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Sugar Mae  
Experiment
BY PHIL HALL

When it comes to the question of what to 
do with the government-sponsored enterpris-
es (GSEs), I have always believed that genu-
ine success can be achieved by removing the 
GSEs from the federal system and transfer-
ring their control to the states. After all, there 
is no such thing as a national housing market, 
and each state’s needs are unique. 
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Can Email Constitute 
a Legal Agreement?
BY MIKE BRIDGES

It is no secret that the industry is transitioning from a refinance-driven market to a more purchase-driven 
market, so it is critical that lenders focus on reducing the funding cycle timeline to combat excessive origi-
nation costs and improve per loan profitability. Research shows that seven out of 10 loans are unlikely to 
refinance – proving the market’s increasing dependency on purchase loans. Currently, the average time for 
refinance is about 55 days and the average time for a purchase transaction is about 40 
days, creating a disconnect in process efficiency and room for improvement.

Close a Loan  
in 30 Days
BY KEN JANIK

Today the courts are busy collecting rul-
ings made by states and the federal litigation 
venues looking to define what is legal or not 
concerning email. As case law is building it is 
becoming very clear—be careful what you put 
into your email, especially when discussing 
anything that deals with a contract.

Up until 2008, email was considered a 
“Non-Oral Modification” 
which for most agreements 
meant you could modify 
an agreement only in writ-
ing with appropriate signa-
tures, electronic or pen. 

One reason for the longer 
closing times today is that mortgages are much 
more complex than they were a few years ago. 
Mortgages are no longer vanilla – lenders are 
underwriting higher risk loans, so naturally the 
underwriting process takes much longer. Each 
day that lenders add to the funding cycle time-
line adds $30 to $40 per loan, and lenders have 
less flexibility in being late when underwriting 
purchase loans. Longer closing times not only 
affect the institutions’ revenue, but they can sig-
nificantly harm the institutions’ relationship with 
the borrower. Timing is the biggest concern for 
borrowers, and they demand a quick, seamless 
closing coupled with excellent customer service.

Reducing The 
Paper Shuffle
BY JEFF KNOTT

Any mortgage profession-
al, or any consumer who 
has experienced the mort-
gage process, understands 
the immense volume of pa-
perwork involved. According 
to the National Resources 
Defense Council, a typical office in the U.S. dis-
poses of approximately 350 pounds of wastepa-
per per employee each year. We can only assume 
that mortgage shops meet or exceed this statistic. 
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Don’t Count On  
Home Appreciation

Veros says that approximately 80 percent of the country’s real estate markets 
are forecast to appreciate in value during the next 12 months while 20 percent are 
forecast to experience depreciation, and all but the most upbeat markets are slow-
ing in their value improvements. This insight is from the company’s VeroFRECAST 
national real estate market forecast for the 12-month period ending June 1, 2015, 
updated quarterly and covering more than 1,000 counties, 340 metro areas, and 
13,770 zip codes.

Northern California metro areas lead the rest of the country, while markets in 
parts of Illinois, New Jersey and Pennsylvania are forecast to be among the poor-
est performers. Veros’ future home price index (HPI) forecast indicates that, on 
average for the top 100 metro areas, Veros expects 2.5 percent appreciation over 
the next 12 months, down from last quarter’s 3.4 percent forecast. This is the 
eighth consecutive quarter where the index has shown forecast appreciation, but 
the pace has continued to slow down, according to Eric Fox, Veros’ vice president 
of statistical and economic modeling and developer of VeroFORECAST.

“San Jose housing supplies are down and San Francisco is seeing a serious 
housing shortage,” says Fox. “Inventories in both are down 70 percent from their 
peak in 2008 and demand is outstripping supply, leading to price run-ups and de-
creased affordability despite low interest rates,” he says. “There just aren’t enough 
houses available that people can afford to buy, so those that remain are hotly 
contested.”

The Bottom Five markets have seen slight softening, VeroFORECAST notes. 
In the previous quarter’s update, the weakest market, Atlantic City, New Jersey, 
tracked at -2.5 %, faring better than this quarter’s weakest, Rockford, Illinois, 
at -3.4%. “Rockford real estate is experiencing hard times, going from -2.6% to 
-3.4% in a single quarter,” Fox says. “The culprit is its 10.4 percent unemployment 
rate coupled with a flat population growth trend. These are familiar and persistent 
themes among the weakest markets. In summary, we are still seeing good appre-
ciation in the top markets, but there is definite slowing overall,” he says.
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A few years back my wife and I de-
cided it was time to begin looking for a 
new home. She was the home shop-
per and I was the rate shopper, com-
paring various lenders, their products, 
rates, etc.—until I met Jerry.  Jerry was 
a local guy with a small lender. He took 

the time to develop a relationship with 
us and was quick to respond when we 
had questions. His ability to counsel 
us turned me from a rate shopper to 
a committed “Jerry guy.” At the end 
of the day, I know I got a good rate, 
and even though I might have kept 

shopping for an even better rate, I 
didn’t care. I felt like my family was get-
ting good service and that was what 
mattered. 

There’s no question, a mortgage is 
the most significant financial transac-
tion most people enter in their life and 
they want to know that they are deal-
ing with a trustworthy lender who can 
help them through the details of the 
complex process. Even if your staff has 
the ability to fulfill this need, their time is 
often consumed by regulatory, credit, 
and operational demands that tie up 
focus on intricate compliance proce-
dures. That extra time devoted to pro-
cessing transactions is a finite resource 
that can cost you both in upfront over-
head and in lost opportunities.

