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Lykken stresses that great 
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Jennifer Miller of a 

la mode, inc., takes a hard 
look at why choosing a 
custom solution may not 
pay off.

Closing the Field 
Service Gap
BY JOE BADALAMENTI

The new Consumer Financial Protection Bureau 
(CFPB) rules, plus a flood of municipal and state level 
compliance statutes, are testing the mettle of mort-
gage servicers and their compliance management 
systems. One area of concern: Servicers worry that 
potential compliance problems relating to their default 
properties may go undetected and unaddressed, es-
pecially where key aspects of the servicing process 
are handled by independent field service providers. 

It’s a classic dilemma: Servicers are accountable 
for compliance failures but often lack the visibility 
and control they need to prevent 
them. The first and arguably most 
important step in addressing this 
problem is to critically assess 
your provider’s own compliance 
readiness. Does your field ser-
vices partner have the specialized 
knowledge, processes, tech-
nology and on-the-ground re-
sources needed to effectively 
neutralize compliance risk?INSIDE TODAY’S LENDING INSIGHT
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Increase
Prospect 
And Lead
Conversion 
BY JIM BLATT
 

New business is the lifeblood of the mortgage 
industry. If an organization is not actively seek-
ing new business prospects, they are preparing 
to fail. A lender’s database 
may be teeming with poten-
tial customers but organiza-
tions often do not know how 
to effectively market to them. 

There are several CRM 
processes originators can 
use to more effectively transform leads into cus-
tomers. First, mortgage firms need to make sure 
their CRM database is consistently updated with 
new prospect leads. Upon meeting a new pros-
pect, lenders should add the prospect’s contact 
information so marketing campaigns can begin 
immediately.

Prepare for 
Future Change
BY SCOTT STUCKY

New disclosures rules are on their way. Again. 
Just five years after the rollout of 2010’s Real Estate 
Settlement Procedures Act (RESPA) disclosure re-
form, the Consumer Financial Protection Bureau 
(CFPB) will once again require lenders to overhaul 
how they disclosure the costs, fees and terms of 
mortgages.

Aimed to ease borrower frustration, eliminate 
confusion and accelerate the 
closing process, the new rules 
combine the old Good Faith 
Estimate (GFE) and the Truth in 
Lending Act (TILA) disclosures 
into one integrated document, 
which will be delivered to 
borrowers within three busi-
ness days of the initial appli-
cation or closing.

We Don’t  
Know Risk
BY REBECCA WALZAK

I was talking to someone re-
cently who asked if I thought 
subprime loans would ever 
come back since they had 
proven to be so “risky.” While 
the answer to this is a simple “yes” there is a lot 
more involved in this answer than meets the eye. 
Underlying this question and the answer is the 
need for the industry to define what exactly do we 
mean by risk and determine how many kinds we 
actually have to address.

Wait a minute you say, we know what risk is! 
Really? Then tell me, is it the fact that loans may 
not perform? Or is it poor 
credit policy? Or maybe 
what we call “risk-based 
pricing” isn’t based on real 
risk at all. 
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Innovation Should Never Stop
Each year PROGRESS recognizes industry innovation. We also like to check 

back to see how our winners are doing. In this case, a la mode announced that 
Mercury Mobile, a free mobile app enabling appraisers to respond to new Mercury 
Network orders instantly, is now available for Android as a download using the 
Google Play store.

The iOS version was released to critical acclaim, earning our prestigious 
Innovations Award. Lenders and AMCs placing orders on the Mercury Network 
see instantaneous turn time improvements, since vendors can accept, negotiate 
terms, or decline an order while in the field instead of waiting to be back in the 

office. Appraisers using the app eliminate the risks of losing valuable orders 
that may be otherwise reassigned while they’re doing field inspections.

Since Mercury Network powers over 20,000 appraisal orders a 
day and is used by over 600 of the nation’s lenders and AMCs to 

manage scalable, efficient, and compliant valuation process-
es, the release of the much-anticipated Android version will 

have a significant and immediate effect on the industry’s 
efficiency.

Combined with a la mode’s industry-dominating 
mobile appraisal inspection and sketching product, 
TOTAL for Mobile, the appraiser can handle the en-
tire order-to-inspection cycle onsite on their mobile 
device, further cutting turn times.

“Mercury Mobile is a critical innovation for the 
industry because of the immense transaction vol-
ume of Mercury Network, and our unique distribu-
tion network to appraisers”, noted Jennifer Miller, 
president of a la mode’s Mortgage Solutions 
Division. “Since more appraisers nationwide use 
our desktop software than all other brands com-
bined, we have the market share to penetrate the 
appraisal market with sizable installs, so an in-
dustry impact is felt immediately.”

Learn from a la mode, innovation doesn’t stop 
once you’ve won an award, good companies 
never stop innovating

JULY 2013

OUR LENDER BOARD

Tomorrow’s Mortgage Executive magazine is a monthly publication distributed online at www.progressinlending.com. The mission of the publication is to provide one place where people who believe technology strategies can solve 
pressing mortgage problems can express their ideas. The magazine was designed to be a vehicle to create conversations that will move the mortgage  industry forward.  As such, the information found in this publication is all about 
thought leadership and should not be interpreted as recommendations coming from the publisher. We are here to give our contributors a voice.  All materials found in this magazine are not guaranteed for accuracy and the publisher 
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As part of my many career misad-
ventures, I worked as the editor of a 
magazine that covered the renewable 
energy industry. I came to the job with 
minimal knowledge of the subject and, 
following a year’s worth of intensive 
study and observation, left with mini-
mal respect for the subject.

My problem with renewable energy 
is that it is a feel-good bromide rath-
er than a practical solution. Solar and 
wind power technology is expensive 
and the results, quite frankly, are woe-
fully inefficient to meet the power gen-
eration needs of the nation. And while 
few people will openly criticize renew-
able energy, federal data confirms that 
it is making no impact on the American 
power structure: According to the U.S. 
Energy Information Administration, so-
lar energy is responsible for only 0.11 
percent of all national electrical power 
generation, while wind energy gener-
ates a mere 3.46 percent of the na-
tion’s total power.

