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RESPA-TILA 
Checkpoint!
BY KATHLEEN MANTYCH

On November 20, 2013, the Consumer Financial 
Protection Bureau released the nearly 1,900-page fi-
nal RESPA-TILA Integrated Disclosures Rule. During 
that time, the mortgage industry was in the midst 
of complying with all the Qualified Mortgage require-
ments to meet the January 10, 2014 deadline. Who 
had time to think about what was yet to come? And 
now, we are once again faced with another monu-
mental milestone to meet the requirements set out 
by the CFPB to be implement-
ed by August 1, 2015. With 
January 10 long behind us, it is 
time to focus all efforts on the 
task at hand for the new Loan 
Estimate and Closing Disclosure 
– essentially unbundling every-
thing that was done in 2010 and 
then some. 
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Three Changes That  
We All Must Face
BY DAVID LYKKEN

The mark of a great leader is how he or she responds to change. The very idea 
of change is unsettling. We like things the way they are. The status quo is comfort-
able, and it’s much easier to ride a wave of success than to achieve it by clawing 
your way out of the undertow. But change is inevitable. “Change is,” as it has fa-
mously been said, “the only constant.”

Our Industry  
in 5 Years
BY TONY GARRITANO
There is much talk about new regulation. 
You can’t speak to any mortgage profes-
sional for too long before they start dis-
cussing the disclosure changes scheduled 
for next year. If you sum up the mortgage 
environment today, what it really boils down 
to is a time in our space that will be de-
fined by how the industry reacts to change. 

So, hypothetically, if we 
look out five years from 
now, the question is: 
How much different will 
the mortgage industry be 
as a result of the shifting 
landscape?

“I believe that past is prolog, and I doubt 
that there will be any revolutionary changes 
that aren’t already on the drawing board,” 
answered John Liston, a part owner of 
ASC, the company that offers the Power 
Lender loan origination system. “I believe 
there will be increasing adoption of mort-
gage industry data standards, led in part 
by the growing influence of the Consumer 
Financial Protection Bureau (CFPB). I also 
believe there will finally be an interoperable 
electronic mortgage standard that supports 
electronic mortgage document interchange. 

A New Type 
of Homebuyer
BY REBECCA WALZAK

Millennial borrowers, 
those 72 million indi-
viduals born between 
1980 and the turn of the 
century, are now of the 
age that has traditional-
ly been the time during 
which a generation begins to invest in acquir-
ing a home. This should be good news, but it 
appears that the emergence of this generation 
as a driver of new home sales is just not hap-
pening. Why is that? Well, there are probably 
as many answers as there are members of the 
generation, but there 
are a few that seem 
to have credence. 
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Innovate Or Close Shop
Now is not the time for small ideas. Putting a band-aide on a gaping wound won’t 

help in the long run even if it stops the immediate bleeding. Lenders have long 
missed this message. Instead of looking at how to improve their overall process, 
they instead look for little fixes here and there. That mentality won’t cut it anymore.

But things might be changing. When the Consumer Finance Protection Bureau 
announced the 12 participants of its electronic closing pilot, I was encouraged. The 
participating lenders and vendors weren’t just talking about improving the closing 
process, they expressed loftier goals.

For example, Donna Krall, Executive Vice President and Director of Mortgage 
Fulfillment, Flagstar Bank said, “As a leading mortgage originator, we’re always look-
ing for ways to improve our customers’ experience. We’re pleased to be part of this 
pilot to align the mortgage closing process to meet the needs of today’s tech-savvy 
customer.  In today’s fast-paced virtual environment, we recognize the importance 
of an online tool that offers convenience, execution and provides the customer with 
a positive experience.”

Similarly, Sharon Matthews, eLynx President and CEO, added, “The CFPB’s focus 
on closings will accelerate the industry’s progress towards the e-mortgage. By ob-
jectively evaluating different solutions and collecting performance metrics, the pilot 
will help identify technologies that improve the customer experience.”

Going beyond just talking about customer service, which in and of itself is a big 
deal, some of the participating lenders and vendors actually talked about innovation. 
“Our culture is built around innovation and using technology to make the home fi-
nancing process easier for our customers and business partners,” Tom Moreno, Vice 
President and Chief Information Officer of Universal American Mortgage Company/
Eagle Home Mortgage, said. “We look forward to working with other industry leaders 
and the CFPB to realize the vision of a smooth, paperless closing for the consumer.”

Will this enthusiasm for genuine process improvement be permanent or temporary 
and fleeting? “Lenders are now ready for a completely paperless loan closing pro-
cess,” answered Dominic Iannitti, President and CEO of DocMagic. “Digital Close 
from Pavaso is designed to be a neutral technology platform that seamlessly inte-
grates with other systems. That, along with DocMagic’s e-sign, e-vault and e-deliv-
ery offerings, provides a fully supported, shrink-wrapped solution for anyone to do 
an e-closing. This partnership will show the industry and the CFPB that any lender 
can make the closing process better for consumers through the use of a completely 
electronic process without incurring the time and cost of creating or maintaining their 
own systems.”

I hope that these participants of the CFPB e-closing pilot are right. Hopefully this 
industry will start genuinely innovating because I fear that 
if it doesn’t there will be far fewer mortgage lenders and 
technology vendors alike by this time next year.
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Back when I was 10 years old, the 
principal of my elementary school 
called a student assembly and made 
a major announcement. In order to 
foster a degree of responsibility and 
maturity among the student body, the 
principal decided to install a sugges-
tion box outside of her office. During 
the assembly, she beamed with pride 
over the belief that this suggestion 
box would create a new environment 
where the students would have a say 
in how their school was being run.

A week later, the principal called an-
other student assembly. The beaming 
pride of her initial announcement was 
replaced with a scowling anger, and 
with good reason – the suggestion box 
was removed because, she claimed, it 
was overstuffed with ridiculous and of-
fensive ideas. The most egregious sug-
gestion, the principal stated, was the 
proposal to have all of the girls in the 
school walk around in the nude. The 
principal decided to throw the sugges-
tion box into the trash because she felt 
that the students could not take their 

newly bestowed responsibility with any 
trace of seriousness.

