
Marketing executives and business owners

Businesses selling consumer-direct 
products and services

Independent firms trying to compete with
larger, better funded brands

Mortgage companies looking to grow profits

Firms with underperforming AdWordsFirms with underperforming AdWords
campaigns

WHO WILL FIND THIS
REPORT HELPFUL: 

A SMALL FISH IN A BIG POND

How Cherry Creek Mortgage cracked the consumer-direct marketing
code to compete with “the big boys”
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MEET CHERRY CREEK MORTGAGE

From its humble beginning in early 1987 as a three-person office, Cherry Creek Mort-

gage has grown to employ over 750 mortgage professionals serving the needs of 

thousands of borrowers every year. Frustrated with underperforming pay-per-click 

(PPC) marketing to the tune of $48,000/year, Cherry Creek called Protocol. This is the 

story of how Cherry Creek positioned itself to compete with the likes of Quicken 

Loans, Lending Tree, and Wells Fargo… 

The pay-per-click landscape in the mort-
gage space is unbelievably competitive 
and costs per click of $50 or more aren’t 
unheard of. In that climate, it’s extremely 
difficult for a smaller, independent firm 
to compete with big national banks that 
have seemingly unlimited resources and 
marketing budgets.marketing budgets. 

PROBLEM

Cherry Creek was spending nearly 
$4,000 per month on PPC marketing ef-
forts with an outside digital marketing 
company. Sensing that the ROI for their 
online marketing dollars wasn’t all they’d

hoped, the team at Cherry Creek ran 
some numbers. They learned that, at 
best, their online ad campaign was fund-
ing one extra deal per month; put anoth-
er way, their cost per fund was estimat-
ed to be around $4,000. Frustrated with 
these findings, the company fired their 
third-party ad agency and considered 
managing their PPC campaign them-
selves, feeling hesitant to hire another 
marketing agency. By the time they 
found Protocol, they were doubtful they 
would ever be able to compete with the 
“big boys”. 

Thankfully, they found Protocol before 

that happened. 



SOLUTION

Protocol started by immediately putting Cherry Creek’s AdWords campaign back 

on track. The next step was to overhaul the company’s entire image—both online 

and off—and set a course to bring in more customers through better organic 

search rank, more effective messaging, and improved user experience (UX).

By redesigning Cherry Creek’s primary 
website as well as creating seven prod-
uct-specific landing pages to promote 
services in their city, Protocol put Cherry 
Creek on the map—literally. All eight 
websites were also optimized for SEO 
and UX to ensure they were easy to find 
and easy to use. Complementary print and easy to use. Complementary print 
materials designed by Protocol’s graphic 
artists support and extended the online 
branding.

WEB DESIGN FOCUSED ON
LOCAL, SEO, AND UX

Protocol studied the consumer-direct 
mortgage space and felt that, while an 

CONVERSION-FOCUSED
MARKETING

ambitious undertaking, it could success-
fully develop and deploy a conversion-fo-
cused marketing solution for Cherry 
Creek. By combining a positive user ex-
perience full of clear messaging and calls 
to action, Protocol was able to increase 
click-through rate and conversion rate 
while slashing the cost to fund a new 
loan by more than 85%.

Protocol assumed management of 
Cherry Creek’s underperforming Ad-
Words campaigns and leveraged indus-
try and keyword research as well as cut-
ting edge ad campaign strategy to effec-
tively increase visitor relevance and 
click-through rate. 

IMPROVED ADWORDS
CAMPAIGN MANAGEMENT



RESULT

“Within 20 minutes of launching our first campaign,” says Ben Johnson, the Director of

Marketing Cherry Creek, “we generated a loan product lead. That was a far cry from

spending $4,000 each month with almost nothing to show for it. We were thrilled with

how Protocol helped grow our business.” That early success wasn’t just a flash

in the pan; click-through rates and conversion rates have continued to rise across all

seven of Cherry Creek’s loan product-specific mortgage marketing solutions.
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CONVERSION RATE FOR FUNDING A NEW CONSUMER-DIRECT LOAN
PRODUCT

$264 $33
for Funding of New
Consumer-Direct Loan

Product

COST PER CONVERSION*

* Historical data showed that 1 in 15, or 6.6%, of leads became funded deals.

CLICK-THROUGH RATE (CTR) AT
COST PER CLICK (CPC) OF $8

COST PER FUND OF NEW LOAN 
ORIGINATION OF CONSUMER
-DIRECT LOAN PRODUCT

3,960
$
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RESULT

PROFIT NET OF PAY-PER-CLICK
(PPC) EXPENSE

* The $3,960 cost per fund for new loan origi-

nation was not a viable long-term growth 

strategy given an average $3,000 profit on 

new funds prior to advertising expenses—and 

had the company operating in the red to the 

tune of -$760. After reducing the cost per fund 

to $500, Cherry Creek Mortgage stands to net 

$2,700 on an average $3,000 fund.$2,700 on an average $3,000 fund.

BUT…COULD CHERRY CREEK MORTGAGE GET THE SAME RESULTS FOR
THEIR OTHER LOAN PRODUCT-SPECIFIC MORTGAGE AREAS?

YES!

ALL SEVEN LOAN PRODUCT AREAS REALIZED CLICK-THROUGH RATES OF
AT LEAST 2% AND CONVERSION RATES OF AT LEAST 20%.



RESULT

Cost per Fund (New
Loan Origination)

Profit Net of PPC
Expense 

Cost Per
Conversion (Lead)

Conversion RateCost Per ClickClick-through
Rate

Consumer-Direct 
Mortgage 

LOAN PRODUCT 0.25 - 1.25% $8 4% $264 $3,960 ($760)

PRE PROTOCOL PPC MARKETING 

Cost per Fund (New
Loan Origination)

Profit Net of PPC
Expense 

Cost Per
Conversion (Lead)

Conversion RateCost Per ClickClick-through
Rate

Consumer-Direct 
Mortgage 

LOAN PRODUCT 2.25% $8 24% $33 $500 $2,700

POST PROTOCOL PPC MARKETING

“  With Protocol, we’ve realized vastly improved conversion rates and, even more impressive, we have been able to dramatically de-
crease cost per fund while simultaneously driving more visitors for 
the same ad spend. This is just one of the many reasons I’m glad to 
work with Protocol for our online marketing needs. Add in Prototcol’s 
other services—from print materials and web design to SEO and 
social media—plus their great customer service, and you can quickly 
understand why we rely on Protocol.understand why we rely on Protocol. 

”Ben Johnston
Director of Marketing at Cherry Creek Mortgage Company



ABOUT US
Full-service digital means we’re staffed with strategists, creatives, analysts, and developers. 
It means we not only roll out effective marketing campaigns, we refine them—in real time, 
with real insights. It also means we do multi-channel work, including web dev, social, SEO, 

SEM, PPC, email marketing, and more.

11415 Slater Ave NE #101, Kirkland, WA 98033
844-TOP-RANK   |   support@goprotocol.com   |   www.goprotocol.com

LET US SUPER CHARGE YOUR ONLINE MARKETING