Back in 2008, Barack Obama ran 

for president promising a new wave of 
so-called “green jobs” tied to renew-
able energy. Needless to say, these 
jobs never materialized – which is no 
surprise, considering that many of 
the renewable energy companies that 
supported the Obama presidential bid 
later went out of business. (And that 
renewable energy magazine I edited 
also became extinct!)

However, the Obama Administration 
is still pushing its renewable energy 
shtick by arm-twisting providers of af-
fordable housing to commit to the in-
stallation of expensive on-site renew-
able energy solutions on Department 
of Housing and Urban Development 
(HUD)-assisted multifamily housing.

“HUD is addressing the issue of cli-
mate change by creating opportunities 
and programs for affordable housing 
owners to take advantage of renew-
able energy resources, saving ener-
gy and money,” said HUD Secretary 
Shaun Donovan in a press release is-
sued in May. “Thanks to the leadership 

of our multifamily partners and devel-
opers, we are on track to meet and 
surpass President Obama’s challenge 
to reach 100 megawatts of on-site re-
newable energy on affordable housing 
by 2020.”

The HUD press release also cited 27 
partnerships with affordable housing 
providers that the department insists 
“will create good jobs while cutting 
carbon pollution.”

Of course, an Obama Administration 
promise of creating good jobs car-
ries no value anymore. But I was fairly 
surprised to learn that HUD thinks af-
fordable multifamily housing develop-
ments across the United States played 
such a lethal role in the destruction of 
our environment. I was under the im-
pression that the greatest threat to 
the global ecosystem came from the 
abysmally high level of pollution gener-
ated in growing economies like China 
and India, and not from the Denver 

Housing Authority or California’s Yolo 
County Housing Authority – which are 
among the 27 affordable housing pro-
viders being charged with slicing away 
at carbon pollution.

And while HUD is “addressing the is-
sue of climate change” – which is not 
part of its mandate, but that’s anoth-
er story – it doesn’t appear to be ad-
dressing the issue of affordable hous-
ing. Indeed, it appears that the de-
partment is wasting its time on idiocy 
like this rather than tackling far more 
serious challenges, including the mea-
ger affordable housing opportunities 
across the country.

In testimony delivered before a 
Senate hearing last November, Dr. 
Sheila Crowley, president and CEO 
of the National Low Income Housing 
Coalition, spelled out a housing crisis 
that cannot be solved with photovol-
taic solar panels.

“In 2011, there were 10.1 million ex-

tremely low income renter households 
in the United States and only 5.5 mil-
lion homes renting at prices they could 
afford,” said Dr. Crowley before the 
Senate. “This is the only income group 
for which there is an absolute short-
age of homes. Worse, many of the 
homes renting in the price range that 
an extremely low income family could 
afford are, in fact, occupied by higher 
income people. Nationwide, there are 
just 30 homes that are available for ev-
ery 100 extremely low income renter 
households.”

Even worse, Dr. Crowley cited HUD 
data in her testimony that found the 
number of households with “worst 
case housing needs” increased by 
43% between 2007 and 2011.

Instead of wasting resources in 
pushing for “100 megawatts of on-site 
renewable energy on affordable hous-
ing by 2020,” maybe HUD should be 
pushing for a 100 percent increase in 
the quantity of affordable housing units 
by 2020? Instead of using multifam-
ily developments for “cutting carbon 
pollution,” how about if HUD offered 
a multifamily housing strategy that 
addressed the real problems facing 
Americans today?

HUD needs to stop playing stu-
pid political games with ridiculous re-
newable energy solutions and start 
focusing on its real mission. And if it 
still won’t do its job, then maybe HUD 
needs a large carbon footprint kicked 
up its lazy backside! 
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The qualified mortgage (“QM”) 
rule aims to reduce risk in the mar-
ketplace by “wrapping” loan trans-
actions with a “seal of approval” 
in order to ward off legal claims. In 
particular, when the lender follows 

certain ability-to-repay (“ATR”) re-
quirements, the loan becomes sub-
ject to a “safe harbor” or “rebuttable 
presumption” defense to borrower 
or investor claims. This article ex-
plores how those defenses might 
be interpreted by a court of law.

A QM mortgage is subject to ei-
ther a “safe harbor” or “rebuttable 
presumption” defense depending 

upon whether this loan is “high-
er priced” or “non-higher priced.” 
Higher-priced loans are those with 
an annual percentage rate (“APR”) 
that exceeds the average prime of-
fer rate by a defined margin, which 

is based on lien priority. Conversely, 
non-higher-priced loans have an 
APR below this threshold. Both loan 
types must still satisfy the other QM 
rule requirements, such as no nega-
tive amortization, balloon payments, 
or terms longer than thirty years.

The ATR requirements gener-
ally require lenders to determine 
the borrower’s ability to repay by 

considering factors such as borrow 
income, assets, and employment 
status. The “rebuttable presump-
tion” of ATR rule compliance at-
taches to higher priced QM loans. 
According to the CFPB, the borrow-
er must show that, based on infor-
mation available to the lender at the 
time of consummation, the borrow-
er had insufficient residual income to 
meet his or her living expenses after 
paying the mortgage and other debt 
and family obligations. In contrast, 
non-higher priced loans receive the 
stronger, “safe harbor” protection. 
According to the CFPB’s October 
17, 2013 compliance guide, “a 
court will conclusively presume that 
[the lender] complied with the ATR 
rule” if the loan is a non-higher-
priced QM loan.

In a traditional lawsuit, each par-
ty offers evidence to prove his/her 
claim, all the while attempting to 
disprove or rebut the adverse par-
ty’s claim. A court typically requires 
a “sound factual connection” be-
tween the facts which are presumed 

(i.e. do not have to be proven) and 
facts, which must be offered into ev-
idence and subject to cross exami-
nation. Yet the QM rule is predicated 

on quantifiable elements of the sub-
ject loan, (such as APR, loan term, 
points, fees, etc.), whereas the ATR 
rule is predicated on a completely 
different set of facts unique to the 
borrower. Hence, the first problem 
is a court may not find a “sound fac-
tual connection” between the two 
groupings of evidence.

