S SPRINGBOT

The S9 Billion
Playbook

How We Transformed Nationstar into
Mr. Cooper And Caught Rocket Mortgage's

Full, Undivided Attention

The Marketing Engine Behind One of Mortgage’s Greatest Turnarounds
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WHERE WE STARTED
2014: An "Also-Ran” Servicer
with Big Ambitions

Nationstar was known for servicing, not originating

Monthly originations: ~$1.4 billion
Recapture rates: Industry average
Wall Street perception: “Servicer trying to do too much”

Challenge: Build a world-class originations machine while transforming brand perception



THE FOUR-PILLAR FRAMEWORK

One Strategy. Four Audiences. Relentless Execution.

We identified that mortgage growth isn’t just about leads, it's about synchronized influence across every stakeholder that matters:

MEDIA ANALYSTS & INVESTOR
Control the narrative Build Wall Street confidence
CUSTOMERS CONFERENCE
Drive originations and recapture Own theroom

When all four pillars fire together, you don't just grow 4 you dominate.



PILLAR ONE — MEDIA
Shaping the Industry Conversation

We identified every editor, reporter, and publication covering
mortgage and housing finance - then made Nationstar/Mr. Cooper
their go-to source.

What We Did:

e Builtrelationships with 500+ mortgage/housing journalists

e Proactive “Help a Reporter Out” response system

o Positioned executives as thought leaders on refinance trends, servicing
innovation, and homeowner advocacy

e Coordinated messaging around the Nationstar — Mr. Cooper rebrand

[ TheResult: Coverage shifted from “servicer with problems” to

“originations innovator putting customers first”




PILLAR TWO — ANALYSTS & INVESTORS
Earning Wall Street’s Trust,
Quarter After Quarter

Public companies live and die by analyst sentiment. We made sure every major

analyst covering NSM had consistent, compelling reasons to believe.

What We Did:

e Mapped every analyst at major firms covering mortgage/financial services
o Delivered monthly thought leadership directly to their inboxes
e Provided data-driven narratives ahead of earnings calls

o Positioned originations as the “reliable earnings engine” story

0 The Result: Wall Street repeatedly cited our high-margin originations business as the company's
most dependable contributor - even during rate volatility.
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PILLAR THREE — CUSTOMER MARKETING

80 Million Messages. $4.2 Billion in Monthly Originations.

The real engine: relentless, data-driven customer marketing at a scale competitors couldnt match.

What We Did:
| 8 messages/month x 3+ million customers = 24M+ monthly touches | Segmented campaigns: refinance savings, cash-out opportunities, rate alerts
| Personalized journeys based on loan characteristics, equity position, and rate | Built recapture into a science, not a hope
The Result:
20-30% 4.2B 12.6B
o ° °
Recapturerates Monthly originations Quarterly funding
Consistently, peaking at 55%+ Scaled from $1.4B/ Fundedin asingle

during refi surges month at peak quarter by 2019



PILLAR FOUR — CONFERENCE ACTIVATION

Turning Industry Events into
Relationship Machines

Conferences aren’t about booths — they're about showing up as
the company everyone wants to meet.

1 Pre-event campaigns to 2 Targeted outreach:
media, analysts, “We'llbe at MBA Annual
and prospects - let's connect”

3 Coordinated executive 4 Post-event follow-up
schedules for maximum sequences to convert
high-value meetings conversations

() The Result: Every major industry event became a pipeline accelerator —

not a cost center.




Five Years. One Transformation. Undeniable Numbers.

Metric 2014 2019 Peak

Monthly Originations S1.4B

Quarterly Funding ~S4B

Recapture Rate Industry Avg

Wall Street Perception Skeptical

3x growth Consistent delivery Brand transformed

in originations capacity against public-company expectations from Nationstar = Mr. Cooper



SEE THE WORK

The campaigns, content, and creative that powered the transformation. Our four
pillars required constant fuel. Infographics and research gave media and analysts

something to talk about. Customer campaigns drove originations. Conference
materials opened doors. Here's a look at what we built.
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to kindness on this wall. Take a look. Share. Be inspired.
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Storiesin
Motion

The television commercials
that changed an industry
and brought the Mr. Cooper
brand to life, while building
trust with customers.