Time spent processing loans drains 
payroll—there’s no doubt about that. 
The rising cost of FTEs, along with the 
ongoing costs of employee training 
and the institution-wide effort required 

to develop and deliver updated opera-
tional and compliance methodologies, 
make transactions more expensive 
than ever.

Beyond concrete payroll costs, ev-
ery minute allocated to properly docu-
menting transactions is one that could 
be spent demonstrating to loan ap-
plicants why your service should con-
vince them to stick with you, rather 
than bounce between lenders on a 
rate shopping spree. Less time with 
applicants increases the likelihood that 
borrowers will base their decisions 
strictly on the bottom line, rather than 
on the entire service experience. This 
contributes to over-commoditization of 
the mortgage lending industry, forcing 
lenders to win business by competing 
almost solely on the ability to offer the 
lowest rates.

Knowing that success lies in nurtur-
ing borrowers through the complicat-
ed origination process is one thing, but 

finding the time to explain and truly ed-
ucate them on the impact of what may 
be the most significant transaction of 
their life is both a challenge and an op-
portunity to set your company apart 
from the assembly line of mortgage 
lending. It is possible to increase the 
personal time while decreasing risk by 
using an end-to-end transaction risk 
management solution that can quickly 
and consistently document your lend-
ing transactions with considerably less 
risk and human intervention. 

Applicants want to know that they 
are in safe hands, that the people at-
tending to their financial needs are 
professional, that their information is 
secure, and that the products they are 
offered serve their interests. Your com-
pany deserves no less than that same 
level of protection in the compliance 
tools you use to mitigate your trans-
action risk. Both interpersonal training 
and comprehensive solutions that limit 
risk are paramount. Transaction risk 
management tools can ensure that 
each transaction is completed consis-
tently, efficiently, and compliantly, mak-
ing it possible to devote time to build-
ing relationships of trust that get you 
more business. 

Lending Solutions from

Pay men t s   n   Processing Ser v ices   n   R isk & Compl iance   n   Cus tomer & Channel Managemen t   n   Ins igh t s & Op t imizat ion

© 2014 Fiserv, Inc. or its affiliates.

And open new opportunities for lending performance. Disparate technology, operational silos and shrinking 

resources can leave you high and dry when it comes to adapting to a changing business environment. Managing every 

point in the loan life cycle and gaining unprecedented transparency across systems, departments, customers and 

requirements leads to more informed decision making and data clarity. The result: greater efficiency, responsiveness 

and insight. Discover the power to see the big picture. The power within. Learn more at fiserv.com/betterway.
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Data integrity, ensuring the com-
pleteness, accuracy and consis-
tency of data used throughout the 
origination of home loans, is one 
of the greatest challenges fac-
ing the mortgage industry today. 
Many lenders find that the inability 
to maintain the accuracy of loan 
data during the origination process 
negatively affects their workflow 
processes, compliance efforts, and 

ultimately, their profits. Yet despite 
the availability of technology solu-
tions that can greatly increase a 
lender’s ability to ensure the integ-
rity of the data used to make under-
writing or purchase decisions, many 
lenders have yet to take advantage 
of this technology. As a result, they 
are plagued with inaccurate, incon-
sistent or incomplete data that they 

are betting their companies on.  
Without the proper preventive 

measures in place, lenders strug-
gle with data entry errors, conflict-
ing information that requires risky 
judgment calls and untold hours 
spent trying to complete and rec-
oncile data after the loan is funded.  
As a result of the part “bad” data 
played in the recent financial crisis 
and recent litigation, quality initia-

tives are taking hold across the in-
dustry.  And regulators are working 
to ensure that proper oversight is in 
place to authenticate loan informa-
tion throughout the loan process.

While the printing, copying, and 
shipping of paper documents 
should be a thing of the past, for 
many lenders, it is still at the heart 
of the origination process and 

contributes to the inability to main-
tain data integrity.  A typical loan 
captures thousands of pieces of 
data, and the potential for error is 
huge. While relying on paper ex-
poses vulnerabilities in and of itself, 
the central issue is the potential 
for inaccuracies when data is en-
tered or overwritten in a lender’s 
loan origination system (LOS). Many 
lenders mistakenly believe that an 
LOS is a “source of truth” for loan 
information. In fact, an LOS is pri-
marily a “system of record,” captur-
ing, storing and listing information, 
which can be mistyped or manually 
changed over the lifecycle of a loan. 

While the best source of data as-
sociated with the loan is the original 
documents used in the loan pro-
cess, LOSs don’t provide the lender 
with the appropriate tools to easily 
locate the data on the original docu-
ment and compare it with what is in 
the LOS. The only way to maintain 
data integrity is to use data capture 
technology that has been optimized 
for the mortgage industry to catch 
discrepancies automatically.  This 
technology makes it easy to com-
pare data in the system with the 
data on the original document, and 
alerts the lender of discrepancies in 

the data, as well any missing infor-
mation or documents, immediately. 

Not too long ago, it was accept-
able to rely on internal staff or out-
sourced labor to double check loan 
information for completeness and 
accuracy. The practice of “stare and 
compare,” by which a human being 
looks back and forth across two or 
more documents to verify that the 
information is consistent across 
document types, is time-consum-
ing and error-prone, not to mention 
costly.  