The second problem is that both 
are “affirmative defenses,” which 
must be proven only after the cost-
ly and time consuming process of 
each party “discovering” the other’s 
party’s facts and contentions.

While the CFPB’s effort to cloak 
lenders with the “safe harbor” and 
“rebuttable presumption” defenses 
is laudable, both remain subject to a 
court’s deliberation. Lenders should 
be cautioned that the defenses are 
not absolute and still subject to ar-
guments made by astute lawyers.  
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QM: THE LEGAL VIEW

According to 
the CFPB, the 
borrower must 
show that, based 
on information 
available to the 
lender at the time 
of consummation, 
the borrower 
had insufficient 
residual income 
to meet his or her 
living expenses 
after paying the 
mortgage and 
other debt and 
family obligations.
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Cloud-based systems are becom-
ing more prominent with lenders as 
borrowers demand new ways to 
access their files anywhere, on any 
device, at any time. This technology 
provides connectivity and mobility 
to a new wave of first-time home-
buyers well-versed in mobile tech-
nologies as well as borrowers re-
entering the market looking to buy 
their second homes and dreading a 

low-tech, disorganized loan origina-
tion process. Using a cloud-based 
document management (DM) sys-
tem provides lenders with a variety 
of clear benefits that can change the 
way they do business. 
BETTER SERVICE THROUGH 
A SMOOTHER WORKFLOW 
PROCESSES:

The Cloud is the best way to pro-
vide the flexible service modern 

consumers need. DM systems us-
ing the Cloud enable lenders and 
borrowers to access and share files 
from their mobile or tablet devices. 
Modern consumers want to feel 
empowered and as if they drive the 
pace of the origination of their own 
loans. Using the Cloud to create a 
more open system that streamlines 
the flow of information gives them 
more ownership of the process and 

can even speed up the origination 
of loans. Rather than being a de-
spised part of purchasing a home, 
a smooth origination creates a rare 
but positive experience that clearly 
differentiates a lender’s commitment 
to good customer service.
INCREASED DATA SECURITY:

There is growing concern about 
data breaches and this makes secu-
rity one of the most important ben-
efits of Cloud-based DM systems. 
Contrary to popular belief, the Cloud 
is not less secure than more tradi-
tional systems. In fact, it enables 
lenders to more easily use digital 
rather than paper documents, which 
is much more secure. There is never 
a fear that a digital document will be 
lost or that an email with sensitive 
information will be hacked. Cloud 
vendors are pouring large amounts 
of resources into securing their ser-
vices every day as that is a part of 
their core business.
COMPLIANCE:

Cloud-based DM systems offer a 
higher level of automation and this 
enables lenders to build a system 
that shoulders the compliance bur-
den. A fully automated system ac-
cessing information via the Cloud 
is proactively ready for an audit by 
confirming the regulatory status of 
every document at the push of a 
button. Preparing for audit can take 
a few hours rather than days and 
regulators can complete their work 
more quickly, meaning the lender 
can focus on originating loans much 
sooner.  
COST SAVINGS:

The Cloud is also very cost ef-
fective. Many lenders using older, 
legacy systems often end up pay-
ing much more for IT because they 
have a fixed cost whether or not 
their businesses are slow or busy. 
The Cloud allows users to pay more 
when they need more service and 
less when business slows down. 

The Cloud is also much more scal-
able because it can elastically grow 
to handle volume and is easier to 
integrate supporting technology via 
web services without any loss in ca-
pabilities. More traditional systems 
require the use of bolt-on technol-
ogy which often degrades the uses 
capabilities and can actually make 
lenders less competitive. 

Successful lenders evolve with 
the times and are always striving 
to provide the best service to cus-
tomers at the lowest price. Cloud 
offers both of these and is increas-
ingly viewed as the wave of the fu-
ture. If they haven’t already done 
so, leading lenders are educating 
themselves on the benefits of Cloud 
technology and developing plans for 
using it. 
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I want to continue our conversation 
from last month and discuss the true 
drivers of automation in the mort-
gage space today. First, we have the 
issue of fraud.

Data is the driver behind each real 
estate finance transaction. Looking 
at a purchase transaction. Nearly 
70% of the data elements popu-
lated on the Universial Residential 
Loan Application (Form 1003) are 
collected either when the property is 
listed for sale or when the purchase 
and sales agreement is executed. In 
a purchase transaction the data be-
tween those data sources need to 
be combined and transferred to the 
lenders origination system electroni-
cally. Obviously a refinance trana-
saction is working with a more ab-
breviated data set, but the utility and 

process are the same.
The real estate finance indus-

try has compiled a comprehensive 
data dictionary with the development 
and revision of the MISMO data set. 

This standard is the vehicle to share 
and transfer common data ele-
ments through out the loan process. 
Unfortunately the standardization of 
data elements and attributes is not 
currently available from the multitude 
of listing services used by the real es-
tate industry. In a perfect world the 
data elements in a purchase trans-
action would be directed from the 
Realtor® to the lender, eliminating 
rekeying of the data into a website 
or the loan origination system. The 
present process of delivering a pa-
per copy, minus the listing data to 
the lender, generates friction in the 

transaction and potentially opens a 
window for fraud. Everyone acknowl-
edges best practice moving data 
electronically is faster, more efficent 
and elements errors. 

Traditional data delivery does not 
look beyond their own vertical silo. 
The real estate finance and real es-
tate industries understand the bene-
fits of communication and collabora-
tion to close a transaction. However, 
they are reading from two different 
books. Both of these industries con-
tinue down the same process happy 
path that has worked the last forty 
plus years. This is expensive, ineffi-
cent, inaccurate and easy to fraud. 
The fork in the road of traditional 
data aggregation and management 
is coming, and while the players may 
not surprise you, they likely won’t be 
your traditional technology solution 
providers. 

