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About The Study 
 

This report is an annual CoreData-brandmanagement study aimed at delivering mortgage broker 
groups key insight into the evolving needs and demands of mortgage brokers and outlining the 
specific triggers influencing them to join/leave a given group. 

A key indicator of the success of a mortgage broking group today is the ability of firms to acquire 
and retain quality mortgage businesses. 

This study allows for the benchmarking of networked groups against the broader market and 
their peers across a number of variables. 

The proprietary CoreData-brandmanagement B-TRACS Index© allows mortgage groups to 
understand where their internal strengths and weaknesses lie and also allows them to be 
measured against the external industry environment in terms of the attitudes and perceptions of 
the broader broking community. 

CoreData-brandmanagement conducts confirmative factor analysis to ensure its B2B 
benchmark criteria models remain valid and reliable from a research point of view. 

The Mortgage Broker Affection study has been compiled to meet the growing needs of mortgage 
brokers in Australia, and specifically how, as both individuals and collectively, mortgage groups can 
better service the current and future needs of brokers.  

The report aims to separate opinion on the brokers’ own mortgage group compared to their perception 
of competing mortgage groups. 

The Australian mortgage market is growing increasingly compact, with evidence suggesting there is 
minimal separation between the groups. The need to attract and retain mortgage brokers of a superior 
standard is thereby made much more apparent. 

Mortgage brokers involved in the research were asked to rate a series of mortgage groups based on 
several core metrics identified as being fundamental to broking practise; 

 

�  Brand / reputation 

�  Tools and software 

�  Remuneration 

�  Lead generation ability 

�  Culture and support 

�  Product suite 
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What’s in the report? 
 

�  Identification of the fundamental drivers influencing a brokers’ choice of one mortgage group 
over a competitor, and how their current provider is rated against competitors. 

 

�  Detailed mortgage broker segmentation model incorporating geographical breakdown, gender 
split, average age, number of years in finance / broking, size of loan book and average loan 
amount settled. 

 

�  How mortgage brokers derive value from a mortgage group, and how they weight that value 
across the categories which includes; 

�  Brand 

�  Product flexibility 

�  Relationship 

�  Offer 

�  Professionalism 

 

�  The behavior behind what mortgage groups are required to demonstrate in both attracting and 
retaining quality mortgage brokers. 

 

�  Broker opinion on both the positives and negatives of their current primary group, if the group 
helps the broker develop their business and ultimately if the broker feels valued. 

 

�  Analysis on brokers’ key current business needs to remain viable and profitable, and the 
changing broker revenue drivers attributable to product diversification, examining how this has 
changed over the past 12 months. 

 

�  A ranking of lenders that are currently being recommended by brokers to clients. 

 

�  Secondary to the overall base results, analysis will also be conducted on individual business 
models, including aggregator compared to aggregator, mortgage manager compared to 
mortgage manager, banks and major non-bank lenders. 

 

�  Overall rating of individual mortgage groups based on six core metrics identified – BTRACS 
(detailed in About the Core Metrics)  
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B-TRACS 
Through a series of initial focus groups with both mortgage brokers and other mortgage industry 
representatives, brandmanagement has identified the primary metrics in measuring the acquisition 
and retention effectiveness of mortgage groups. These are;  

 

B – Brand / reputation 

·  Brand perception and understanding influences on broker mortgage group choice 

·  Do higher profile brands attract better brokers? 

 

T – Tools and software 

·  Ratings of software provided by mortgage groups 

 

R – Remuneration 

·  Income structure 

·  Current remuneration compared to preferred remuneration 

·  Breakdown of most common and popular commission models 

·  Brokers’ rating of own mortgage groups income structure compared to the perception of 
competitor income structures  

 

A – Ability to generate leads 

·  Does the mortgage group provide brokers with leads? 

·  Quality of leads generated by mortgage group 

·  Consistency of leads from both mortgage group and self-generated 

·  Follow up of leads 

 

C – Culture and support 

·  Marketing support 

·  Compliance 

·  Technical and online processing support 

·  Group environment and value system 

·  Measure of the intangible elements of the broker’s value proposition 

 

S – Suite of products 

·  Uniqueness of product set  

·  The most common products sold to consumers 
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Mortgage and aggregator groups 
The following mortgage groups are included in the research; 

�  AFG 

�  AIMS Home Loans 

�  AMP Lending Solutions 

�  Astute 

�  Aussie Home Loans 

�  ANZ 

�  Australian First Mortgage 

�  Australian Loan Company 

�  Bank of Queensland 

�  Bankwest 

�  Choice Aggregation Services 

�  Citigroup 

�  Commonwealth Bank of Australia 

�  Connective 

�  FAST 

�  First Folio / Lawfund 

�  FirstMac 

�  GE Money 

�  HSBC 

�  ING Direct 

�  Liberty Financial 

�  Loan Market Group 

�  Mortgage Choice 

�  National Australia Bank 

�  National Brokers Group 

�  PLAN 

�  RAMS Home Loans 

�  Smartline 

�  St. George 

�  Suncorp Metway Bank 

�  The Brokerage 

�  The Mortgage Gallery 

�  Westpac 

�  X Inc Finance 
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Methodology 
Using brandmanagement’s online polling software, mortgage brokers on a national scale were 
surveyed to provide data relating to their various attitudes and perceptions towards a selection of 
mortgage groups. 