Technology moves quality control 
to the front of the process by auto-
matically validating the data across 
loan documents.  Rather than send 
an application to an underwriter, the 
data could be extracted and put 
through a rules engine for analysis. 
Only if the application has a piece of 
information outside of the rules pa-
rameter would it then be sent to a 
human underwriter for review. This 
standardizes the process, increases 
productivity, lowers cost and lowers 
production risks. The technology 
would also keep a historical record 
of any changes made to the data, 
automatically creating and main-
taining an audit trail to assist with 
compliance requirements.

 Without preventive measures in 
place, including data capture tech-
nology, lenders are at risk of mak-
ing lending decisions (or purchase 
decisions) based on inaccurate and 
potentially misleading information.  
Funding a loan or purchasing a loan 
based on inaccurate data puts the 
lender at risk if the loan falls into 
default down the line.  In addition, 
selling loans based on faulty data 
greatly increases the risk of buy-
backs and hurts a lender’s cred-
ibility. Today’s lending environment 
necessitates loan quality through 
sound underwriting that is sup-
ported by technology to stream-
line business processes and ensure 
compliance. 

By using a software solution de-
signed to ensure data integrity, 
lenders improve the consisten-
cy and quality of loan information 
throughout the lifecycle of the loan, 
not just after a loan closes, when it 
is often too late to remedy.  In to-
day’s increasingly competitive lend-
ing environment, the focus should 
be on the data, not the documents.  
Ultimately, it’s the data that facili-
tates a high quality business pro-
cess that meets the lender’s opera-
tional objectives and financial goals. 


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
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SOLVING THE CHALLENGES OF MAINTAINING DATA INTEGRITY FOR MORTGAGE LENDERS
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Over the past several weeks there 
has been a great deal of discussion, 
tweets, emails and concern about 
what the HMDA data from 2012 is 
telling us. There are a number of ad-
vocacy groups, the MBA and others 

who are proclaiming that minorities 
are being denied at a much higher 
rate than whites. The numbers don’t 
lie they say and these statistics are 
leading us to this conclusion. Are 
you sure about that? Mark Twain 

has been cred-
ited with describ-
ing statistics this 
way: “There are 
lies, damn lies 
and statistics.” 
After all, statis-
tics are just com-
pilations of data 
and if the data 
is inaccurate or 
incomplete, how 
good can those 
statistics be? 

So before we place a lot of faith in 
these findings we really need to get 
a much better understanding of just 
how good this data is.

Recently a compilation of 2011, 
2012 and 2013 HMDA data was 
reviewed. The result of this review 
found one very profound conclu-
sion. HMDA data is bad. Sure there 
are validity and quality checks that 

lenders and regulators use to test 
the data before and at the time of 
submission, but the issues go far 
beyond that.  

One of the primary issues is the 
ability for borrowers to opt out of 
providing race, ethnicity and gen-
der. Conventional wisdom says that 
many minorities take advantage of 
this provision as they are concerned 
that by indicating they are a minor-
ity and fail to report the information. 
What this actually means is that 
the number and percentage of mi-
norities approved is likely under re-
ported. So what does this do to the 
results?

If we want to develop a more in 
depth analysis of why any group 
of applicants were denied it is im-
portant to have the reasons for the 
denial. However, some lenders are 
required to report denial codes and 
some are not, but it is an option for 

them. Most lenders not required to 
do not provide them. Therefore an 
effective analysis is not possible 
unless you want to limit it to those 
lenders who are required to report. 
Using this limited data set produces 
a diminished result.  

And speaking of denials, lenders 
appear to continue to have difficulty 
understanding the difference in the 
processes between cancelled loan 
applications and loans denied for in-
completeness. Loans denied for in-
completeness result after the lender 
provides the borrower with a notice 
that the application is incomplete 
and letting the applicant(s) know 
that they have a specific period of 
time to send in the information as 
described in the notice, or the appli-
cation will be denied for incomplete-
ness. A cancelled loan application 
is one where the borrower and/or 
broker informs the lender, either ver-
bally or in writing, that the borrower 
wishes to cancel. So are all those 
denied loans really cancellations or 
are those cancellations really denied 
loans?  

All of these issues point to one 
thing and only one thing. The data is 
bad or at best inconsistent and in-
complete. So let’s get a grip on the 
data before we continue to gripe. 

www.turningpoint.com | 1.888.887.7880

Drive business to the point of sale with the mortgage industry’s
most powerful and intelligent marketing solution

Contact us for an executive demo

Increase market share • Stay legal and competi ti ve • Grow profi table relati onships
Protect corporate branding • Att ract and retain top talent

Business Opportunity Engine
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X + Y = ‘E’
The above equation can be con-

fusing; I struggled with math. I attri-
bute part of the problem to the guy 
who sat next to me in math class 
during high school. Had he applied 
himself more I would have done bet-
ter. However this isn’t about math.  

The audience is all ready engaged 
and will require the shortest learn-
ing curve, while being the  quickest 
to adapt. The X and Y generation 

are the people that will 
to force the ‘e’ solu-
tion. They are tech sa-
vay, multitask endlessly, 
pay their bills electroni-
cally, have documents 
stored in the cloud and 
don’t do paper. The 
current generation is of 

age and wants stuff pushed to their 
Smartphone or tablet. They will ex-
ecute their loan documents at 11:30 
pm on Sunday. ‘e’ -  Really.