While I admit that the Benny Hill-level 
notion of a clothing-free female student 
population was not the most helpful 
suggestion, it was ridiculous for the 
principal to expect a bunch of 10-year-
olds to come up with sophisticated 
ideas to improve the ebb and flow of 
school management. Yes, it was noble 
to believe that students should have a 
say in how their school should oper-
ate, but abruptly opening the promise 
of equal partnership without properly 
explaining what was expected of the 
students was a huge mistake.

In many ways, the moral of this 
warped story can apply to the con-
cept of contemporary homeowner-
ship. For decades, people have been 
forced to absorb the much-ballyhooed 
belief that homeownership is some 
sort of life-fulfilling goal and that ev-
ery American is deserving of having a 
house to call their own.

But – and, I know this may sound 
like apostasy in stating this in a 

publication being distributed at a 
Mortgage Bankers Association confer-
ence – homeownership is not the ideal 
goal for many Americans. Indeed, too 
many people approached homeown-
ership in the Housing Bubble era with 
the level of puerile immaturity that my 
elementary school classmates dis-
played when they stuffed the sugges-
tion box.

The current housing market (and, by 
extension, the economy as a whole) 
is still resonating with the conse-
quences of the actions of dum-dum 

homeowners. And, in many ways, 
there is evidence that people did not 
learn from previous mistakes – es-
pecially in the rising level of get-rich-
quick house flipping activity and in 
the demands of some self-appointed 
activists for the weakening of feder-
al guidelines to artificially enable in-
crease homeownership rates.

It is often said that homeownership 
is the American dream. Oddly enough, 
the man who popularized the phrase 
“American dream,” writer James 
Truslow Adams, did not consider 
homeownership when the champi-
oned that expression. Instead, Adams 
had a very different idea in mind when 
that phrase popped up in his 1931 
book “The Epic of America.”

“It is not a dream of motor cars and 
high wages merely, but a dream of so-
cial order in which each man and each 
woman shall be able to attain to the 
fullest stature of which they are innately 

capable, and be recognized by others 
for what they are, regardless of the for-
tuitous circumstances of birth or posi-
tion,” Adams wrote. Yup, no mention 
of mortgages there!

When I read about Americans that 
bypassing homeownership in favor 
of renting, I am not displeased. It is 
my belief that most of the individuals 
choosing that route have an intelligent 
understanding of their financial and 
emotional strength. After all, home-
ownership is a major responsibility, 
and praise should be given to those 
who recognize that they current lack 
the wherewithal to carry the burden of 
mortgage debt and the expenses as-
sociated in owning residential property.

At a time when the economy is stag-
nant, wages are mostly dismal, the 
employment picture is not rosy (espe-
cially for those just out of college and 
those in the later stretch of their mid-
dle-age period) and the cost of living is 
going in the wrong direction, it is easy 
to understand why so many people 
are saying no to buying a house.

An effort to push the wrong people 
into homeownership is as reckless 
and foolish as demanding that an 
elementary school administration re-
quire female students to walk around 
naked. Sometimes, what we consid-
er to be a good idea is actually quite 
the opposite. 
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Between 2004 and 2008, origina-
tions peaked thanks to low home 
prices and relaxed credit standards. 
Most of us who recall home equity 
lending’s fever pitch are not shocked 
when we hear that HELOCs opened 
between 2004 and 2008 account 
for 60 percent of today’s outstand-

ing loans. Now, 10 years removed 
from origination, these loans are 
beginning to reset into amortization 
and borrowers will transition from 
interest-only payments to paying 
down the principal.

An estimated $221 billion in 
HELOC loans will hit the market 
from 2014-2018, but many borrow-
ers are unprepared or incapable to 
make the higher payments, which 
can increase hundreds of dollars 
per month and include interest, 
principle and a balloon payment in 
some cases. This once-emerging 
threat that loomed on the horizon 
is now very real – delinquency rates 
on these lines of credit are doubling 
at their 10-year mark. 

Thankfully, I am not the only per-
son that is concerned with the 
coming waves of HELOC resets. 

The FDIC, OCC, Federal Reserve 
Board and NCUA released a finan-
cial institution letter on July 1, 2014, 
which is intended to promulgate 
risk management principles and ex-
pectations that FDIC-insured banks 
should adhere to as they prepare 
to field the incoming resets. First, I 
commend these agencies for pro-
actively addressing this issue, em-
phasizing the importance of evalu-
ating borrowers and measure their 
financial capacity to make full re-
payments. The waves of resetting 
HELOCs are already here and will 
have significant impacts on home 
equity portfolios and first-lien mort-
gages. The Consumer Financial 
Protection Bureau requires ser-
vicers to notify borrowers of a reset 

120 days in advance and many 
lenders are open to loan modifica-
tions and may be willing to discuss 
this possibility in advance to prevent 
the borrower from collapsing into fi-
nancial crisis. However, we need to 
know more about borrowers so that 
we can proactively assist those who 

will have a higher propensity to be-
come delinquent. 

Evaluating borrower credit risk 
is incredibly critical in this process, 
but can mitigate the end-of-draw 

exposure within HELOC portfolios 
when properly executed. Today, 
there is a sea of comprehensive 
data, such as property and credit 
information, that lenders can lever-
age to pre-approve borrowers who 
do have the ability to pay. Still, there 
are many profile specifics, such as 
employment and income, which are 
difficult to assess without some de-
gree of borrower involvement. This 
is where exceptional customer ser-
vice must be provided. Why make 
a borrower provide all of the docu-
mentation to prove ability to repay, 
such as paystubs, W-2’s, tax returns 
when all of this documentation can 
be secured by the lender with the 
borrower’s consent? Customer sat-
isfaction is the lender’s life support 
and is critical to remaining competi-
tive in this market.  Borrowers want 
an easy process and if you don’t 
provide that, they will go to some-
one who does.  

