
Introduction

• The U.S. mortgage industry is a large and complex market, with more than $12 

trillion in outstanding mortgage debt and over 330,000 loan officers (citation 

name, year). 

• Many loan officers rely on disconnected systems such as Loan Origination System 

(LOS) and point-of-sale (POS) platforms, spreadsheets, and manual communication 

tools, creating inefficiencies in workflow and customer management.

• Lendware (formerly Aidium) is a Customer Relationship Management (CRM) 

platform designed specifically for loan officers to integrate marketing automation, 

communication, and reporting into a unified workflow.

•However, despite product–market fit, two key barriers limit adoption:

oLow brand awareness and credibility

oHigh perceived switching costs

• This project analyzes these barriers and proposes a strategic marketing plan to 

increase adoption and trust among loan officers.

Approach

This project used market analysis, competitive benchmarking, and industry research 

to evaluate adoption barriers for Lendware in the U.S. mortgage CRM market. 

The study followed a structured four-step approach, 1) industry analysis, 2) 

competitive analysis, 3) barrier identification, and 4) strategic framework 

development:

• Evaluating the size and structure of the U.S. mortgage industry, including the 

number of loan officers and market demand for CRM solutions.

• Comparing Lendware with existing CRM competitors to understand positioning, 

strengths, and weaknesses.

• Identifying key adoption barriers such as low brand visibility and high perceived 

switching costs among loan officers. 

• Translating insights into marketing strategies focused on awareness building, 

credibility, and reducing perceived migration risk.

The analysis identified two major barriers limiting CRM adoption among 

loan officers:

1. Low Brand Awareness and Credibility

Many loan officers are unfamiliar with Lendware or skeptical about 

switching to newer CRM platforms. Trust and peer recommendations 

strongly influence adoption in this industry.

2. High Perceived Switching Costs

Loan officers avoid switching CRM systems due to concerns about:

• Data migration complexity

• Workflow disruption

• Training requirements

• Temporary productivity loss

Studies show that over 60% of CRM users avoid switching systems 

due to migration risks, reinforcing this barrier. 

These findings indicate that successful adoption strategies must focus 

not only on product features but also on building credibility and 

reducing perceived transition risk.
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This project demonstrates that increasing CRM adoption in the 

mortgage industry requires addressing both visibility and 

trust barriers. Two key strategies were proposed:

• Community visibility strategy

Events, targeted LinkedIn content, SEO (Search Engine 

Optimization)/SEM (Search Engine Marketing), and case 

studies to build brand awareness and credibility.

• Migration transparency strategy

Testimonials, onboarding demonstrations, and transparent 

messaging to reduce perceived switching costs.

If implemented effectively, these strategies can improve:

• Brand visibility

• Trust among loan officers

• Lead generation and demo conversions

• Long-term CRM adoption.
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Key Barriers Identified In Research

Avoid switching (migration fears) 63%

Prefer legacy CRMs 58%

Use digital tools under 25% of 
process

70%

Want digital mortgage experience 90%

Software utilization at enterprises 50%

Sources: Salesforce (2024), HubSpot, Fannie Mae, Wolters Kluwer
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Lendware centralizes LOS, POS, and all communication tools into one integrated CRM workflow.
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