Audience and Fraud are the two 
largest drivers that will compel the 
industry to move to ‘e’ quickly. The 
provider who implements smooth-
est ride to ‘e’ will win. Technology is 
the vehicle which enables lenders to 
remain competitive and differeniate 
from their peers. Lenders will natu-

rally gravitate to the providers mak-
ing it easiest to do business for them 
and their borrowers. Those providers 
who deliver the best solution; stable, 
secure and easy will be in a strong 
position when it comes to market 
share.
TECHNOLOGY

The mortgage and mortgage 

technology industry has never been 
willing to truly address the process 
and technology investment to fully 
move to ‘e’. There have been gallant 
attempts by various players to pro-
vide a solution, but when the rubber 
meets the road; roadblocks allowed 
for a minimalist solution. Counties 
won’t accept electronic documents, 
lack of an e-notary, non-acceptance 
by investors, HUD or the IRS, secu-
rity; cost to implement, the list goes 
on. The roadblocks are down, all the 
reasons the industry has had about 
investing in ‘e’ are gone. E-Sign Act 
is law, 4506T has been accepted, 
lenders accept it, the GSE’s accept 
it, 1,096 counties currently accept ‘e’ 
representing over 65% of total trans-
actions, e-notary is live and sup-
ported. Technology exists today to 
support all, but it is not convenient, 
efficient or friendly.

The pieces are in place for an end 
to end ‘e’ delivery. New solutions that 
tightly integrate process provides 
low hanging fruit for those compa-
nies that recognize opportunity. It is 
not inconceiveable those solutions 
can be delivered from technologists 
not in or fringe players in the indus-
try today. These companies are not 
hampered with, ‘what is, or what 
was’, engrained process. They look 

through the glass with the design 
to introduce a totally new, comfort-
able, friendly experience. It is easy 
to imagine and not difficult to imple-
ment. Efficient data aggregators, 
outside of the traditional industry will 
recognize the opportunity and capi-
talize on it.

Nontraditional technology vendors 
have a clean slate on which to start. 
They are not saddled with legacy 
baggage. Regardless of the indus-
try they invent, or recreate, they have 
the culture to obsolete existing ideas 
quickly. They have shown the willing-
ness to spend big money to enhance 
earnings and market share. An ‘e’ 
document and digital signing offer-
ing, with high transaction volume and 
steady reoccurring revenue is attrac-
tive to any company that is willing to 
buy the ticket and take the ride. 

The prospect of companies more 
effiecient in data aggregation, stor-
age and mining, which already have 
tremendous stores of personal and 
property information moving into an 
‘e’ vertical integrated with a lender 
shouldn’t be discounted. There isn’t 
any need to develop an application 
to manage loan origination. Data 
feeds throughout the process could 
interface with many existing origi-
nation systems real time. The com-
plexity that state, federal and inves-
tor regulations bring as it applies to 
document availability, validating cal-
culations, notification and present-
ment, can be solved easily with the 
acquisition of a document services 
company.

All of the roadblocks to a succesful 
‘e’ process have been removed, with 
the exception of a well defined end 
to end solution. The solution needs 
to be a seamless; not cobbled to-
gether with disparate technologies, 
(loan origination system, document 
service, notary, title & closing agent 
system). It needs to be complete, 
functional, conveinent, user friendly.

Introduction of technology which 
provides a well choreagraphed, se-
cure, easy to use solution for both 
the lender and borrower is the last 
barrier to gaining acceptance, there-
by distinquishing lenders above oth-
ers and establishing that competitive 
edge. When these standards are met 
acceptance is broader and confi-
dence in the process is stronger. The 
question is will the road be paved by 
the existing mortgage technology 
providers or will they become speed 
bumps, as other non traditional pro-
viders develop a better solution. 
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While lenders clamor over each 
other to get their share of a rising 
purchase market, a new kind of 
homebuyer is emerging that lenders 
should take notice of. A new, ORC 
International survey shows that a 

majority of individual investors would 
be interested in investing in single-
family rental (SFRs) properties, if 
they could do it without becom-
ing hands-on landlords. The online 
survey, conducted late spring, was 
sponsored by HomeUnion, a na-
tional real estate investment man-
agement firm.

The survey said that 59 percent 
of investors would be encouraged 
to purchase SFR investment prop-
erties. Of this group they believed 
these investments could generate 
higher cash flows than traditional 
fixed income products and could of-
fer tax benefits. Slightly more than 

20 percent of investors were attract-
ed to the potential of asset appre-
ciation. Other benefits that investors 
associated with this new asset class 
were portfolio diversification and as-
set allocation (16 percent) and lever-

age through the use of financing (12 
percent).

“Increasingly individual inves-
tors are following the lead of insti-
tutional investors and are looking 

to real estate investing as an alter-
native to traditional, low-yielding 
bond and mutual fund options,” 
said Don Ganguly, chief executive 
officer of HomeUnion. “These inves-
tors are attracted to the potential 
for income and for asset allocation, 
not the prospect of a quick gain by 
house-flipping.”
INVESTORS NOT LANDLORDS

Probably the biggest barrier to 
entry, according to the survey, was 
concern over the responsibility of 
being hands-on landlords. More 
than half of investors said they would 
definitely be interested in investing in 
a rental property if they didn’t have 
to be a hands-on landlord and had 
the assistance of a reputable com-
pany to handle the selection, pur-
chase, rehabilitation and manage-
ment of rental homes.