I encourage all lenders to work to 

increase communication and trans-
parency, while making sure that they 
are leveraging the most updated 
FICO scores, credit attributes, debt-
to-income information and other vi-
tal data. These attributes empower 
lenders to better understand their 
risk exposure and develop modifi-
cation strategies if necessary. 

Contact Mortgage Builder today and learn more about 
our next generation LOS.  800.460.5040 • www.mortgagebuilder.com

Architect, Mortgage Builder’s 

next generation LOS, is an  

all-inclusive residential lend-

ing solution that manages 

your loans from prequalifica-

tion through interim servicing 

and delivery.  Built with the  

latest technology, Architect  

offers browser based access in 

the cloud and expanded applica-

tion enhancement capabilities.  

See how Architect is helping move 

our clients and the industry forward.  

   Next 
Generation 
     LOS

ABOUT THE AUTHOR
Rosie Biundo is Senior 
Director of Product Marketing 
for Equifax Verification 
Services where she is 
responsible for understanding 
lending market trends and 
representing customers’ 
perspectives by aligning 
needs with solutions. For 
more information on Equifax 
Verification Services, visit 
www.theworknumber.com.

Legitimizing Home Equity 
Lending Delinquency Concerns
Legitimizing Home Equity 
Lending Delinquency Concerns

An estimated $221 
billion in HELOC 
loans will hit the 
market from 
2014-2018, but 
many borrowers 
are unprepared 
or incapable to 
make the higher 
payments.



Today’s Lending Insight  5

Borrowers today are more connect-
ed than ever. You only need to look 
around you to see evidence of this. 
The next time you are walking down 
the street, sitting at a restaurant or 
just waiting in line at the grocery store, 
take a look at how many people have 
their noses buried in their electronic 
devices. Today’s do-it-yourself gener-
ations are connecting with the world 
in ways unimagined only a few short 
years ago. Reading, shopping, mu-
sic, entertainment and even banking 
are industries that are being changed 
by consumer’s immediate access to a 
wide variety of content. The concept 
of idle time has been replaced with 
information gathering. But with all of 
this content to choose from, how can 
you stand out to your customers and 
prospects?

The key is to engage your custom-
ers and give them fresh and relevant 
content before, during and after their 

loan process. Become a go-to re-
source that they can count on when 
they need information or have ques-
tions regarding the lending or home-
buying process. By becoming a trust-
ed resource prior to them needing a 
loan, they are more likely to use your 
services when the time arrives.

There are plenty of tools that allow 
you to actively engage your custom-
ers. The first and most obvious is 
Social Media. Services like Facebook, 
Linked-In and Twitter allow you to 
easily get your message out to a wide 
variety of consumers. You can use 
this medium to promote new prod-
ucts, educate consumers or simply 
drive traffic to your own website. 

Speaking of your website, you want 
to make sure that once a prospect 
arrives that the engagement contin-
ues. Include content that appeals to 
your client base and keep it updated. 
Change your content frequently. If a 

consumer knows that new informa-
tion is posted regularly, they are more 
likely to return.

But the most important way of en-
gaging visitors once they arrive at your 
website is through two-way communi-
cation. Don’t just present information. 
Interact with your customers. Answer 

their questions and get their input. Live 
Chat is a great tool that allows you 
to have an online conversation with 

a prospect in real time. Being avail-
able to help a prospect with ques-
tions without them having to pick up 
a phone and call you will increase 
customer satisfaction and drive addi-
tional throughput. For those times that 
real-time communication isn’t needed, 
a secure messaging system is ideal. 

Secure messaging is preferred over 
e-mail due to security concerns and 
the type of information that may be ex-
changed during the loan process.  

Speaking of security, another great 
tool that you can use to keep custom-
ers engaged is document exchange. 
More and more consumers are choos-
ing to go paperless and desire their 
documents electronically. But deliver-
ing documents electronically is only 
half of the battle. While many lenders 
have implemented a secure delivery 
system, they have no way to securely 
accept documents back from a bor-
rower. By implementing a true docu-
ment exchange system for both deliv-
ering and receiving documents elec-
tronically, you can take days off of the 
loan process.  

And finally, once the loan process is 
completed, continue to engage your 
customers with content regarding their 
new purchase. Update them with in-
formation about their account, inform 
them of special deals or offers that you 
may have, or advise them on other 
programs or services that may benefit 
them. By being a resource rather than 
just a vendor, you can build a relation-
ship that both parties can benefit from 
for many years. 
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There is intense pressure on lend-
ers today; origination volumes are 
down, constantly changing rules 
and regulations have significantly 
added to the cost to originate loans 
and competition is fierce. Lenders 

are looking for innovative ways to 
attract new borrowers. Online loan 
applications and lead generation 
will increase as lenders look to find 
more profitable ways to originate.  

In today’s market many borrowers 
start the mortgage process online, 
searching for local companies or the 
lowest rate from national lenders. It 
is critical to have a presence where 
potential borrowers are starting the 
mortgage process. Unfortunately, 
just having a website is no longer 
enough. Borrowers expect more 
from their lender and that includes a 
great website. 