CLICK TO SEE THIS VIDEO
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credit card debt

Actor portrayal of actual customer experience. Your results will vary and you
may not have similar results. Payment reduction comparisons between total
minimum debt monthly payments before and after refinance.
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https://vimeo.com/1158622702?share=copy&fl=sv&fe=ci
https://vimeo.com/1158622739?share=copy&fl=sv&fe=ci
https://vimeo.com/1158622777?share=copy&fl=sv&fe=ci
https://vimeo.com/1158622760?share=copy&fl=sv&fe=ci
https://vimeo.com/1158617360?share=copy&fl=sv&fe=ci
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The Mr. Cooper Blog raised
the bar for engagement.

Bold infographics and
explainer videos helped
customers understand

Top Home Buyer Questions
aopoo

Top Frequently Asked Questions From Home Buyers

what mattered the most.

cGoper

10 Questions To Ask When
Buying A House

cooper

Seem Unstoppable? cBoper
Youve Not Alone.
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Youmust have:

Homeowners Insurance

Uyour unpald princip totals

$100,000

v meed t carry inmrunce
totaling ot teast

$100,000

Research-led storytelling
made complex financial
ideas easier to grasp,

turning dense topics into
clear narratives.

Flood insurance may be requied Gependng on property
1ocation, the presence of specia flood hazards, and the
Nistory of looding over the Last 100 yeurs.
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Great for your wallet.
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Spending Survey 2018

We asked more than 1,000 How doyouplan topay How much do you How long did it take you

| : for holiday gifts this season  estimate youllspend to pay offdebes from last
people how extra holiday (multiple selections)? on holiday gifts? holiday season?
Insights on the journey to home ownership expenses for gifts, travel, S

ey §1- $400- $1000- $2000- $5000+
¢ ¢ 5 X i wpkes i and groceries will impact Cash saved up 72% S $300 $999 $1999 $4999 3 0
8 " . Tap into savings 5% !
What’s the difference between first-time = = % their finances.
and next-home homebuyers? 10ledrn more 52% of respondents have
cent Mr, C o and simiaritie:

some level of credit card 32% plan spending $400- $999 .
_______ I T s 129% plan spending $1,000-$,099 0ok Ito 11months, or arestill

First-Time Homebuyers Next-Home Homebuyers v d eter yourhown ruambe = > ing offlastyear’s debt.
vs VY B Rpeet will take from one to five BV o lastveats

TMINGAND OBsTACLEs (. [SPZC | continee . 0 o B Al years to pay it off: Howmuch credit card When, if ever, do you Do you expect to accrue

S — debt this holiday season?

debt do you have? anticipate your credit
card debt will be paid off?

None 48% %
$1-$2,499 26% 0-5months 24% | === 5 g
$25500- 611 months 20%

$4,999M1% 12+ months 21%
000 - 2to5 years 23%

$10,0008% 6+ yearsif

410,000 and ever12%

above 8%

planto
accrue more
debt this holiday season.

Do you place yourselfona How successfulare you
budget each holiday season? staying within your budget
............. A during the season?

YES 67% . Very successtu

NO 33 % Moderately successful

Not successful

Haveyou and your spouse or partner As a homeowner, whatis your holiday season
cver argued over holiday home improvement budget?
spending costs?

YES 28%
NO 72%

) $1-5200 | $201-§500 $501-52,000 | $2,001- $5,000 | $5,001+

[
M' D If you could tap into your tax Do you wish you could For homeowners: Would

work - refund early skip the holidays rather yougive up receiving/

Per Nsx to helppay than spend the money buying gifts in order to

- s . : - for gifts, ongifis? pay off your mortgage
wouldyou? faster?

Yes 38% Yes 30% Yes 42%
No 62% No 70% No 58%



You’re Not Alone.

The vast majority of Americans still aspire to own a home,
but most lack the means or a plan for achieving it.

K -
CONSUMER DEBT* = $3.8 TRILLION According to a survey by Mr. Cooper, Afew survey answers based on the question,

The American dream is alive “What does homeownership
q and well, but seems more mean toyou 2” )
Complex subjects were ’ ’ ’ ’ iffioult toastain thamever [y S,

1 have shelter and a place
that is mine. It also means

3 . especially for young people. Challenges include rising responsibity. Taking care  belong communtty.