“The prospect of calls at two in 
the morning about backed up toi-
lets, or the hassle of finding and 

vetting tenants, has kept millions of 
potential individual investors out of 
residential real estate, even as bil-
lions of dollars of institutional invest-
ments have poured into this new 
and growing asset class,” Ganguly 
noted. “We believe, and the ORC 
International survey confirms, that 
individuals are interested in the ben-
efits of investment in SFR if, like their 
institutional counterparts, they can 
outsource the logistics of property 
management to reputable turnkey 
vendors.”
TAKING DISTANCE OUT OF THE 
EQUATION

According to the ORC International 
survey, a third of investors said they 
would buy a property in another 
market to get a better return on their 
investment. That number rises to 
more than 50 percent if they could 
rely on the services of a firm with 
strong knowledge of that local mar-
ket; if the property was managed by 
a trusted national firm; or if they had 
access to state-of-the-art informa-
tion about the local real estate mar-
ket place.

“In many high-cost areas invest-
ing in local real estate does not gen-
erate the returns that are available 
in other parts of the country,” said 
Ganguly. “We mitigate the risks of 
remote investing by using data, an-
alytics and boots on the ground to 
assess the market, select the right 
properties and then find the best 
property managers. This is what in-
stitutional investors have been doing 
for the past two years. Now this lev-
el of professional assistance is avail-
able to anyone looking to diversify 
from the stock market and looking 
to improve the rate of return on an 
individual retirement account.”

Ganguly noted that last year, 
more than one out of five homes 
purchased in the United States 
was an investment property. Earlier 
this year, cash sales—a relatively 
strong proxy for investor activity—
accounted for more than 40% of all 
sales, according to CoreLogic. For 
the most part, however, very few of 
these investments were done using 
IRAs. Currently, individual investors 
have more than $3.9 trillion in these 
accounts, so even a small realloca-
tion of IRA assets away from the 
stock market or traditional fixed in-
come investments could potentially 
have a major impact on the hous-
ing market and the returns investors 
see on their IRAs.

This report presents the find-
ings of a survey conducted among 
a sample of 1,009 adults compris-
ing 502 men and 507 women 18 
years of age and older. The online 
omnibus study is conducted twice 
a week among a demographically 
representative U.S. sample of 1,000 
adults 18 years of age and older. 
This survey was conducted on April 
14-16, 2014.  
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How To Boost Online Lending
As borrowers look to self serve more and more, the online lending chan-

nel should be booming. So, how can lenders capture this business? First, 
they have to ask some hard questions, such as: How much do design, site 
speed, and product reviews affect e-commerce checkout behavior? Even 
more than you might think...

Regarding general design, some 93% of people say visuals are the most 
influential factor in the purchase decision, according to vouchercloud.

Moreover, shoppers assess a product within 90 seconds to determine 
whether to purchase it.

Site speed also plays a huge role. If a page takes three seconds to load, 
57% of online consumers will abandon the site; of those visitors, 80% will 
never return.

Product reviews, too, influence online shoppers. Some 85% of consum-
ers read online reviews for local businesses before making a purchase. “Of 
those, 79% trust the reviews as much as a personal recommendation,” 
vouchercloud writes.

To find out more about the behaviors behind online shopper clicks, check 
out the infographic:
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Everyone is clamoring for a sale. 
Business in the first quarter was dra-
matically off in our space. So, how 
do you get more deals in the door? 
In an article entitled “Four Tips to 
Accelerate Sales Through the B2B 
Content Funnel” by Paul Gustafson, 
he challenges companies to think 
differently about their content and 
how that can be used as a sales 
generator. He says:

Does your content do most of the 
selling for your company? It should. 
But if it doesn’t, your problem may 
be rooted in not having a content 
strategy that mirrors an effective 
sales funnel. To ensure that your 
content reflects enterprise sales 
processes, consider the following 
four tips.

1. Content matters throughout the 
entire B2B buyer’s journey

Sales needs to focus on closing, 
not explaining. Not too long ago, 
marketing was typically responsible 
for only the beginning stages of the 
buyer’s journey: generating interest, 

awareness, and leads in the form 
of names, titles, and phone num-
bers. Salespeople handled much 
of the rest. Today, that model has 
changed dramatically: Potential 
customers are self-educated about 
products and services, and they 
contact salespeople only after defin-
ing their requirements on their own, 
having already made most of their 
decisions.

2. Recognize that the sales funnel 
is shaped like a content megaphone

Imagine a picture of a traditional 
sales funnel: wide at the top where 

you find new leads, narrower in the 
middle where consideration occurs, 
and narrowest at the bottom where 
deals begin to close. Now look at the 
bottom of the funnel and imagine it 
as a mouthpiece where thought-
leadership content is spoken—and 
grows and changes in tone and vol-
ume as it resonates outward to ev-
er-larger audiences.

Tweets, teasers, and abstracts 
are the shorter-form content need-
ed for the top end of the mega-
phone to hook increasingly distract-
ed audiences and draw them into 
your content stream. Such short, 
concise bursts of content serve to 
pique interest and help ensure new 
leads progress, find interest in your 
thought-leadership content, and 
become ready, willing, and even 
eager to hear it. Tweets and teas-
ers correspond with nascent brand 
awareness, leading to posts and 
abstracts, which lead to curiosity in 

what you have to offer—and compel 
customers toward deeper engage-
ment and interest in the specifics of 
your value proposition.