Touch points need to be reduced 
to improve data integrity, speed up 
delivery and drive down the cost of 
the process. In essence much of the 
groundwork is done, the data set 
needs to be more robust and deliv-
ered in a standard format (MISMO), 
providing accurate, verifiable and au-
ditable data file.

This data set follows the life cycle 
of the loan rendering, (view) when 

needed, in the appropriate docu-
ment. Once the data is compiled it 
can be parsed to render the appro-
priate data fields for the particular 
document in a browser. Indeed the 
basic premise of the SMART doc®  
is data that appears in a browser as 
it would if you were completing a pa-

per document. Changes to the data 
are date & time stamped, tracked 
and logged in a history file. As the 
transaction moves through the pro-
cess certain fields become locked, 
and  once the loan is eSigned and 
closed the transaction is then se-
curely locked down and wrapped 
with a tamper evident seal to prevent 
further changes. 

Funding generates the data file 
necessary to deliver the collateral 
to the investor, at a minimum the e-
Note. Since nothing is printed to pa-
per it can’t be altered or lost. Based 
on the users credentials anyone who 
is authorized  to view any part of the 
transaction renders the document in 
a secure browser.  
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THE DRIVERS OF AUTOMATION

The fork in the road 
of traditional data 
aggregation and 
management is 
coming, and while 
the players may 
not surprise you, 
they likely won’t 
be your traditional 
technology solution 
providers. 
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There’s so much attention paid to 
accuracy, transparency and over-
sight these days, and rightly so. 
That’s why I’m always surprised that 
some lenders decide to tackle this 
by adding more people or relying 
more on spreadsheets. Newsflash: 
There is advanced technology on 
the market today that can help 
lenders eliminate a lot of the usual 
mistakes.

For example, with heightened 
regulatory and media focus on 
Home Mortgage Disclosure Act 
(HMDA) data, more lenders will find 
themselves the subject of fair lend-
ing exams, according to Mortgage 
TrueView, a provider of data-driven 
business intelligence services. In a 
new independent study, the com-
pany found that many lenders are 
leaving themselves vulnerable to fair 
lending exams and significant penal-
ties by not properly monitoring and 
managing HMDA reporting. 

Mortgage companies and banks 
are not taking full advantage of the 
insights offered in HMDA data, said 
Mortgage TrueView President and 
CEO David Moffat. Additionally, 
Moffat said the company’s 2013 
HMDA survey showed that many 
lenders are submitting their data 
with formatting errors, which could 
lead to non-compliance issues with 
regulators.

Specifically, the HMDA Survey and 

Case Study, Volume II: 2013 HMDA 
Data Insights details Mortgage 
TrueView’s findings based on 2013 

HMDA date collected from nearly 
400 of the country’s lenders, includ-
ing seven of the top 10 lenders and 

15 of the top 20 lenders.
Among the key findings:
>> 2013 regulatory risk indicators 

show a 13% year-over-year increase 
in loan denial rates

>> Denial rates for white appli-
cants increased from 17% to 21%, 
while denial rates for non-white ap-
plicants increased from 23% to 28%

>> Denial rates for Hispanics in-
creased from 25% to 30%. Denial 
rates for non-Hispanics increased 
from 18% to 21%

>> Denial rates for female appli-
cants increased from 21% to 26%. 
Denial rates for males increased 
from 17% to 21%

For its survey, Mortgage TrueView 
requested the 2013 public loan ap-
plication register (LAR) filings from 
the top 1,160 mortgage originators 
in the country. Notably, Mortgage 
TrueView found that a sizable num-
ber of the 388 respondents had 
critical errors in their filings, includ-
ing missing data fields, incomplete 
data fields, incomplete records and 
incorrect data formats. 

“Regulators have made it clear 
that lenders face significant fines 
and penalties for non-compliance 
with HMDA reporting requirements,” 
Moffat said. “Our survey shows that 
problems with the way the data is 
reported could raise that risk. We 
strongly recommend that lenders’ 
senior management get more in-
volved in monitoring and managing 
HMDA reporting, as well as other 
regulatory reporting requirements.”

Among other applications on the 
market today, Mortgage TrueView’s 
flagship product HMDA Analytics 
helps lenders identify trends in loan 
application data, compare their data 
to other lenders, and calls attention 
to risks that increase the likelihood 
of a fair lending examination. It also 
helps lenders find new business op-
portunities, according to noted in-
dustry expert Becky Walzak, execu-
tive vice president, director of reg-
ulatory compliance with Mortgage 
TrueView. The company’s advanced 
analytics offer an in depth and 
meaningful view of lending activities 
that can help reduce potential risk 
and financial exposure, and can ul-
timately lead to increased revenues, 
she said.

“The purpose of HMDA isn’t to 
point fingers,” Walzak said. “The in-
tent is to show lenders where they 
may not be fulfilling minority needs. 
A good analysis of the data also tells 
lenders where there may be missing 
opportunities.”

“Lenders need to be more aware 
of how HMDA data is being used,” 
Moffat said. “A lender should know 
more about their own data than the 
regulators know, and right now, 
that’s clearly not the case.” 
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How Would You Grade Yourself?
Despite advances in data, analytics, and technolo-

gy, only 26% of marketers are capable of determining 
their impact on their business, according to the latest 
joint VisionEdge Marketing (VEM) and ITSMA Marketing 
Performance Management (MPM) Survey.

The 13th Annual MPM Survey, launched by VEM in 
2001, captured input from 380 respondents. The re-
search findings provide insights on Marketing’s perfor-
mance measurement and management challenges and 
best practices.
MAKING THE GRADE

A key component of the annual study is the number 
of marketers earning an “A” grade from the C-suite for 
their ability to measure and report marketers’ value to the 
business. What separates “A” marketers from the rest of 
the pack? In particular, “A” marketers...

• Make performance management a priority
• Have a well-defined and documented road map 

for continuous performance improvement
• Select metrics that measure business outcomes 

rather than effort and activity
• Build dashboards that effectively communicate 

business outcomes and marketing results
VALUE CREATORS VS. PROGRAM PRODUCERS

Marketers who earn an “A” have aligned their market-
ing objectives with business priorities, enabling them to 
select the right metrics. These best-in-class marketers 
are leaders who make the market and offering decisions 
that create value both for customers and shareholders.