Below are some points for what 
we think makes for a great mort-
gage website.
1. VISUALLY APPEALING DESIGN 
THAT MATCHES CORPORATE 
BRANDING

Brand consistency across all as-
pects of your corporate brand is vi-
tal. But beyond brand consistency, 
a great website delivers appealing 
design that doesn’t look like every 
one of your competitors’ website.
2. SIMPLE NAVIGATION MENUS 
(“DON’T MAKE ME THINK”)

Too many times companies over 
complicate their website. They try 
to inform the prospect of every con-
ceivable thing that they offer or could 
potentially provide. The problem is 
that when navigation is complicated 
your potential borrower just goes to 
one of your competitors instead of 
trying to figure out your navigation. 
Simple, intuitive navigation is what 
today’s borrowers are looking for.
3. USEFUL CONTENT FOR 
BORROWERS AND REFERRAL 
PARTNERS

Borrowers and your referral part-
ners are looking for content that is 
engaging and useful. Great web-
sites deliver highly engaging and 
relevant content that allows borrow-
ers to make an informed decision 
so that they can do business with 
your organization and stop search-
ing your competitors’ websites.
4. POWERFUL CALL-TO-ACTION 
BUTTONS (“APPLY ONLINE”)

You can create a website that 
is visually appealing with simple 

navigation and great content and 
still not get the potential borrowers 
business because they didn’t know 
what to do next. Powerful Call-
to-Action buttons direct the bor-
rower to what they need to do next 

and help lock in your 
prospect.
5. DOMAIN NAME 
THAT’S EASY TO 
REMEMBER

The goal of a great 
website is to make 
it easy for your pro-
spective borrowers to 
do business with you. 
Having a domain name 
that is easy to remem-
ber allows your pros-
pect to easily remem-
ber your website when 

the time comes for them to begin 
their mortgage process online.

6. INTEGRATION TO BACK 
OFFICE SYSTEMS (LOS & CRM)

Along with a great web experi-
ence for your potential borrowers, 
great websites deliver integration 
with your back office systems (LOS), 
which helps increase the profitability 
of each loan by saving you time and 
significantly reducing errors.
7. CAN BE UPDATED QUICKLY 
(DOESN’T TAKE A WEEK)

Great websites allow businesses 
to quickly and easily update their 
website to respond to constantly 
changing market conditions and 
competitive forces. If it takes weeks 
to update your website your com-
petitive advantage will be lost.
8. MOBILE AND TABLET DEVICE 
FRIENDLY

Today’s borrowers are on the go 
and accessing website from their 
mobile phones and tablets. Your 
website must be mobile and tablet 
friendly or your potential borrower 

will just look elsewhere.
Great websites deliver a dynamic 

user experience while leveling the 
playing field for lenders of all sizes.  
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It’s been more than three years 
since the Consumer Financial 
Protection Bureau (CFPB) was cre-
ated “to make markets for consum-
er financial products and services 
work for Americans,” according to 
its mission statement. While many 
improvements have been made, 
there are still numerous lenders 
and services trying to meet regula-
tory requirements. For many – espe-
cially small- to mid-size institutions 
– challenges such as the high costs 
of compliance, lack of bandwidth 
for compliance expertise, increas-
ing technology complexities and 
increased urgency of operations 
training have stifled lenders’ and 
services’ ability to meet the already 
implemented requirements. These 
challenges will only worsen as new 
regulations role out next August. 

The mortgage industry continues 
to work diligently to interpret and 
implement all the new current and 
future regulations to avoid the CFPB 
and its enforcement powers. In fact, 
lenders, servicers and vendors face 
severe fines and penalties if found 
in violation of a law. Even if a con-
sumer federal law is violated with no 
intention and was clearly an error, 

the CFPB has the power to fine the 
organization $5,000 per day. If the 
organization knew about the viola-
tion, the fine can be as high as $1 
million per day, which can ultimately 
shut down a lender or servicer. 

These broad powers have gained 
the attention of legislators and in-
dustry experts, who are working to 
overturn some of the CFPB’s power 

on the grounds that it has no stat-
ute of limitations due to the way the 
Dodd Frank Act was written. In par-
ticular, many have concerns with 
the power given and utilized around 
Unfair, Deceptive and Abusive Acts 
or Practices (UDAAP). 

Regardless, after three years, the 
CFPB is continuing to move forward 
to build strong compliance require-
ments, and lenders and servicers 
must continue to make investments 
in technology and services to com-
ply with those new rules. The cost of 
maintaining regulatory compliance, 
however, will continue to have a sig-
nificant impact on lenders and ser-
vicers, but the costs of non-compli-
ance will also have consequences. 

To make the most out of technolo-
gy investments without breaking the 
bank while also remaining compliant 
and avoiding the even more costly 
fines, lenders and servicers should 
leverage either a cloud-based com-
pliance tool or a CFPB mock audit 
to bring out regulatory issues before 
an actual regulatory review. 

By leveraging an automated 
cloud-based compliance check so-
lution or comprehensive audit, finan-
cial institutions eliminate the CFPB’s 
severe consequences by ensuring 
compliance with the changing regu-
latory environment, as well as better 
prepare for future regulatory chang-
es. In a shared services model, 
lenders and servicers are also able 
to leverage compliance resources, 
which combat out-of-control costs, 
mitigates potential fines and ulti-
mately results in cost-containment 
for consumers.

Ideally, an effective web-based 
compliance check or a more com-
prehensive mock audit will contain 
a series of questions. Lenders and 
servicers should then be guided 
through the review process to com-
plete the answers, which are then 
analyzed using classifications in line 
with CFPB guidelines to calculate 
the risk. Financial institutions should 
then be provided a detailed report 
including compartment risk weight-
ings, trends and high-risk items, 
which can be provided to regulators 
as well as used for action plans.

Looking ahead, the future cer-
tainly holds more regulations, in-
vestigations and penalties for those 
unprepared for the CFPB. Whether 
investing in a shared service mod-
el through a SaaS, cloud-based 
platform or a more comprehensive 
mock audit, lenders and servicers 
will benefit from peace of mind, re-
duced costs and improved quality – 
not to mention creating a safer ex-
perience for the consumer.  
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Taking A Hard Look 
At Lending Performance

Every lender wants to get the most 
out of a mortgage operation, but do-
ing so requires understanding current 
performance. Measuring mortgage 
lending performance is an essential 
and age-old task, which is especially 
important today as volumes move to 
lower levels and costs continue to 
rise.