Tweets lead to paragraphs, para-
graphs lead to posts, and then posts 
lead to longer articles and white-
papers. As the funnel narrows, ar-
ticles, case studies, and brochures 
integrate with direct responses and 
conversations. Thought-leadership 
content, such as whitepapers, sup-
ports serious consideration and pur-
chase decisions. Ideally, all this con-
tent is premeditated, coordinated, 
and reinforces an effective messag-
ing theme.

3. Drive all forms of content with 
thought leadership

Effective B2B social content starts 
and ends with thought leadership. 
All those tweets, posts, and arti-
cles must have a foundation to be 
meaningful. Found in your meatiest 
content such as whitepapers and 
bylined articles, thought leadership 
is truly useful and hard to fake. To 
produce it, you must have genuine 
subject-matter experts in tune with 
the challenges that real customers 
face, and equipped with thoughtful 
opinions about how to best address 
those very real customer challenges.

Since that kind of expertise is rar-
er than it should be, prospects and 
customers appreciate it when they 
find it.

When developing thought-leader-
ship content, focus on three crucial 
qualities:

>> Expert. True expertise is genu-
ine and delivers real value. Though 
it’s not possible to fake expertise, 
there are plenty of examples of arro-
gance masquerading as expertise. 
Such feeble attempts aren’t just in-
effective; they inflict damage upon 
your brand and make the marketing 
job even harder.

>> Original. Thought leadership 
must be uniquely yours. Represent 
the distinctive and timely perspec-
tive only your brand has on the in-
dustry, marketplace, or other topic 
at hand.

>> Comprehensive. Cover your 
bases, frankly and honestly. You 
know those questions your sales 
team is hoping won’t get asked? 
Your prospects will inevitably ask 
them, so don’t ignore their con-
cerns. Tackle them directly.

>> Remember, the goal is to sell
Ultimately, your marketing efforts 

need to enhance the sales buying 
process. Sure, awareness cam-
paigns are critical for getting pros-
pects to notice and to become curi-
ous about your product or service; 
but, unless your content informs 
prospects and leads them toward 
the point of purchase, some part of 
your strategy is likely broken, miss-
ing, or muted. 
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For leaders in the mortgage 
industry—as well as in any other—
social media is an absolutely 
essential means of building 
professional relationships in 
today’s day and age. Promoting 
your organization. Serving your 
customers. Discovering news about 
important industry happenings. 
These reasons and more are all 
valuable benefits we can derive 
using social networking platforms 
like Facebook, Twitter, and LinkedIn.

If you’ve spent a decent amount 
of time with me, you’ll know that I’m 
a big believer in social networking. 
I’ve acquired many clients and 
built some valuable business 
relationships through interacting 
with industry professionals on the 
web. To ignore the reality of the 
digital world is to lose out on a great 
amount of opportunities. However, I 

think there is something more 
important than social networking-
-something leaders can’t quite get 
through the computer screen.

Social networking—just like 
traditional networking—is great 
for meeting a large number of 
people. It’s great for broadening 
connections. But the most effective 
leaders will not only want to 
broaden connections—they’ll also 
want to narrow them. That is, they’ll 
not only connect loosely to a great 
number of people; they’ll also want 
to form strong connections with a 
few number of people. The best 
leaders will focus closely on their 
inner circles.

Your inner circle is what keeps you 
accountable—it’s what make sure 
that you are practicing what you 
preach. In the era of social media, 
it’s very easy to make yourself look 

like you’re accomplishing a great 
deal without actually really doing 
anything. When you have a close-
knit group of friends and colleagues 
with which you interact on a regular 
basis, it becomes harder to hide 

in the hype. You’re forced to live 
up, in private, to the standard to 
which you publicly claim to hold for 
yourself.

Who you choose to be in your 
circle can be your greatest strength 
or your most detrimental weakness. 
If you invite people who are 
unethical, lazy, or have some other 
kind of severely bad character, you 

can be sure that it will spread to you 
like a virus. History is full of examples 
of leaders who were betrayed by 
their closest friends. Shakespeare 
put the feeling of shock quite well in 
his play Julius Caesar. When Julius 
Caesar is assassinated and finds 
one of his closes friends, Marcus 
Brutus, among the assassins, he 
says, “And you too, Brutus?” When 
we’re choosing the people for our 
inner circle, we want to make sure 
that our values are aligned so that 
we’re never surprised.

On the other hand, we don’t want 
to simply avoid bad character in 
selecting the people for our inner 
circles. We also want to seek 
out good character. We want to 
attract people to us who have the 
highest standard of ethics, the most 
results-oriented mindset, and the 
level of positivity that can motivate 
and inspire us to be the leaders we 
need to be. We often become like 
those to whom we are the closest. 
If we aspire to be great leaders, we 
will surround ourselves with great 
leaders as well. 
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We talk with lenders and AMCs 
e The appraisal is one of the most 
critical lynchpins of closing, so it’s 
no wonder many loan originators 
have a love/hate relationship with 
their appraisal desks. The appraisal 
report is a big risk to closing any-
way, and due to recent regulations 
and investor guidelines, production 
staff feel they have zero control over 
one of the most critical components 
of a deal. But you can still make your 
originators happy (most of the time) 
and have high quality, efficient, and 
compliant appraisal operations. 

The appraisal desk can commu-
nicate better and deliver better ser-
vice to production staff automatically 

with technology, so the LO is satis-
fied and knows their concerns are 
taken into consideration. A few large 
lenders have already changed their 
appraisal desk models to attract the 
top producers. The key to doing it 
successfully is to honor your pro-
duction staff with the tools they need 
to be in the loop when it comes to 
the appraisals on their loans.