Marketers in the middle of the pack—those who earn 
a “B”—tend to focus exclusively on enabling sales. The 
“B” marketers emphasize mapping the buyer journey 
and producing a steady stream of leads. Although that’s 
important, there is more to marketing than feeding the 
sales pipeline.

The laggards, marketers who receive lower grades, 
are more likely to be perceived to be good at producing 
marketing campaigns rather than producing business 
results.
OUTPERFORMING PEERS

Companies with “A” marketers outperform their peers.
Specifically, 63% of companies with “A” marketers re-

ported increased customer share of wallet, compared 
with 48% of marketers in the middle of the pack and 
38% of laggard marketers.

As for new business growth, 54% of the companies 
with “A” marketers confirmed improvements in their win 
rates, compared with 39% and 25% of companies with 
“B” and laggard marketers, respectively.

For more from the VEM and ITSMA Marketing Performance 
Management Survey, see the following infographic:
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In an article that I read recently 
called “4 Perks to Using Infographics 
in Your B2B Content Marketing 
Strategy” the author asserts that 
infographics can be “a very educa-
tional, entertaining and useful tool 
that grabs people’s attention. They 
have become increasingly popu-
lar over the past decade.” I totally 
agree with that slaim, but you just 
don’t see many mortgage-related 
infographics. Why? I think it has to 
do with awareness around how to 
use them appropriately.

In the end, infographics take your 
data and content, present it in a vi-
sually appealing manner that com-
bines the best of text, images and 
design to tell a story. With all of the 
content, tweets, LinkedIn updates 
and videos created daily, a simple 
visual aid such as an infographic 
can make your brand stand out in 
the crowd, and they are fun to share.

If you’re thinking about including 
infographics as part of your content 

strategy this year, here are 4 perks 
to using them in growing your on-
line discoverability, according to this 
article:
1. THEY STIMULATE BRAND 
AWARENESS

An infographic can be a visual 
interpretation of your brand mes-
sage. It attracts attention. Because 
they are so visually appealing, info-
graphics can be used to reinforce 
your brand in a positive way. They 
should be designed using your 

company name and logo along with 
consistent colors, shapes, font size, 
messaging and a link back to your 
website or blog for effective brand 
awareness. You can also include a 
snippet of code that makes your in-
fographic easy for others to share 
and is a powerful means of increas-
ing brand awareness.
2. THEY ARE VISUALLY 
APPEALING CONTENT

Let’s face it…most of us have 
short attention spans. Do you scan 
content vs. actually read content 
from start to finish? If you have a 
busy schedule (like me) with many 
things to do in your day, then you 
might tend to scan content more 
than reading every word in a blog 
post or web page. Since infograph-
ics combine images, colors and 
content that naturally draw the eye, 
they grab our attention better than 
plain text. We tend to remember 

information that we’ve seen more 
so than read.

If you’re a B2B marketer, the best 
way for your content strategy to 
stand apart from your competition 
is to provide really good, interest-
ing and “pleasing to the eye” infor-
mation. Tell a compelling story in a 
visually appealing manner. Whether 

your goal is to educate or entertain, 
share data in an attractive way that 
tells a story and is useful to your tar-
get audience.
3. THEY OFFER A SEARCH 
ADVANTAGE

People are more likely to click on 
and share a visually appealing and 
compelling infographic and link to 
the original source which can drive 
more traffic to your website. This 
can help with driving traffic from 
search engines.

If authoritative people or compa-
nies link to your infographic from 
their websites and blogs, you get 
more than just building your au-
dience. You can also earn higher 
search engine rankings. Search en-
gines consider an incoming link to 
your website from another authori-
tative site proof that you are a trust-
worthy and valid content source.
4. THEY ENHANCE VIRAL 
CAPABILITIES

Infographics are easy to share 
on any medium, which enhances 
viral capabilities. They are superb 
content for social media sites, blog 
posts, email marketing campaigns, 
eBooks, white papers, printed bro-
chures, Slideshare presentations, 
and the list can go on and on. It can 
be a multi-purpose piece of content 
promoted in many ways.

All around, it’s a great idea to in-
clude an infographic as part of your 
content strategy this year in helping 
your business grow in online discov-
erability. Just make sure that you 
grab your target audience’s atten-
tion with a visually appealing info-
graphic using valid data to back it 
up. Set clear marketing goals for it 
in telling the story you want to tell 
and follow through on these goals 
with a content marketing plan. 
Infographics are great marketing 
tools when done right. 
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I’ve been thinking a lot lately 
about compliance and the 
emotional toll that it can take on a 
team. Businesses in all industries 
have enough struggles with intense 
competition, changing customer 
demands, and an unstable 
economy. On top of all of this, the 
mortgage industry seems to suffer 
the burden of a seemingly unending 
slew of regulatory changes. 

There are a lot of people 
writing about how organizations 
need to change in order to be in 
compliance. Of course, I am a 
big advocate of organizations 
taking the appropriate measures 
to meet regulations, and I would 
never say that compliance is not 
important. But, apart from helping 
organizations understand how to 
stay in compliance, I also think it’s 
important to help organizations 
understand how to cope with the 
sea of change. And that’s what 
I would like to discuss here: how 
do great leaders handle regulatory 
changes on an emotional level?

I don’t have anything completely 

profound to say on the subject, 
and I won’t be saying anything 
that hasn’t been said before. There 
is no quick fix or easy answer. I 
would just like to share a story 

that I hope can motivate leaders 
to push on even when the struggle 
never seems to end. Great leaders 
don’t quit regardless of how the 
odds are stacked against them. 
Great leaders persist in the face of 
challenges. Great leaders roll with 
the punches.

When the British first began 
to introduce the game of golf 
to India, they encountered a 

peculiar problem that they hadn’t 
experienced in their homeland. 
Everything was going fine until, 
in mid game, the balls would 
begin to disappear. When they 

investigated what was happening 
to the golf balls, they realized 
that the monkeys were swooping 
down from the trees and stealing 
them. As monkeys weren’t really 
an issue in Great Britain, they were 
at a loss as to how to react to the 
phenomenon.