. 4 n 1me 'lg ! ) of the house and bills. At g a home of your own
ro e n OW n | n t O C e a r-, 4 prices and interest rates, student debt and slow wage the end of the day, | can to share and enjoy with your
growth, and lack of a safety net or substantial savings. c family nbea

However, the benefits include building equity, stability

engaging visuals. Each That’s... and financilflxiity. imears el ot pie i et v

info grap hic focused on T
e=H T 70%

understanding and trust. . ) n58/
$1 TRILLION $L1TRILLION  $1.5 TRILLION Sremiyomnaome @ i

aspire to homeownership. ¢
down payment. 4 3%

personal satisfaction.”

Source: Cli
c hase
ahome someday.

Are You Swimming In
Credit Card Debt?

Are You Swimming In MR. COOPER CALCULATES THAT You’re Not Alone. 3%

homeowners want

Credit Card Debt? 32 MILLION CONSUMERS e
You’re Not Alone. have Home Equity and Higher-Interest Debt

e Gtk ere o more norvation

CREDIT CARD DEBT NOW TOPS IT'S GROWN
$ITRILLION  *6Q° Yo $3,840,900,000,000 36
for the first time in history SINCE 2015 CUSTOMER HAS: AnAll Time High el heve 2\

meant being able

to afford a home
K o

IN HOME EQUITY —
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2017 $1,029,100,000,000

2016 $969,600,000,000 19%
@ o $909,600,000,000 $1TRILLION $1.1TRILLION $1.5 TRILLION ofprents o it

adown payment

AN [
Thousands of Mr. Cooper customers L erermerennse | 5% ‘ : n- .

have already used their home equity to pay off their high-interest debt, and now be willing to work 53% “‘ | offera loan.

they're paying on average $538* |eSS per month. side job if it meant

THE GOOD NEWS IS... IT'S INCREASED

HOME EQUITY [[o[o8

SINCE 2000

The Good News Is...
HOME EQUITY

HOME EQUITY

$14,900,000,000,000
$7,400,000,000,000

HOME EQUITY IT’S INCREASED 10% o%
2000

SINCE 2000

$14,900,000,000,000

$7,400,000,000,000




We took dense, unwieldy

numbers and turned them
into clean graphics that
told a story people could

actually follow and use.

What's on the mind of existing homeowners as they ponder
their next purchase?

How are People Searching for Homes?

the biggest

‘claimed that they will complete their purchase
entirely through a web or mobile application,
afigure that is likely growing.

42%
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What is escrow?

An escrow account is sort of like 3 “piggy bank”.
Every month, part of your mortgage payment goes
into it, and your service provider (mortgage
company) uses it to pay requirements such as
insurance and property taxes.

Y part of your
MORTGAGE
PAYMENT

What'’s a minimum
required balance?
It's typically 2X your
monthly escrow
contribution.

If your escros payment is \

$500/mo

your required balance is

$1000

%  Homeowner’s
Insurance

Covers your home or dwelling, everything attached
t0it, and the contents within it. Depending on
coverage, may also include flood, windstorm, and/or
PMI (Private Mortgage Insurance).

An easy to understand guide to escrow

How is the amount
determined?

An annual escrow analysis by your servicer sets
the amount, based on bills, account balances and
requirements, and recent payments.

If there is a surplus greater
than $50, your servicer will send
you a check for the overage

surplus

ESCROW BALANCE

shortage <l

If there is a shortage,

you can pay a lump sum,
or spread it over 12 months
and your servicer adjusts
your payment to cover it

Property
Taxes

Paid to local authorities based on due
dates and early payment discounts

To Learn More About Escrow
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HAS:

ON THE HORIZON

‘When respondents were asked when, if ever, they
consider buying a home, there were three clear winners abomf

on the leaderboard:

¥ Ifyou didn’thave to come up witha
down payment, when would you
purchase a home?

