to scroll through your posts and invite

the people who have not liked your page but are interacting.

At @21 Q1 X

. Cross Jilien
) %
Agus Santoso ——bﬂ""’“x @ Mumaw‘OmaHa‘
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Leveraging Facebook
Messenger
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Leveraging Facebook Messenger

* Instant messenger service owned by Facebook
* More than 1.2 billion monthly users

« Customize greetings and replies

« Fast and Personal
« Improve customer service by connecting/responding faster

* Appeals to 73% of customers — more than email (61%) or phone
(44%) support.

6’7‘ MuruarOmana

Source: https://sproutsocial.com/glossary/facebook-messenger/ REVERSE WHOLESALE



https://sproutsocial.com/glossary/facebook-messenger/
https://sproutsocial.com/glossary/facebook-messenger/
https://sproutsocial.com/glossary/facebook-messenger/

Leveraging Facebook Messenger

Earns 15 times more code&aull 5

engagement than most ads o
» Message your subscribers

» Send a one-time broadcast %

» Set up an autoresponder series E

=

25 REASONS TO SPEND $20+ ON A NOTEBOOK

* Automate with Chatbots
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Crafting and Sourcing
Compelling Content
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olvio)

Sourcing Content: m & 'i

» The Mutual of Omaha Mortgage social
media pages
* Your company’s social media pages
Crafting and » Industry news, media and blogs
Sourcing « Competitor analysis
Compelling * Track hashtags to see what'’s trending

Content » Google alerts
» Content curation tools, like Feedly and Pocket
» User generated content and Al

« Canva.com
6’7‘ MuruarOmana
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https://feedly.com/
https://getpocket.com/home

Crafting and Sourcing Compelling Content

What will your borrowers/business contacts find
valuable/interesting?

Know what you're linking to, does it have a pay wall?

Poll your audience — ask questions and get to know them, engage
Ask for reviews

Run contests

Go live

Stay clear of hot-button issues, such as politics, religion, etc.

Post Facebook stories
6’7‘ MutuarOmana
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Crafting and Sourcing Compelling Content

Post a photo of a borrower at closing

Tag a business contact

» Tag a real estate agent or financial
advisor you are working with

X The Social Media Managers Hu... m

£ Laura Moore ~

Comment and tag a local business © Schedule v || Rules v
« Tag people you are with @

 Confirm with your legal/compliance
department your company policy
involving borrower photos
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Crafting and

Sourcing
Compelling
Content

Best times:

 Mondays from 9 a.m. to 6 p.m.
 Tuesdays from 9 a.m. to 6 p.m.
 Wednesdays from 8 a.m. to 6 p.m.
* Thursdays from 8 a.m. to 6 p.m.

* Fridays: 9-11 a.m. and 2—4 p.m.

« Saturdays: 8 a.m.—6 p.m

Best days:
* Monday through Friday

Worst day:
» Sundays

6’7‘ MuruarOmana
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Boosting Posts

Boosting is paid advertising!

A “boosted” (or “promoted”) post is advertising,
does cost money, and has restrictions.
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Boosting Posts

» Select a post
e Click on the "Boost Post" button

» Define audience (Location and Interests)
* Housing category age restrictions

« Set your objective
» Set your budget and duration
* Monitor performance

Maximum
Budget

Est. People
Reached

Duration

$46.00 -
2 days
13,000 - 36,000  393YS 44,000,000
e | 4days |
Increase your budg your
audience if you wal S days pre people
that you care aboul 6 days
7 days
Boost this post for
=
6}‘ MutuarrOmana

REVERSE WHOLESALE



Boosting Posts

Best Practices

Quality Content: Ensure the post is visually
appealing and provides value to your
audience.

Call-to-Action (CTA): Include a clear CTA to
encourage user interaction (e.g., “Learn
More™).

Test Different Posts: Experiment with different
types of posts and targeting to see what
works best.

Timing: Boost posts at times when your
audience is most active.
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Analyzing Performance

Access Facebook Insights

Key metrics to analyze
* Likes and Follows: Track growth in followers.
* Post Reach: Understand how many people have seen your posts.
 Engagement: Measure interactions (likes, comments, shares).

Audience Insights - demographics and active times

Traffic sources - see where your page visitors are coming from,
which helps identify effective promotional channels.