As competition for top producers 
continues to heat up, here are a few 
of the ways you can improve your 
appraisal desk:

>> Give them easy, fool-proof ap-
praisal ordering: Make sure your 

originators have fast, easy appraisal 
ordering, preferably directly integrat-
ed in their LOS or through an easy-
to-use portal. The ordering process 
has to be streamlined to avoid data 
entry mistakes and confusion that 

can cause closing delays.  
>> Keep them in the loop on sta-

tus: With a technology framework, 
you can still isolate appraisers from 
production staff, while continuing to 
provide automatic status updates 
throughout the process. LOs often 
complain that the appraisal process 
is like a “black hole”, so periodic up-
dates will alleviate this stress.

>> Give a simple way to request 
changes: Your LOs should have the 
ability to ask questions, request re-
visions, and offer additional infor-
mation to the appraisal desk. Even 
if you’re hiding appraiser iden-
tity through double-blind ordering 
mode, communication between 
loan officers and appraisers is possi-

ble with some technology providers.
>> Cause fewer delays and ques-

tions: Technology can definitely help 
when you can automatically pass 
loan information to the appraiser. 
Reduce the frustration from going 
back and forth with the appraiser by 
getting all the pertinent information 
the first time, automatically.

>> Have access to performance 
stats: The appraisal desk should 
have easy access to vendor perfor-
mance history and be able to doc-
ument how orders are assigned. 
When questions about particular 
vendors arise, this information can 
help your LOs understand the ap-
praisal desk’s functions.

>> Have the flexibility to try new 
vendors and replace old ones: The 
best LOs out there have relation-
ships with local area expert apprais-
ers. Have a system in place that al-
lows your appraisal desk to onboard 
new vendors easily and quickly. 
When you need to replace vendors 
due to performance, make sure your 
system makes it easy.  

When regulations and investors 
demanded production be isolated 
from collateral valuation, some lend-
ers went too far in building a firewall 
that frustrates their top producers 
and most valuable salespeople.  
Through technology, you can get 
the best of both worlds, with full 
compliance in your appraisal opera-
tions and happy LOs. 
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(continued from P1)
State housing finance agencies 

have traditionally been more aware 
of the problems facing local home-
owners. Indeed, take a search back 
to headlines in 2006 and 2007 and 
you will find it was the state housing 
finance agencies that were sound-
ing the alarms about the collapsing 
housing bubble while their federal 
counterparts pretended that noth-
ing was amiss.

One of my favorite examples of 
a state agency taking the initiative 
to bolster its local housing market 
took place in the early 1990s. Up 
in Vermont, an effort was made to 
create a secondary marketing ve-
hicle that served the distinctive 
challenges of the state. It was of-
ficially called the Green Mountain 
Mortgage Market and it was run 
by the Vermont Housing Finance 

Agency (VHFA). However, the pro-
gram was nicknamed Sugar Mae – 
as a tribute to Vermont’s celebrated 
maple syrup and in keeping with 
the Mac and Mae names carried by 
secondary marketing entities.

Sugar Mae was designed to help 
securitize rural residential loans that 
did not meet the GSE underwriting 
standards. Back in the early 1990s, 
underwriting standards were much 
stricter – the loosey-goosey practic-
es of the Clinton years were still a bit 
away – and properties that had rural 
attributes such as a wood burning 
heat source or unpaved roads were 
not welcomed for securitization by 
the GSEs. As a result, most Vermont 
lenders had to stick these loans in 
their portfolios.

Under the Sugar Mae program, 
the VHFA would purchase these 
difficult rural loans and swap them 

for Fannie Mae’s mortgage-backed 
securities. Banks that participated 
in this program agreed to use the 
proceeds of their loan sales for af-
fordable housing investments. The 
VHFA would sell the securities cre-
ated from those loans to local pen-
sion funds.

In concept, it was a win-win situ-
ation. But, in reality, it never clicked. 
In fact, only one transaction took 

place during Sugar Mae’s relatively 
brief existence. Problems with the 
above-market interest rates on the 
rural residential loans and com-
plaints from pension funds of a too-
high premium on the securities they 
were expected to purchase stalled 
the program. 

Yes, it would be easy to dismiss 
Sugar Mae as a failure – at least in 
terms of not meeting its projected 
volume. But the program, I believe, 

offered a responsible and intelligent 
attempt to try something different 
that addressed local housing mar-
ket needs without being a burden 
on taxpayers; indeed, Vermont’s 
taxpayers were not burdened with 
wasteful financial residue. By that 
measurement, Sugar Mae was an 
innovative success in planning.

And this circles back to the stale-
mate in the GSE reform effort. 
Rather than leave the issue to a 
bickering Congress and an indiffer-
ent Obama Administration, I would 
open the debate to the state hous-
ing finance agencies to consider 
how they could inherit GSE duties 
if they were localized to state level 
operations.