At Accenture Mortgage Cadence, 
we worked with a representative 
sample of our lenders during the first 
two quarters of 2014 to set a perfor-
mance benchmark. The Benchmark 
Study, based on 2013 lending and 
financial data, reported on five mort-
gage performance indicators: veloc-
ity, pull-through, customer share, 
productivity and cost-to-close. 
Productivity and cost-to-close, along 
with pull-through, are the three most 
important metrics that every lender 
should regularly gauge.

Our benchmarking study found 
that high performance remains more 
than possible in the stringently regu-
lated post-recession climate in which 
lenders function today. While it is true 
the average cost-to-close has risen, 
productivity has declined and pull-
through has suffered when compared 
with pre-housing crisis lending, there 
is still good news. Indications from 
late entrants in the study show that 
even better performance is possible. 
Study group participants, on average, 
posted a cost-to-close almost $700 
lower than that reported by bank and 
thrift-owned mortgage companies in 
the 2013 Annual Mortgage Bankers 
Performance Report published by 
the MBA.  Productivity, the mea-
sure of closed loans per employee 
per month, was almost one loan per 
month higher.  

While one loan per month may not 
sound like much, it can lower the 
cost-to-close anywhere from $300 to 
$1,000 per loan depending on where 
on the productivity spectrum perfor-
mance falls.

Pull-through, the simple measure 
of loans closed to those originated, 
averaged 47% while velocity, the 
number of days from application to 
closing, posted a composite average 
of 61 days. Neither of these metrics is 
directly comparable to other studies 
since they tend to be measured dif-
ferently by differing lender segments. 
When compared against previous 
studies undertaken with the same 
lenders these results are promising.

Benchmarking is important to our 
clients, giving them a means to com-
pare their individual performance 
against their peers. Next up is a 2012 
retrospective. When the calendar 
flips to 2015, we’ll be preparing our 
2014 Study as well. 
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Loan volume is decreasing and 
more and more lenders are finding it 
hard to be profitable. As a result a lot 
of lenders are going out of business 
and others are merging. These con-
ditions are not great for the technol-
ogy vendors that serve our market. 
For technology vendors it means 
more competition to keep existing 
clients and get new ones. 

So, how do you grow your busi-
ness in these conditions? In an ar-
ticle entitled “Want to Make Your 
Business Grow? Become a Thought 
Leader — Quickly” by Mitchell Levy, 
he shares some really insightful 
ideas. First, he suggests that busi-
ness success of a product or service 
is not just based on the brand of the 
company, but also on the brand and 
reputation of the people that run it.

Investing time and energy in push-
ing your personal brand builds cred-
ibility and enhances the reputation 
of not just yourself but your com-
pany, too. The most commonly ac-
cepted practice to do that today is 
to establish yourself as a thought 
leader. You might be thinking to 
yourself, “I don’t have time for that: 
I need to close business and satisfy 
my existing customers.” Well, not all 
personal branding strategies need 
to be time consuming, especially 
when you are working with an out-
side expert in the field like NexLevel 
Advisors, for example.

Here are a few tips on generating 
positive results within a reasonable 
amount of time:

Identify your area of expertise. 
A thought leader is defined as the 

go-to expert in a particular space. 
Many entrepreneurs and executives 
choose to concentrate on areas 

they have had a lot of past experi-
ence in. For instance, an individual 
may focus on branding, marketing 
or starting a company.  

Keep in mind that the past expe-
rience needs to correlate with what 
you want to be known for in the fu-
ture. Choose an area that will bring 
in followers that can be either cus-
tomers or advocates of what your 
company is selling.

Beef up your LinkedIn pro-
file. If you don’t have a good, ro-
bust profile on LinkedIn, you need 
one. Inevitably, future advocates 
looking to learn more about you 
and your company will end up on 
your LinkedIn profile. The question 
you have to ask yourself is, “Does 
my LinkedIn profile sell me and my 
company?” If your profile looks like 

a resume, you missed the point of 
LinkedIn. Your profile needs to look 
like a SEO landing page for you and 

your brand.
Follow other thought lead-

ers in your space. We are now 
in a world where advocate market-
ing is becoming the most effective 
form of marketing. One will believe 
their friends and recognized experts 
more than a website — and signifi-
cantly more than a salesperson.

Go out of your way to start fol-
lowing the thought leaders and in-
fluencers in the space you’re play-
ing in on social media. Comment 

on their LinkedIn post and interact 
with them in LinkedIn groups. Also, 
set up Twitter lists and re-tweet and 
favorite their content. Comment on 
their blogs. After some interaction, 
befriend them on Facebook. Getting 
to know them and more importantly, 
getting them to know you will pay off 
in spades.

Create, curate and share con-
tent. You must share content. You 
must share good compelling con-
tent. A good rule of thumb is to use 
the 80/20 rule. Create 20 percent 
original content and curate the re-
maining 80 percent. There are ex-
perts like NexLevel Advisors and 
others that can help you create re-
ally compelling content.

Follow through. When custom-
ers call, you’re going to call back. 
When customers send you an e-
mail, you’re going to respond (or at 
least you should). When custom-
ers, influencers, advocates and oth-
ers connect to you, you need to re-
spond. (It isn’t called social media 
for nothing.)

All of this may seem cumbersome, 
but it really pays off. So get out there 
and grow your business. 
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Mortgage lenders of today need 
to be agile; not only do they face 
competition from the growing ranks 
of online lenders, but they also need 
to keep on top of the ever-evolving 
requirements of compliance and 
new regulations, battling a constant-
ly changing barrage of additional 
steps, timed disclosures and testing 
requirements at every turn. 

The good news is, origination tech-
nology is here that can handle all this 
change and keep mortgages flowing 
smoothly through the process. 