First, the British began to try to 
keep the monkeys out. They put up 
elaborate fences to try to dissuade 

the monkeys from entering the 
course. And, did it work? No, if 
anything, it encouraged the thefts. 
Monkeys still kept swooping down 
from the trees and stealing the golf 
balls while they were in play.

Finally, the golfers came up 
with an ingenious solution. Rather 
than trying to keep the monkeys 
out, they decided to simply make 
the monkeys a part of the game. 
Seeing no alternative, the golfers 
instituted a new official rule: “play 
the ball where the monkey drops it.” 
Suddenly, the monkeys ceased to 
be a nuisance and, instead, began 
to be viewed as an interesting 
new challenge for playing golf in 
India. Nothing changed, really. The 
monkeys still behaved the same. 
But the change in perspective 
made all the difference and brought 
new life to the game.

The moral of the story, of course, 
is that regulatory changes are going 
to happen whether we like it or not. 
We can “put up fences” to try to 
ignore the reality, but that won’t 
make it go away. Why not instead 
make it a part of the game? Why not 
consider the regulatory changes 
interesting new challenges to work 
around? Nothing really changes. 
It’s the same regulation and the 
same struggle to cope. But the 
change in perspective can make all 
the difference. 
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We talk with lenders and AMCs 
every day who have invested sig-
nificant time and expense in build-
ing customized software tools. 
Unfortunately, these projects com-
monly fail so it’s important to under-
stand the risks, as well as the disad-
vantages of totally customized soft-
ware solutions.

There’s no shortage of software 
developers in need of work, and 
they’ll offer to build anything you 
need. Before going that route, con-
sider these risks: 
1. You won’t always get what 

you want. There’s nothing 
wrong with software develop-
ers, but they don’t necessarily 
understand your business or 
your workflow, and they aren’t 
familiar with the critical com-
pliance requirements of our 
industry. Even if you are experi-
enced at writing software prod-
uct specifications, there will 
undoubtedly be challenges in 

the project that neither side of 
the equation took into account. 
Sometimes these issues will 
derail an entire project, or they 
can add significant unbudgeted 
expense.   

2. Updating your software will 
be difficult and expensive. 
As you need modifications or 
updates to solve compliance 
issues, your expenses can sky-
rocket. Depending upon how 
the developer built the initial 
application, making changes 
could be harder than they 
should be and take longer than 
you can afford to wait.

3. Compliant third party over-
sight can be impossible. 
Many software development 
firms aren’t equipped to sup-
port your business, especially 
if it’s a critical software appli-
cation. The OCC and CFPB 
have made it clear that you 
must oversee your third party 
vendors, and smaller soft-
ware firms may not have the 
disaster recovery plans or 

reliability ratings those agencies 
mandate.

4. You risk missing out on 
profits and other benefits. If 
you choose a software plat-
form used by a large sector of 
the industry, you’re essentially 
crowd sourcing efficiency tools. 
That means you benefit from 
the ideas of other firms in your 

industry as they get added to 
platforms. If you aren’t sharing 
knowledge, you’re undoubt-
edly missing out on workflow 
tools your competitors are 
enjoying to save expenses and 

time. You can try to copy these 
features, but again you’ll be hit 
with expenses and delays. 

5. You risk serious compliance 
vulnerabilities. Platforms 
used by hundreds of lenders 
and AMCs include tools that 
streamline their compliance 
with regulations. Again, these 
firms are crowdsourcing smart 

solutions for consistent com-
pliance, and if you’re going it 
alone you could be missing out 
on critical safeguards that will 
save your firm from penalties 
and reputational risk.

Using a popular platform doesn’t 
mean you have to sacrifice custom-
ized features tailored for your opera-
tions. Most of the larger platforms 
have many customization options 
built-in, and reputable companies 
will even provide customized solu-
tions that fit inside the platform to 
satisfy a customer’s unique needs.  

If you’ve considered a custom 
software solution, take a look at the 
platforms available first. One of the 
criteria for selection should be how 
often the platform adds features 
and how responsive they are to their 
customers’ wishes. Ask the provider 
how they gather customer feedback 
to add new features, and ask to see 
a schedule of updates made to the 
software in the past twelve months. 
The new regulations continuously 
placed upon our industry mean suc-
cessful platforms have to be nimble 
with new features, so require up-
dates at least quarterly. 

Custom software is tempting, but 
our experience has shown the risks 
outweigh the benefits. Even on the 
rare occasions that custom soft-
ware is actually delivered on time 
and on budget, that’s just (literally) 
the beginning. The disadvantages 
are real and could end up costing 
you far more than the project did in 
the first place. 
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(continued from P1)
And what about financial risk? Is 

it more or less risky to produce sub-
prime loans if they produce a much 
higher return or should we just ac-
cept low returns on bank invest-
ments? Of course at the moment ev-
eryone is shaking in their boots about 
regulatory risk. And don’t forget the 
biggest risk of all- Operational Risk. 
Whether we want to admit it or not, 
this risk is the one we have paid the 
least attention to and it was also the 
one that brought the house down in 
2008. In fact there are so many dif-
ferent ideas, elements and issues 
surrounding risk that we end up get-
ting in our own way when it comes 
to clarifying what we mean by “risk.”

One example of this is the MBA 
“Risk Management” Conference. 
This conference was originally the 
Quality Assurance Conference but 
when it became apparent we really 
don’t have any standardized way 

to assure quality in this business, 
or even what quality is, it became 
Risk Management. Now instead of 
a hundred or so QC staff, the con-
ference draws underwriters, servic-
ing people and some analytical staff 
in addition to those from QC. Each 
has their own “track” of sessions 
where the same issues and non-re-
sponsive answers are given over and 
over. What’s even more appalling is 
the committee meeting where the at-
tendees, who care enough to come, 
spend the majority of the time telling 
each other what a great job they are 
doing rather than tackling this com-
plex issue.  