Ad conversion rate
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These materials are designed to provide the reader with a general overview and understanding of the topic(s) presented
and are not intended as a substitute for consultation with qualified legal counsel regarding the manner, in which the laws,
regulations, and guidelines covered may apply to a particular fact pattern or business model. No part of this presentation
may be reproduced, forwarded, copied, or redistributed in any form or by any means without the prior written consent of
Mutual of Omaha Mortgage (“MOOM”). This presentation could include technical inaccuracies or typographical

errors. MOOM does not guarantee the accuracy of the information provided and disclaims any and all express or implied
warranties, including, but not limited to, any warranties of merchantability or fithess for a particular purpose or use. This
presentation should not be construed as legal advice or relied on as a sole resource for any part of the Lifestyle Home
Loan. Unauthorized reproduction, forwarding, distribution or display of this copyrighted work is subject to criminal and
civil penalties under federal law. These materials are not from and were not approved by HUD or FHA.
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Borrower must occupy home as primary residence and remain current on property taxes, homeowner’s insurance, the costs of home maintenance, and any HOA fees.

Mutual of Omaha Mortgage, Inc. dba Mutual of Omaha Reverse Mortgage, NMLS ID 1025894. 3131 Camino Del Rio N 1100, San Diego, CA 92108. Alabama Consumer Credit License 22123;
Alaska Broker/Lender License AK1025894. Arizona Mortgage Banker License 0926603; Arkansas Combination Mortgage Banker/Broker/Servicer License 109250; Licensed by the Department of
Financial Protection & Innovation under the California Residential Mortgage Lending Act, License 4131356; Colorado Mortgage Registration 1025894; Connecticut Mortgage Lender License ML-
1025894; Delaware Lender License 028515; District of Columbia Mortgage Dual Authority License MLB1025894; Florida Mortgage Lender Servicer License MLD1827; Georgia Mortgage Lender
License/Registration 46648; Hawaii Mortgage Loan Originator Company License HI-1025894; Idaho Mortgage Broker/Lender License MBL-2081025894; lllinois Residential Mortgage Licensee
MB.6761115; Indiana-DF| Mortgage Lending License 43321; lowa Mortgage Banker License 2019-0119; Kansas Mortgage Company License MC.0025612; Kentucky Mortgage Company License
MC707287; Louisiana Residential Mortgage Lending License 1025894; Maine Supervised Lender License 1025894; Maryland Mortgage Lender License 21678; Massachusetts Mortgage Broker
and Lender License MC1025894; Michigan 1st Mortgage Broker/Lender/Servicer Registrant FR0022702; Minnesota Residential Mortgage Originator Exemption MN-OX-1025894; Mississippi
Mortgage Lender 1025894; Missouri Mortgage Company License 21-2472; Montana Mortgage Broker and Lender License 1025894; Nebraska Mortgage Banker License 1025894; Nevada
Exempt Company Registration 4830. Licensed by the New Hampshire Banking Department, Mortgage Banker License 19926-MB; Licensed by the New Jersey Banking and Insurance
Department. New Jersey Residential Mortgage Lender License 1025894; New Mexico Mortgage Loan Company License 1025894; North Carolina Mortgage Lender License L-186305; North
Dakota Money Broker License MB103387; Ohio Residential Mortgage Lending Act Certificate of Registration RM.804535.000; Oklahoma Mortgage Lender License ML012498; Oregon Mortgage
Lending License ML- 5208; Pennsylvania Mortgage Lender License 72932; Rhode Island Lender License 20163229LL. Rhode Island Loan Broker License 20163230LB; South Carolina BFI
Mortgage Lender/Servicer License MLS-1025894; South Dakota Mortgage Lender License ML.05253; Tennessee Mortgage License 190182; Texas Mortgage Banker Registration 1025894; Utah
Mortgage Entity License 8928021; Vermont Lender License 6891; Virginia Mortgage Broker and Lender License, NMLS ID #1025894 (www.nmisconsumeraccess.org); Washington Consumer
Loan Company License CL-1025894; Wisconsin Mortgage Banker License 1025894BA; Wyoming Mortgage Lender/Broker License 3488. (866) 200-3210. Subject to Credit Approval.

Charges such as an origination fee, mortgage insurance premiums, closing costs and/or servicing fees may be assessed and will be added to the loan balance. As long as you comply with the
terms of the loan, you retain title until you sell or transfer the property, and, therefore, you are responsible for paying property taxes, insurance and maintenance. Failing to pay these amounts may
cause the loan to become immediately due and/or subject the property to a tax lien, other encumbrance or foreclosure. The loan balance grows over time, and interest is added to that balance.
Interest on a reverse mortgage is not deductible from your income tax until you repay all or part of the interest on the loan. Although the loan is non-recourse, at the maturity of the loan, the lender
will have a claim against your property and you or your heirs may need to sell the property in order to repay the loan, or use other assets to repay the loan in order to retain the property.

These materials are not from HUD or FHA and the document was not approved by HUD, FHA or any Government Agency.

For licensing information, go to: www.nmlsconsumeraccess.org
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2 Equal Housing Lender
Mutual of Omaha Mortgage, Inc. dba Mutual of Omaha Reverse Mortgage, NMLS ID 1025894. 3131 Camino Del Rio N 1100, San Diego, CA 92108. Subject to Credit Approval.
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