« Never-30%
« 2-3years-21%
- 4-5years-18%

However, when this question came with a caveat, the

rouls changedslighly. Among respondents posed with
thequesion of when they buy  house fthey id'have 23yers [ .
0 como p with v pmen, o e st slected

s -

« Within the next yoar - 34%

 23years &9yen
+ Newr-z1n —

, they'd B When (if ever) will you consider buying

Somple S 428 (403 of Rpindnts)

FINANCIAL PLANNING NEEDS (AND OBSTACLES)
WHAT IS STANDING IN HOME BUYERS' WAY?

Do you have a financial plan Whatis holding you back from purchasing a home?

in place to purchase a home

someday? +demopaymers
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The Home Stretol: Challenges and Solutions for Asy

aye mrcooper.com/blog | 3

WHAT DOES HOMEOWNERSHIP MEAN TO YOU?

START WITH THE DREAM.

into their thoughts about owning a home:

+ 10% cited the word Home.
-Owning a home means [that I can] continue
the life T want to (ive] with my children
and husband.”

+ 9% cited the word Secure
I¢'s a huge responsibility It means you are
secure and preparing for the furure.”

+ 8%cited the word Freedom.

Home is a man or woman's castle
Freedom tobe yourself”

+ 7%cited the word Means
Tt means T trive to build my wealth and
security through smart investments.

[Xt] means T built a home rather than
Justa place o reside.”

+ 7%also cited the word Place
“The American Dream. To have a place
that holds its value and comfortable
surroundings to call home.”

What does home ownership mean to you?

ouningahome  oun  aplaceto
stability responsible property
e e freedom

L 1 privac
we PO home means o

andiora  house SECUY'€  independent

piac

pride want family  veingabicto

everything  mortgage  american dream

home.

hip

LIVING ARRANGEMENTS & PURCHASE INTENT
WHERE ARE THE RESPONDENTS NOW... AND WHERE WOULD THEY LIKE TO BE?

Among the respondents, 40% are currently
rent
arrang:

ahome or apartment,or have living
‘ements other than homeownership.

To break it down further

+ 32% identify as “Aspiring Homeowners™

+ 8%view themselves as “Perpetual
Renters’

+ Mostlive with a parent (48%), a partner
(47%), or a friend (6%)

Homme Stretch: Challengos and Solutions for As

‘What are your living arrangements?

revith preoe) |
Live with partrer [N ™
e vithfrendc) [ &
Uveina dorm [
otver I

Sample Six:52 5% of Repndens)

mrcooper.com/blog | 2



[llustrations were designed

to scale smoothly across
infographics, quides, and
other content while staying
visually consistent.

987

DON’T HAVE A
DOWN PAYMENT




Content strategy and

analytics frameworks
worked together, measuring
what mattered to drive
originations growth

Topic Development

mr.
cooper

BLOG REPORT

User Pathway Analysis and Recommendations
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NATIONSTAR

4

Top Pathways between Mr. Cooper and Blog Content

38
o @ @ o
/servicing/overview @ ‘ @@ /

/ @ ‘ @ /servicing/overview
All Other Paths a All Other Paths

NATIONSTAR | 2

8%

Preferred Pathways Future Content

Cash-Out Refi Purchase

Refinance
(New Customers)

(Existing Customers)
Without a clear pathway laid before them (through hyperlinked anchor text, for example), users are currently exploring
pathways that don’t necessarily serve the strategic interests of Mr. Cooper.

Understanding the vision of the brand allows us to explore topics that are best served to consumers in the mor
conversational blog format. Accordingl i

| gly, answerin,
and touch on issues and concerns of inferest to prospects.

ore
is a great way to support the authority of the brand

.
FRAMEWORK FOR ALIGNING BUSINESS GOALS AND DIGITAL METRICS
mr:
cooper S —
supportin the Busines Objecves s Wi
ANALYTICS ROADMAP B
Initial Analytics Framework and Benchmarking




Rocket Mortgage
Comes Calling.

In 2020, Rocket Companies acquired Mr. Cooper’s originations platform.

They didn't buy a servicer trying to originate. They bought a marketing-driven originations machine that had proven it

Scale volume without sacrificing margin Recapture customers at rates competitors couldn't touch

Maintain Wall Street credibility through rate cycles Build a brand customers actually trusted

The playbook worked. The exit proved it.