Another deterrent to making head-
way in this area is the overwhelming 
need for everyone to protect the way 
they work today and the jobs they 
have. For years I have been arguing 
that quality control is a function that 
has to serve the organization, not 
Fannie Mae and Freddie Mac. Yet the 

idea of not having the rigid require-
ments to follow seemed so foreign to 
so many that this idea went nowhere. 
Now Fannie Mae is promoting it. But 
where are the thought leaders to take 
on this task? Where are the risk man-
agers who understand how to evalu-
ate operational risk rather than iden-
tify isolated issues in a biased sam-
ple? They are few and far between 
because we have never developed 
them, nurtured their ideas or given 
them the authority to act.  

Right now the CFPB is demand-
ing that all lenders have a compli-
ance management system. Yet the 
reality is that what they want us to 
have is a risk management system 
that identifies all facets of risk in the 
organization and manages them to 
achieve the best possible result for 
the company and the consumer. 
Despite the advertisements that 
offer to implement one of these 
“systems,” we have a long way to 
go before we reach the level of a 
comprehensive risk management 
approach envisioned by the regu-
lators. That said, we have to start 
somewhere so why not with some 
simple definitions of what we mean 
by risk. 
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(continued from P1) 
The “Know Before You Owe” disclo-

sure forms do not go live until August 
1, 2015, but how can lenders prepare 
for the change now? And how can 
lenders also leverage electronic docu-
ment innovations to ease the transition 
to the new forms? 
TIMES THEY ARE A’CHANGIN

The Loan Estimate, which replaces 
the GFE and the initial TILA, will be 
sent to borrowers no later than three 
business days after mortgage applica-
tion submission. The CFPB tested the 
new form over the course of the year 
with consumers and lenders to create 
a document that is designed to more 
clearly communicate the financial 

implications of a mortgage.
The Closing Disclosure, which re-

places the final Truth in Lending (TIL) 
and HUD-1, provides borrowers with 
a detailed summary of their loan and 
associated costs. By sending this dis-
closure three business days before 
closing, borrowers are able to ask 
questions and avoid surprises at the 
closing table. According to a CFPB 
survey, participants were better able to 
respond to questions regarding a sam-
ple loan while using the new disclosure 
forms – an improvement of 29 per-
cent – compared to the current forms. 
By providing financial education and 
easy-to-read documents, borrowers 
will be able to easily compare different 

loans and prepare for estimated costs; 
improving understanding and offering 
a better consumer experience. 

According to the same CFPB sur-
vey, participants cited they did not 
have as much time as they would like 
to review the overwhelming stack of 
paperwork at the closing table. The 
combined disclosures will usher in a 
new era of sound and streamlined 
lender processes, in addition to eas-
ing the entire mortgage procedure for 
borrowers. However, the conventional 
way of closing a loan is abnormal to 
how consumers operate and prefer to 
handle their finances today.
EASING THE TRANSITION WITH 
ELECTRONIC DOCUMENTS

The ubiquity of online and mobile 
personal finance management, tax 
submission and bill pay applications, 
raises the question as to why the 
mortgage industry remains behind the 
times in offering an industry-wide elec-
tronic mortgage product for consum-
ers, many of whom are tech-savvy.

The new disclosure forms lend 
themselves to transitioning to an elec-
tronic workflow. Lenders can leverage 
e-disclosures and e-signing to quickly 

and inexpensively deliver and receive 
the documents. The added tracking 
capabilities of electronic documents 
helps lenders verify and report to reg-
ulators that they are following the re-
quired regulations.

Embracing e-disclosures will also 
pave the way for further adoption of 
eClosings. The CFPB is adding gaso-
line to the embers of a full electronic 
mortgage by soliciting proposals for 
eClosing pilots. The CFPB’s launch 
of its eClosing mortgage pilot project 
aims to explore eClosing opportunities 
and online educational tools that will 
benefit consumers during the closing 
process. 

E-Closings are already utilized in the 
industry, however market penetration 
and adoption is very low. The simplify-
ing of disclosures opens the proverbial 
industry-wide eClosing door, however 
challenges remain. State government 
laws, integrations, consumer risks 
and common misconceptions about 
eClosings hinder the process from 
taking complete flight. The CFPB’s pi-
lot program will help the industry turn 
a new page in e-mortgages by explor-
ing and sharing best practices that will 
ultimately be supported by regulators 
– and eventually investors.

If lenders are not already updating 
systems and renegotiating vendor re-
lationships to prepare for August 1, 
2015, they are behind, way behind 
Lenders that align themselves with 
applications that offer e-capable so-
lutions are better suited to adjust op-
erations for industry-wide eClosings 
and e-mortgages. Being able to easily 
send disclosures, generate the docu-
ments and close loans electronically 
will ultimately differentiate business in 
the eyes of investors and consumers.  
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KNOWLEDGE:

Today’s compliance challenges 
are complex: To meet them, field 
service providers must be able to 
demonstrate complete understand-
ing of compliance issues at every 
level. Formal systems must support 

continuous monitoring of investor 
and insurer information sources, as 
well as those of state and munici-
pal regulatory authorities. Smart in-
telligence gathering isn’t enough 
‒ rule changes must be integrated 
into the provider’s operating system 
and communications network, with 

appropriate event tracking and re-
porting to provide an ongoing record 
of compliance.
PROCESS: 

Compliance is an extension of the 
quality control process. As with all 
QC measures, assured compliance 
starts with clear, unequivocal stan-
dards directly linked to required ac-
tions and  performance metrics. Your 
field services partner should be able 
to demonstrate formal compliance 
processes and procedures cover-
ing every service category as well as 
each service event. A strong QC per-
formance record is a key measure of 
compliance readiness.