Focus groups were also conducted in the initial constructing of the research and its objectives, in 
better identifying and isolating the core drivers behind a brokers’ choice of one group over another. 

Data was collected over a two month period throughout June and July 2009. 

As an incentive, respondents were invited to enter a prize draw which included a $500 travel voucher 
as the major prize, with ten minor prizes comprising a $100 voucher. 

 

Ratings 

The research is presented in a weighted and un-weighted format from a B-TRACS Index© point 
of view.  

What this means is that the reasons brokers are likely to join or leave a given mortgage group 
are split by provider.  

Groups therefore receive an internal and external rating. 

In addition with regard to the external ratings, if a broker has no opinion, appreciation or 
perception of a particular group he/she will be given the option not to provide a rating. 

This solves the problem of forcing brokers to rate a group they actually know nothing about. 

The B-TRACS Index© is used to provide benchmark ratings and individual standings of the 
various mortgage groups in the marketplace. 

 

Analysis 

The following are the common types of analysis we perform on data sets : 

Descriptive and Bivariate analysis: 

- Chi-square,  

- Correlation,  

- ANOVA,  
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- t-test 

Multivariate Analysis: 

Regression Analysis (OLS) 

Choice Modeling ( e.g., Logistic regression) 

Factor Analysis 

Cluster Analysis  

Structural Equation Modeling (SEM) 

Artificial Neural Network  

 

 

Two main techniques for determining significant differences or associations in the data we 
typically deal with are; 

 Chisquare test  - are used to test relationships found in crosstabs. 

 ANOVA test   - used to determine whether there is a significant difference in  
   the averages of two or more groups. 

You can use ANOVA to test difference between two groups and also to test difference between 
periods within the 7 point index scales. 

Crosstabs and Chisquares (non-parametric test used for nominal or ordinal data) -can use 
collapsed/recoded interval ratio but parametric tests are more powerful as they contain more 
detail and are thus more accurate. 

Our analysis is later overlayed in the reporting stage with a separate strategic insight 
component. 

This involves contextualising the findings for clients, and providing strategic suggestions relating 
to the implications of the research for groups individually. 

The power or the ability to detect statistically significant differences in data sets is contingent on 
three main factors; 
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1. Alpha level (or confidence level).   

This is virtually always set at 0.05 i.e. 95% confidence. 

2. Effect size (or meaningful difference).   

This is the amount of difference etc. between variables that is required to conceptually 
be of importance. For example if you were able to detect a significant difference 
between two variables of 1% would this actually be meaningful? 

3. Sample size   

This is a critical factor in allowing effects to be detected. The larger a sample is the 
smaller the effect that can be accurately detected. However, for efficiency and resource 
management ideally sample size is no bigger than is required for purposes. 

 

For the purposes of this benchmark study, ideally the more respondents the better, however 
from an individual group perspective anything less than a sample of 30 makes analysis hard to 
conduct. 
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CoreData-brandmanagement 
CoreData-brandmanagement is an Australian based market intelligence and research consultancy 
specialising in the financial services industry.  

The group provides clients with market intelligence, guidance on strategic positioning, methods for 
developing new business, advice on operational marketing and other consulting services. 

CoreData-brandmanagement prides itself in identifying market trends at the earliest opportunity and 
formulating insightful quantifiable research that clients can use to help them stay ahead of the market 
and better meet the day-to-day challenges facing their businesses. 

Our focus is on bringing deep market knowledge to research and strategy development.  

The group’s research is not just about information and data but at providing insight so clients can 
develop strategies that work. 

The brandmanagement team is a complimentary blend of experienced financial services, research, 
marketing and media professionals, who together combine their years of industry experience with 
primary research to bring perspective to existing market conditions and evolving trends. 

CoreData-brandmanagement around the world: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CoreData-brandmanagement has offices is Sydney (head office), London, Beijing & Manila. 

CoreData-brandmanagement has a number of syndicated benchmark proprietary indexes across a 
broad range of business areas within the financial services industry. 

The flowing chart outlines how these indexes are devised. 
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Disclaimer 

This paper was compiled from primary research and other information at the time of writing. The information is 

believed to be accurate however no representation or warranty express or implied is made as to its completeness 

and brandmanagement does not make any warranty to correct any information subsequently found to be 

inaccurate. 

This paper does not constitute investment advice or a business recommendation. This paper may contain the 

personal views, standards and opinions of the researchers and third party contributors. The inclusion of this 

material is not an endorsement by brandmanagement. 

In all cases, people reading this material should attain appropriate professional advice in evaluating its accuracy, 

currency, completeness and relevance for their purposes. brandmanagement disclaims any direct or indirect 

liability or costs arising from any reliance on the information contained within this publication. 

The information within this paper remains the express property of brandmanagement.  

It may not be reproduced in any form without prior permission from brandmanagement.   


