
Brevity: How to Sell MORE by Saying LESS

Being brief requires preparation: 

Not everyone is a corporate executive, but everyone is busy in their own way. 
Whether it’s a CEO of a large corporation, a financial advisor, a retired engineer 
considering a reverse mortgage, or a realtor- ALL are drinking from a firehose of 
information.


It’s estimated that the average professional checks their phone 150 times a day! 
Let’s say your potential borrowers only do one-quarter of that. Our mental capacity 
for new information is shrinking so you must make your point QUICKLY! Nearly 
everyone expects you to get to the point FASTER.


AND TRUTH BE TOLD WE WERE SET UP FOR FAILURE IN SCHOOL. YOU’RE 
CERTAIN TO REMEMBER THE DREADED HOMEWORK ASSIGNMENT TO WRITE 
AN 800-WORD ESSAY. TODAY I’M GOING TO SHOW YOU WHY WE SHOULD 
HAVE BEEN TAUGHT TO WRITE AN 800-WORD ESSAY IN 300 WORDS. 


DOES ANY OF THIS SOUND FAMILIAR? 


You send a 200 word email to a potential borrower and never hear back. You hold a 
Zoom meeting with a local realtor to explore how the HECM for Purchase could 
help bring them more business but get sidetracked discussing the housing market. 
After an hour and a half long phone call with a homeowner you don’t hear back for 
a week so you call to only hear that they’re going to just wait because the loan’s too 
confusing. So who is responsible when the message is lost? Is it the homeowner 
because they simply don’t understand or are distracted? Or, is it your approach- 
your failure not to manage time but YOUR FAILURE TO MANAGE THEIR 
ATTENTION.


The bottom line is brevity requires preparation. As Blaise Pascal humorously 
quipped, “I have only made this letter longer because I have not had the time to 
make it shorter.”  IF YOU DON’T GRAB THEIR ATTENTION QUICKLY YOU WILL 
NOT BE HEARD!


During today’s brief time together I’m going to show you how to put brevity to work 
in your written and spoken communications and leverage brief communication in 
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your interactions with colleagues and outside professionals- all while making more 
sales in the process. Then we will answer your questions on how to better use 
brevity.


HERE’S WHAT WE’RE GOING TO COVER IN TODAY’S BRIEF 

• Why you should start with the main point first

• The 7 deadly sins of email marketing

• HECM proposal packets. Why sending them generally falls flat.

• Using narratives to get your point across. “I have a story I want to share”

• How to talk WITH, NOT AT potential borrowers

• Mapping out your sales conversations

• Selling versus telling how and why

• How to drill deep in a conversation to expose motivations

• Why saying EVERYTHING ensures they’ll hear NOTHING


Examples of Brevity 

My Dad- in his speech and writing his reports- later promoted from patrolman to 
Detective Sergeant in the King County Police Department in Washington state. -He 
was a man of few words- when he spoke I paid attention and it stuck with me. —-
MILITARY BRIEFINGS- taking incredibly complex battlefield plans and presenting 
them in such a way so that each officer is marching in the same direction. 


DON’T BURY THE LEDE 
Why you should start with the main point first 

Company executives, realtors, and other professionals are not the only ones who 
are highly-distracted and overwhelmed with information- so are your potential 
borrowers. Those who are still working are splitting their attention between work 
and home. But even those who are retired are busy wanting to get back to their 
projects, doctors appointments, errands, and social engagements. 


Start with the headline  

Just as your email’s subject line determines if the recipient will bother to open the 
message, so does what you say in the first few minutes with a prospective borrower 
or professional for that matter. How many times have you read a news story that 
buries the most relevant information 3 paragraphs into the copy. Basically, they’ve 
hid the most newsworthy part within other irrelevant or distracting information. 



Online this is often done to keep people on the page longer and prevent bounce-
backs. 


Your headline sets the stage for everything else you’ll say. SPEAK IN ATTENTION-
GETTING HEADLINES. 
 
“Bob- you reached out wanting to learn more about the reverse mortgage, basically 
how it works. When we last spoke you mentioned that you didn’t want to start 
taking more withdraws from your retirement accounts. Today I’m going to briefly 
explain how a reverse mortgage works, its benefits, why home equity is most 
meaningful in your retirement years, and most importantly how you could put loan 
proceeds to work to improve monthly cashflow without the burden of required loan 
payments. Do you have any questions before we begin?”


By doing this you are setting the tone for the call or virtual meeting, you show that 
you paid attention during when you last communicated, and you have told them 
where the conversation is going to go.  The key is to give them what they’re looking 
for, not other details they don’t care about. Due to the complexity of a reverse 
mortgage the most common mistake loan officers make is to bury the homeowner 
with every possible fact about the loan. YOU’VE SAID EVERYTHING AND THEY’VE 
HEARD NOTHING!

 
This is why mapping out your sales conversations is crucial to your success. 
Mapping your presentation will help you be succinct and deliver the most amount 
of information in the fewest words. Instead of being complicated, over-explaining 
and unprepared you now have built the containers that will hold your facts, stories, 
and questions without overfilling them. If you were to map out the process it would 
look something like this.


Map out your conversation/presentation 
Let’s map out our hypothetical conversation we just had. 

1. Start with a clear headline- what it is you will be discussing. “Today I’m going to 
briefly explain how a reverse mortgage works, its benefits, why home equity is 
most meaningful in your retirement years, and most importantly how you could 
put loan proceeds to work to improve monthly cashflow without the burden of 
required loan payments."


2. Provide some background- summarize any previous conversations or what they 
put on their online inquiry/lead form. “What was it that made you look into a 
reverse mortgage?” Or summarize a previous conversation “When we last spoke 
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you mentioned that you didn’t want to start taking more withdraws from your 
retirement accounts.”