TARGETED TECHNOLOGY:
Technology plays a major role in navi-
gating the increasingly complex web 
of federal, state and local default 
property regulations. It takes a range 
of complementary solutions, each 
compliance-optimized for a specific 
default servicing requirement or task. 
One example ‒ property conveyance 
software that helps servicers elimi-
nate potentially costly compliance 
problems while increasing the value 
of their FHA/HUD mortgage assets. 
ON-THE GROUND RESOURCES: 

Your partner’s field service team 
provides the front line warriors on the 
compliance battlefield. They can be 

your strongest asset or most trouble-
some liability.  How are team mem-
bers vetted? Trained? What tools are 
they provided? What standards are 
they required to meet? Do they pro-
vide the geographic coverage you 
need? Are they an integral part of 
the communities and neighborhoods 
where your properties are located? 
Answers to these questions will give 
you a good start in assessing your 
field service provider’s compliance 
readiness. 

CLOSING the Field Service Gap

The mortgage market is treacherous. 
One false move could put it all at risk.  

Companies that want to succeed in today’s regulatory 
environment need proven expertise in quality control and 
operational risk management. 

That’s why dozens of the industry’s leading lenders, 
servicers and third-party service providers rely on Walzak 
Consulting’s extensive experience to help elevate quality, 
ensure compliance, increase profits and reduce costs.  

Gain regulator-ready compliance. Exceed investor 
expectations for quality control. Attain sleek, lean 
performance levels. Achieve blue-ribbon consumer 
satisfaction. 

Find out why the mortgage industry’s top companies trust 
Walzak Consulting for ensuring quality and compliance. 

Make the call that will 

make the difference.
561.459.7070   

RJBWalzak.com   

Becky@RJBWalzak.com

EXPERIENCE
You Can TRUST
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This is the best way to guaran-

tee the lender remains in the front 
of the prospect’s mind. Next, origi-
nators should ensure the market-
ing campaigns are relevant to each 
prospect. Many make the mistake 
of sending the same generic ma-
terials to their entire database of 
prospects. These mass market-
ing techniques do not give poten-
tial customers a clear reason to 
work with an organization and may 

suggest the lender does not fully 
understand their needs. There is a 
small window of time to capitalize 
on a connection with a prospect, 
and one-to-one marketing that pro-
duces relevant, timely and strategic 
communication make it clear why a 
lender’s offerings meet customers’ 
needs and why it is a perfect time 
to engage. 

Originators can execute one-to-
one marketing programs, which 
customizes marketing messages to 

the individual recipient, improving 
response rates and results, by uti-
lizing Big Data. For example, if in-
terest rates drop, anyone paying a 
higher rate on a home loan is a via-
ble prospect and may be very open 
to an offer to refinance. Modern 
CRM techniques like this offer more 
relevant and targeted marketing ca-
pabilities by organizing Big Data in 
a sophisticated way that is action-
able and relevant. Outdated mass 
marketing techniques do not pro-
vide the same level of results de-
spite their popularity among some 
lenders.

After the engagement with a 
prospect is complete, another im-
portant element of converting pros-
pects to customers that originators 
often miss is a reporting and analy-
sis component. Most lenders know 
what they are trying to accomplish, 
they just don’t know how to ac-
curately measure the success of a 

marketing strategy. Conversion 
rates and clear reporting will show 
the impact of marketing programs. 
Incomplete CRM and mass mar-
keting systems provide reporting 
on the number of marketing ma-
terials sent. A TRUE CRM system 
provides specific metrics identifying 
the return-on-investment for each 
marketing piece sent, and how 
these results compare to peers and 
contribute to internal goals. This 
capability enables mortgage com-
panies to modify their existing mar-
keting programs to achieve greater 
results.

How lenders can gain new busi-
ness is not a secret.  Modern CRM 
systems utilizing customized and 
relevant marketing and a compre-
hensive analysis of the results is 
a competitive edge that enables 
mortgage firms to gain market 
share against old fashioned com-
petitors who are using outdated 
marketing systems. 

Increase Prospect        
     Lead Conversion

CYBERTHREATS 
IN MORTGAGE AFFECT 

YOUR ENTIRE BUSINESS.

ARE YOU PROTECTED?

 ✓ Fast Deployment
 ✓ Deploy a “Many to Many” Solution
 ✓ Protect The Users With Compliance
 ✓ Leverage The Community
 ✓ Mutual Benefit

 ✓ Encrypt Email - Protect Non Public Information Across 
The Internet (Firewall to Firewall)

 ✓ Host Transaction Audit For Email Exchange
 ✓ Simple & Absolute Rules – No Scrubbing
 ✓ Support Subscribers, Non Subscribers and Sponsor

If You Want To Be Protected 
Just PaperClip It!

(201)525-1221 • www.paperclip.com

Paperclip’s eM4 protects customers’ personal 
information from unwarranted access and the 

accountability for its use - minimizing your 
exposure to compliance and reputational risk.
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co-founder of St. Louis-based 
Mortgage Returns, a provider 
of database-driven CRM and 
automated marketing 
solutions for the mortgage 
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AND

Modern CRM 
techniques like 
this offer more 
relevant and 
targeted marketing 
capabilities 
by organizing 
Big Data in a 
sophisticated way 
that is actionable 
and relevant.



2009

HVCC  
and new  
appraisal 
regulations

Mercury 
Network  
re-launched

2011

UAD and UCDP  

DataCourier 
delivery 
software 
added

2012

Over 500 lenders 
and AMCs
14 new 
integrations 
supported

2013

Almost 30,000 
appraisals a day
AQM quality 
control software 
launched

INTEGRATION PARTNERS

INTEGRATED APPRAISAL MANAGEMENT COMPANIES

MERCURYDIRECT PARTNERS

More and more  
industry leaders choose 
Mercury Network

Appraisal issues?  With Mercury Network, you can leverage 
the same software used by a fast-growing list of the nation’s 
largest lenders, AMCs,  and leading mortgage technology 
companies.  Our SaaS-based web tools minimize risk, reduce 
operating expenses, and streamline compliance — all 

while increasing appraisal quality and underwriting speed.   
Today, Mercury Network powers over half the nation’s 
residential transactions, with more appraisal deliveries than any 
other platform by far.  If you have appraisal issues, get peace of 
mind with the industry leader.  Call 1-800-434-7260 today.

1-800-434-7260  •  www.MercuryVMP.com
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