But what should you look for in a 
solution? Do you want one that fo-
cuses on winning business? Or in-
creasing productivity? Or pleasing 
your compliance stakeholders? Of 
course, the ideal solution meets the 
needs of all three.
A COMPLETE SOLUTION

Today’s borrowers are used to do-
ing business in a world of instant 
results. They shop, book their va-
cations and even file their taxes 
online. With an online solution like 
MortgagebotPOS, for example, 
banks, credit unions and mortgage 
companies can capture applications 
from borrowers applying online at any 
time of the day or night, and further 
position themselves in their markets 
as convenient and service-focused.

As these loans work their way 
through the origination process, in-
tegrated back-end solutions like 
MortgagebotLOS, for example, let 
lenders improve productivity and re-
sponsiveness by alerting users of po-
tential errors and red flags through-
out the process, well before the loan 
closes.  
CASE IN POINT: HORIZON BANK’S 
STORY

One excellent example of the right 
way to leverage technology is Horizon 
Bank, a locally-owned community 
bank headquartered in Michigan City, 
Indiana. When Mortgage Business 
Analyst Joel Schaefer joined the in-
stitution in 2012, Horizon was at a 
crossroads. 

“We were largely paper-based, and 
operating in a loan system that wasn’t 
compliant or efficient,” Schaefer ex-
plained. After an extensive search 
and a lengthy comparison process, 
Horizon Bank went with the D+H’s 
Mortgagebot platform, implement-
ing its POS (point-of-sale) solution in 
2010 and its LOS in 2013.

“We liked the fact that Mortgagebot 
was cloud-based. It gave our origi-
nators the flexibility to work secure-
ly from anywhere, and do it without 
carrying paper files out of the bank,” 
Schaefer said. “By choosing a SaaS 
solution, we no longer had to do 
system updates for new releases or 
compliance changes ourselves. All of 
that is handled for us.”
CHOOSING THE RIGHT SOLUTION

If your institution is in the market 
for a solution that will serve as your 
roadmap through today’s challeng-
ing mortgage lending landscape, ask 
potential providers these questions:
• Is your system configurable? The 

technology should adjust to fit 
your needs, instead of requiring 
you to change your operations to 
fit the technology.  

• Can you provide references? 
What do their customers have to 
say about agility, dependability, 
and industry knowledge?

• Can it integrate with my existing 
systems?  This is a “must have” 
in terms of transparency, efficiency 
and reduced margin of errors. 

• Do you offer cloud-based delivery 
options? A true SaaS “web-based” 
solution enables institutions to 
manage updates, without having 
to physically install the software or 
handle ongoing maintenance. For 
example, Mortgagebot solutions 

can be implemented in just 90 
days or less.

POSITIONING FOR MORE 
CHANGE TO COME

No question — regulatory and com-
pliance challenges have fundamental-
ly changed how the mortgage lend-
ing industry operates, with no end 

in sight. A continuum of regulations, 
revised amendments and updated re-
quirements looms on the horizon. 

So, you need a vendor committed 
to helping mortgage lenders embrace 
the “new normal” through a SaaS-
based solution, giving institutions 

customer-friendly access and au-
tomated compliance checkpoints 
throughout the workflow. 

Modern financial institutions face 
challenges from all sides, but they 
don’t have to go it alone. With the 
right solution and a knowledgeable 
provider, you can regain your produc-
tivity, maintain compliance and get 
back to the business of making loans 
and serving your customers.  

TAKE YOUR BUSINESS
TO THE NEXT LEVEL
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In the world of appraisal operations, 
there’s a new compliance topic ev-
ery lender and AMC is talking about 
now. Quality assurance has always 
been of critical interest, but since the 
OCC, CFPB, and Fannie Mae have 
recently issued bulletins regarding 
their requirements for appraisal qual-
ity assurance strategies, the topic 

has moved squarely into the realm of 
compliance and is getting more and 
more scrutiny.  

Every institution has its own inter-
nal goals and processes for appraisal 
quality assurance, and we’ve been 
asked by many lenders and AMCs 
for industry best practice guidelines. 
Anyone can download our free white 

paper at www.MercuryVMP.com/QC 
to get valuable recommendations and 
lists of warning signs. 

But even after reading the white pa-
per and implementing new QC pro-
cesses inside your organization, you’ll 
be left with a few critical questions, 
such as: How can you make sure 
your process really works? How can 

you verify that your process actually 
results in the level of appraisal quality 
the regulators and investors demand? 
How can you ensure you uncover 
your own vulnerabilities so you can 
correct them before they cost you? 

We’ve helped many lenders and 
AMCs answer these questions and 
it’s a great idea to test your own pro-
cesses to verify you’re getting the 
desired results. Unfortunately, we all 
know there can be a wide, wide mar-
gin between intention and reality so 
testing is absolutely critical.  

When you have quality assurance 
processes in place, here are a few 
easy ways you can test your results. 

First, Run pre-funding spot checks 
on randomly selected appraisals. 
Pass a sample population of your ap-
praisals through an automated qual-
ity control diagnostic tool. You don’t 
have to do a time-consuming search 
for QC products or commit to use the 
tool on all appraisals if you don’t need 
to. Just choose a tool you can use 

on an as-needed basis, without con-
tracts or required minimums, so you 
can spot check that your quality as-
surance strategy is producing the re-
sults you need for compliance.

Second, Run post-funding spot 
checks on appraisal quality. You can 
use the same tools mentioned above 
to check your older appraisals to veri-
fy your processes are working.  

Spot-checking appraisals is incred-
ibly valuable in determining the suc-
cess of your quality control process-
es. Your findings will help you further 
tailor your pre-funding appraisal quali-
ty control measures, and help you un-
cover risks and vulnerabilities in your 
strategy before your shortcomings 
can have drastic consequences. 

Any lender or AMC who has imple-
mented a third party QC tool into their 
daily workflow will tell you it’s not al-
ways easy to identify the best option, 
or negotiate terms favorable to the in-
stitution so you’re not overpaying or 
being forced to use and pay for the 
tool on more reports than necessary. 
That being said, the key to success 
here is to find a QC tool that’s easy 
to access without contracts or min-
imums, so it’s available to use on a 
few appraisals, or just as needed. 