3. Key information. Explain the reverse mortgage in easy to understand terms. If 
this is your first conversation stick to level 1 information.


4. Tell them what the next steps are. “I’m going to provide you with a quote that 
shows you what a reverse mortgage may look like in your unique situation. After 
that I can answer any questions you may have and discuss the next steps in the 
process. DOES THAT SOUND FAIR TO YOU?”


5. Answer any questions. “First, what questions can I answer about what we’ve 
discussed so far?"


Ditch the loan jargon and tell a good story 
Using Narratives to TELL IINSTEAD OF SELLING 

When introducing the first iPhone Steve Jobs said, “today, Apple is going to 
reinvent the phone”. We could adapt his words and say “Today, I’m going to show 
you why a reverse mortgage is revolutionizing how people view home equity.”


Here’s one example of how you could use a story to explain how different types of 
homeowners have used a reverse mortgage.


I’ve met with hundreds of homeowners who were interested in a reverse mortgage. 
I’ve found generally there are basically two kinds of homeowners. We’ll call them 
Ruth and Sam.  

Ruth is retired and lives alone. Her income comes from Social Security, a 401(k), and 
a small survivor pension. She faithfully pays her mortgage payment but wants to 
have more cash at the end of the month to enjoy her retirement- maybe travel, 
remodel the bathroom, and visit her grandchildren. 

Sam, HOWEVER, his mortgage is nearly paid off but he doesn’t want to sell and 
move- he’d rather stay put. While he could pull out extra money each month from 
his investment account and IRA he doesn’t want to incur more taxes from those 
withdrawals. He’s looking for other ways to increase his monthly cashflow without 
getting taxed. 

Have a story prepared for each borrower type and use one that matches the 
homeowner. After both stories ask, which one more closely describes your 
situation? 


This is where you can pickup a conversation to pinpoint their specific goals and 
needs. You can prompt with a question such as ‘give me an example what a better 



retirement would look like for you’. 

The Seven Deadly Sins of Email: 

1. A boring subject line

2. Long blocks of text or several paragraphs- TLDR: Too Long Didn’t Read

3. No call to action

4. Grammatical errors

5. Large attachments

6. Lack of followup up (email sequences - Workflows SE)

7. Cramming in several subjects into one message


Better email practices that apply the art of brevity include: 

1. A compelling and interesting headline. For example ‘What if I have a reverse 
mortgage and the housing market crashes?’


2. The message fits into one reader window without scrolling

3. Use of white space…don’t be afraid to hit the carriage return. Use short 

sentences.

4. In the first sentence tell them why it’s important. “this is important and that’s 

why I wanted you to know…”

5. Bullets to break down details

6. Formatting- use bold and italics to emphasize the most important parts

7. Include a link to a short video explainer instead of only sending a 20-page 

HECM illustration packet 
**BONUS: TEXT iS TOO SMALL**


No assembly required communication 

If you’re only sending out a PDF of the long proposal packet without any 
explanation (except what you’ve explained verbally) you’re forcing the homeowner 
to assemble a mass of information into a coherent and meaningful message.

TIP: The more your prospect has to assemble information the more likely they 
are to misunderstand the reverse mortgage or assume the worst.  

Instead consider using a short video to accompany the packet that explains each 
page.


(Scott Harmes testimony) 


 

Drilling Deep: Active versus Passive Listening 



Too often there are two conversations in a sales call or meeting- one from the 
homeowner and another from the originator. The solution is to get emerged in 
THEIR STORY and drill down for more details that reveal where their true interest 
level and motivations may be.


To achieve that goal we must differentiate active and passive listening.


Passive listening allows the other party to ramble on and get off-topic. You’ve lost 
control of the conversation at this point.


Active listening is where you are noting key words, concerns or frustrations. Then 
you want to drill-down for more detail. This tells the other party you are paying 
attention and care about what they have to say. “So, you mentioned your don’t like 
the idea of taking taxable withdrawals from your IRA and 401(k). Why is that? 


WHY IS ONE OF THE MOST UNDER-UTILIZED PHRASES IN SALES TODAY. Once 
you know the why you could say “ How would you feel about finding a non-taxable 
source of funds each month”


The better you actively listen the more you are prepared to ask meaningful and 
relevant followup questions to uncover their motivations. 


Common Ground, The Billboard and Cutting to the Chase 

Common Ground 

One way to keep your presentation brief is to ascertain just how much the 
homeowner already knows, or thinks they know, about reverse mortgages. Use this 
as a springboard to go over other facets of the loan or correct misinformation. Time 
is wasted covering the same ground of common knowledge.

 
A billboard or bumper sticker?  

How would you describe a reverse mortgage in one sentence? Even better, could 
you condense a billboard message to fit on a bumper sticker? Using that same 
approach reconsider your marketing pieces, fliers, and email messages. Where can 
you trim off some of the fat? 


Can what was said in 50 words be said in 25?




Cutting to the chase 

Many sales managers have had to remind their team ‘don’t talk through the close’. 
If the homeowner is looking for some specific facts, the last thing you want to say is 
“I’ll get to that in just a few minutes, but first let me tell you about the Total Annual 
Loan Cost”. THAT IS THE SUREST WAY TO LOSE THE SALE.


If they’re asking pointed questions CUT TO THE CHASE and answer them! The 
more specific their questions the more involved they are in what you have to say. 


If you’re using Power Point 

You may have notice I’ve omitted the typical text-intensive slides with bullet points 
and lines of information. 


There’s a reason Instagram and Tumblr are popular. They use visual 
communication.  
 
A picture is worth a thousand words. People recall 80% of what they see, 30% of 
what they read, and only 10% of what they hear. 

Charts, emotive photos, and infographics are effective! 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