Even if you already use third-party 
QC tools as a part of your internal 
quality control process, spot-check-
ing your results by periodically test-
ing against an additional QC check 
is prudent and will further minimize 
your risk.  
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(continued from P1)
The CFPB set out to accomplish 

four goals: easier to use disclosure 
forms, improved consumer under-
standing, better comparison shop-
ping and avoiding costly surprises 
at the closing table. Basically, it is to 
eliminate confusion for the American 
consumer and rectify any inconsis-
tencies or conflicting information 
and overlap. This is great for the 
consumer, but not so much for the 
lender and vendor community. Let’s 
take a brief look at why this will be 
one of the biggest challenges yet in 
the history of this industry.

First and foremost, the respon-
sibility and indeed enormous risk 
lies squarely on the shoulders of 
the lender with the penalties for 
noncompliance higher than ever. 
The total process from disclosing 
through closing rests solely on the 
lender to comply, and the require-
ments around producing the Loan 
Estimate and Closing Disclosure will 
fundamentally change mortgage op-
erations. Failure to meet the require-
ments could result in unprecedent-
ed fine amounts. Lender delays on 
disclosing improperly and are found 
to be caused “knowingly” could face 
penalties as high as $1 million per 
day and penalties for disclosure vi-
olation under TILA unintentionally 
could result in a $4,000 fine per vio-
lation – not including damages and 
attorney fees.

That said, the disclosure form 
creation and changes are not sim-
ply just cosmetic. Here is a bulleted 
list of critical items the lender must 
address while implementing these 
changes:

• Ensuring calculations are 
accurate as the fees and 
charges are now itemized 
and alphabetized so con-
sumer knows what they are 
paying for

• Timing and delivery of Loan 
Estimate, Re-disclosures 
and Closing Disclosure with 
knowledge of defined “busi-
ness days”

• Impact on technology/mort-
gage systems to accom-
modate necessary changes 
– huge challenge for IT 
managing dual systems and 
necessary data requirements

• Delays in closing process
• Complete rework of internal 

policies and procedures
• Extensive re-training for de-

partments and staff
• A detailed, planned 

implementation
• Controlled coordination 

and vetting of settlement 
providers

Lastly, and most important is for 
lenders to have a trusted and re-
liable working relationship with 

their document provider to ensure 
compliance is met to mitigate risk 
throughout this process. The over-
all time, effort and cost to imple-
ment these fundamental changes 
within an organization will increase 
enough, but it doesn’t need to be 
exacerbated exponentially due to in-
accuracy and/or a failed implemen-
tation. The time to act is now to be 
fully prepared holistically for August 
1, 2015. 
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(continued from P1) 
This generation does not see home-

ownership as a positive or a mean-
ingful way to spend their income. 
Having lived through the financial cri-
sis caused by the collapse in housing 
and in many cases learning first-hand 
how a home that constitutes a major 
part of a family’s wealth can be lost al-

most over-night, they are not inclined 
to commit the same mistakes their 
parents did.   

For members of this generation that 
are interested in buying, they have no 
desire to obtain one of the many sub-
urban mini-mansions. Instead, they 
are more interested in securing a nice 

condo, more than likely in or close to 
a metropolitan area. These individuals 
are putting off families for the “fun” of 
being free of housekeeping, yard work 
and kiddy games. Because of this, 
many builders and Realtors are see-
ing the demand for condos increas-
ing. Even Miami has started building 
more condominium units. 

Another factor driving this genera-
tion away from home purchases is the 
overwhelming student debt they have. 
Schooling costs have skyrocketed 
and as a result, young professionals 
are leaving school with student loan 
debt in the hundreds of thousands 
of dollars. Regardless of the fact that 

starting salaries are increasing, these 
debts are quickly absorbing any dis-
posable cash that they may have. As 
a result it is all too common to find that 
these individuals have moved back 
home just so they can more quickly 
pay off these debts. For those not go-
ing to college, pay rates in the lower 
economic bracket is rapidly losing the 
race to keep up with increasing costs. 

On the flip side, this generation is 
also turned off by the laborious, pa-
per-intensive and intrusive process of 
securing a mortgage. For the genera-
tion that grew up with computers and 
have driven the acceptance of “an 
app for that,” actually pulling paper to-
gether and completing an application 
is overwhelming. They expect to find 
a mortgage they want, answer a cou-
ple of questions and have an approv-
al within minutes. After all, that is the 
way they do everything else, so why 
should a mortgage be any different?  

Many lenders, reaching out to these 
potential borrowers, have been at-
tempting to lure them in with more 
and more technology; obtaining lots 
of information through the Internet 
and giving “pre-approvals” in a matter 

of minutes. But one thing we must 
consider is the risk associated with 
this approach. Since we have seen 
first-hand what substituting partial or 
inaccurate data can do to loan per-
formance, shouldn’t we be cautious 
about jumping headlong into this ab-
breviated underwriting analysis?  

While this generation certainly is 
tech savvy and eager to embrace the 
joys of adulthood, they have also been 
criticized for expecting everything 
without putting in the effort that other 
generations have had to invest in their 
future. Employers repeatedly state 
that these individuals expect to receive 
regular promotions and pay raises just 
for doing their jobs. They are quick to 
quit a company when things don’t go 
their way and are not necessarily con-
cerned when they don’t have another 
job to go to. It seems to me that the 
industry should be glad that the mil-
lennial generation is not yet looking 
for financing. Our industry may better 
off not providing loans to this genera-
tion until they mature sufficiently to un-
derstand that they have to pay them 
back. 
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(continued from P1)   
There are many trends occurring 

in our industry, as well as within the 
global marketplace, that can have 
a dramatic effect on the way we do 
business. Those of us who are still 
competing in the business twenty 
years from now will be those who 
will have dealt with these changes in 
the best way possible. Success has 

nothing to do with how effectively 
you can avoid industry challenges; 
it has everything to do with the way 
you adapt to them.

One dramatic shift that poses an 
endless array of challenges to mort-
gage professionals is the subject that 
has probably been covered recently 
more than any other: regulation. The 
extent to which the industry is be-
ing subject to scrutiny by governing 
bodies has been increasing expo-
nentially in recent years — and we in 
the industry can’t do anything about 
it. Or, can we? There are two ways 
of countering the pressures placed 
on us by regulation. You could cut 
corners and seek ways around the 
regulations. But, of course, that’s 
risky and shows a lack of integrity. 
The better way is to get involved in 
organizations lobbying for the in-
dustry. Just like everyone else in the 
country, we in the mortgage indus-
try have a voice. Let’s use it.

Another dramatic shift has oc-
curred in the way people shop for 
homes. People have more access 
to information and, therefore, less 
need of professionals to make those 
decisions. Primarily, this shift is the 
product of the same revolution that 
has affected every other industry in 
the economy: the Internet. Ironically, 
this shift has made strong relation-
ships even more important. People 
have more information but less time 
to process it. Therefore, they seek 
out professionals they can trust. 
Building strong connections with 
Realtors, consumers, and other in-
dustry partners is absolutely essen-
tial in this new economy.

Finally, there has been a tremen-
dous shift in the way people view 
their work. Into the future, as millen-
nials make up an increasingly great-
er percentage of the workforce, their 
values are going to come to domi-
nate in the mortgage industry as 
much as every other. In relation to 
work, this new generation tends to 
care less about traditional incentives 
such as monetary compensation 
and other financial perks. Instead, 
they want to find meaning and ful-
fillment in their work. Great leaders 
will turn this shift to their advantage 
and place an increasingly greater 
amount of focus on building com-
pany culture.

There is no question: now is a piv-
otal time for our industry. Pressure 
is being placed upon the best of us 
from every direction. But it’s only in 
the most difficult of times that we 
are able to tell who the truly great 
leaders are. Survival isn’t about 
avoiding; it’s about enduring and 

adapting. Where will you be twen-
ty years down the road? It all starts 

with the next step you take right 
now. 
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“However,” continued Liston, “I 

also believe that e-mortgage stan-
dard will achieve only slow accep-
tance. I believe there will be increas-
ing support of lending applications 
on mobile devices. And from a pure-
ly business standpoint, I think there 
will be continuing consolidation of 
lending institutions due to the high 
cost of compliance, also in part due 
to the CFPB.”

Others see a far different mort-
gage industry five years from now 
when all things electronic are much 
more commonplace. “Surely the 
mortgage industry will continue to 
evolve in response to the regulato-
ry forces that are being applied to 

lenders and advances in technol-
ogy will continue to drive consum-

ers into mobile channels for ap-
plications, disclosures, electronic 
signing, recording, and note vault-
ing,” noted Chris Appie, an attorney 

and Vice President of Products at 
Compliance Systems, Inc. (CSi). 
CSi is a provider of financial trans-
action technology and has exper-
tise serving over 1,400 financial in-
stitutions across the United States. 
“I think that the ability to consume 
loan-specific data from the Uniform 
Closing Dataset will provide a more 
reliable pool of loans that investors 
can rely on and they will re-enter the 
market in a big way, regardless of 
the fate of Fannie/Freddie. 

“We’re coming out of the com-
pliance spin cycle and keeping all 
the regulatory and market-driven 
technology requirements on the 
customer-facing side in check will 
drive more lenders to seek com-
prehensive risk-management solu-

tions to automate unstable manual 
processes,” added Appie. “This is 
an emerging need today, and with-
in a few years I believe that risk 

management at the transaction level 
will become a basic requirement of 
technology providers.”

Even thought leaders on the ser-
vicing side of the business like 
Joseph Badalamenti, who got his 
start in the default management in-
dustry in 1967 as a HUD contrac-
tor, sees a more tech-savvy industry 
on the horizon. Badalamenti has 43 
years of industry experience to his 
credit and over 5 million inspections 
later, he has built Five Brothers into 
a highly successful and respected 
industry leader offering a full range 
of default management services and 
technology solutions.

“Five years from now, the mort-
gage industry will reward those who 
in 2014 invested proactively in new 
technologies and operational strate-
gies to keep pace with a complex, 
fast evolving regulatory landscape,” 
he said. “Success—particularly on 
the default servicing side—will mean 
working with the right third-party 
providers to achieve total visibility, 
control and process integration: The 
field service provider is now a critical 
and legally-bound link in the compli-
ance chain. The best-prepared and 
most qualified providers will deliver 
the specialized knowledge, com-
petencies and resources needed to 
help banks effectively mitigate com-
pliance risk while dealing with the in-
evitable upward pressure on compli-
ance costs.”

But the rubber really hits the road 
with the mortgage lender. Will they tru-
ly embrace what could be revolution-
ary change over the next five years?

“I am sometimes surprised at 
the twists and turns the mortgage 
industry takes,” pointed out Paul 
Anastos, President of Mortgage 
Master, a super-regional mortgage 
lender and one of the Country’s larg-
est privately-owned mortgage com-
panies. “For the past five years, we 
have seen many changes—some for 
the better, and others for the worse. 
Going forward, the industry will con-
tinue to experience greater over-
sight/scrutiny by regulators and the 
agencies. I anticipate this oversight 
to increase industry consolidation.

“However, at the same time we 
will begin to see some widening of 
the credit box to make it easier for 
responsible borrowers to obtain a 
mortgage,” continued Anastos. “As 
is always the case in the mortgage 
industry, it is about finding the per-
fect marriage between regulatory 
oversight and opportunity for worthy 
borrowers. All I really know is there 
will be changes, and successful 
companies like Mortgage Master will 
be prepared for them and prosper.”

I hope that all lenders feel the 
same way, because if they don’t, I 
fear that they won’t be in business 
five years from now. 
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