Who knows what the state agen-
cies can produce? Maybe the foun-
dation started by Sugar Mae can be 
taken up, tinkered with, and spun 
into an entity that will be able to 
function and blossom? After all, an 
experiment that seeks to create new 
opportunities is often preferable to 
the misery of a dysfunctional status 
quo. And the real tragedy in busi-
ness (as in life) is not about trying 
and failing, but in never trying at all 
to make things better. 
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(continued from P1) 
Loan delays are an inconvenience, 

and if a borrowers’ financing falls 
through entirely due to prolonged tim-
ing, then they can no longer get the 
home they wanted – eliminating any 
chance of a positive relationship with 
that borrower. However, if everything 
runs smoothly, then that borrower is 
more likely to consider opening other 
products with the institution – creating 

an opportunity to establish a life-long 
relationship with that client.

In short, the industry needs to return 
to an origination-to-funding cycle time-
line of 30 days or less, but how do we 
get there? The market is always going 
to be unpredictable and inconsistent, 
so lenders must find the most effective 

way to ride out the waves and remain 
profitable. One proven method is dis-
secting information from milestone to 
milestone, allowing lenders to identify 
specific gaps and therefore more cost-
effectively support the shifting market.
EMBRACING ANALYSIS AND 
DISRUPTIVE INNOVATION

Lenders must be able to identify 
specific gaps in the origination process 
by each milestone to discover the root 

cause of any issues. Lenders never 
want to return to day one because of a 
simple issue that could have been fixed 
early on in the process – the goal is to 
get things right on day one of the 30-
day lifecycle. Getting to this point can 
be achieved two ways: improving the 
human element and implementing new 

technologies that automate the origi-
nation process further, utilize source 
data and streamline loans through the 
system.

The key to improving lenders’ man-
ual processes is through Six Sigma. 
The goal of Six Sigma is to develop 
a nearly error-free process, and fewer 
errors equal less touches. To do this, 
every component of the mortgage pro-
cess is analyzed from the more com-
plex (like credit analysis) to adminis-
trative functions such as mailroom 
and phone work. Achieving a 30-day 
lifecycle is only possible if the process 
continually moves forward—any mis-
step can move the transaction back 
(sometimes to Day 1), virtually eliminat-
ing any chance of a rapid settlement. 
Processes that have not undergone a 
thorough Six Sigma review destine the 
applicant to a real-life game of Chutes 
and Ladders. Only the lucky will glide 
through the process without issue, 
while the majority find themselves slip-
ping backwards at some point, thereby 
restarting the clock. Six Sigma ensures 
there are only ladders, and minimizes/
eliminates the impact of the occasional 
chute.

The next step to shortening the clos-
ing timeline is leveraging disruptive 

innovations. As previously mentioned, 
underwriting higher-risk loans is a 
complex process, but leveraging a loan 
origination system (LOS) that automat-
ically assesses the basic attributes of 
the loan to place it in the right “swim 
lane” eliminates lenders from having to 
complete this time consuming task.

Lenders should consider a hybrid 
onshore/offshore LOS delivery model. 
This model works around the clock, so 
the offshore components can be work-
ing on those checkpoints while the on-
shore components are sleeping – giv-
ing lenders the biggest bang for their 
buck. The focus of the loan originators 
should be to sell loans, and with this 
model, individuals conducting those 
checkpoints can contact the borrower 
directly if changes need to be made 
rather than the loan originator.

Furthermore, this type of artificial 
intelligence helps lenders determine 
which loans have the best chance of 
closing within the ideal 30-day timeline. 
Lenders do not control every aspect of 
the mortgage, but they will instantly 
know whether uncontrollable external 
variables such as title or appraisal is-
sue will lengthen the closing time. With 
the appropriate workflow systems in 
place, lenders will know when it is time 
to follow up on title or appraisal – an 
important piece to keep things moving.

Additionally, lenders should consider 
leveraging an automated self-assess-
ment tool that carefully evaluates their 
policies and procedures to bring out 
any compliance-related issues prior to 
a regulatory review. The cost of main-
taining regulatory compliance will con-
tinue to have a significant impact on 
lenders, and failure to comply with the 
CFPB’s new rules will lead to severe 
penalties and costly fines. Leveraging 
a risk evaluation tool helps lenders stay 
on top of the CFPB’s rules without ex-
hausting resources.

By implementing these disciplines, 
app-to-close cycle times can improve 
by as much as 43 percent. In fact, a 
large financial institution is now clos-
ing 74 percent of their deals within 45 
days and 32 percent within 30 days. 
Additionally, in May 2014, a transaction 
closed within 15 days, demonstrat-
ing that a model emphasizing minimal 
touches and persistent customer con-
tact can yield the ideal win-win scenar-
io---quick revenue realization for lend-
ers and a flawless closing experience 
for borrowers.

Implementing Six Sigma practices 
across the institution will drive quality 
and continual improvement, and when 
combined with innovative technology 
solutions, lenders will further auto-
mate the closing process to increase 
efficiency, profitability, overall customer 
satisfaction and most importantly, sig-
nificantly shorten the length of the clos-
ing timeline. 
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(continued from P1)   
In Stevens v. Publicis, S.A. (N.Y. 

Sup. Ct. 2008) the court established 
that an email could satisfy a non-
oral modifications clause. So even 
if a contract contains a provision 
that prohibits oral modifications and 
mandates that all amendments be 
signed and in writing, the contract 
could be capable of being modified 
by an email. The point here is to be 

careful when you send emails that 
involve contract discussions or per-
formance modifications; they may 
change the terms of the agreement. 

The new case law developing is 
around the defense of “I never saw 
that email.” Courts are requiring the 
plaintiff to produce evidence that the 
receiver of the email did in fact re-
ceive the email. As you can imag-
ine, organizations that capture email 

“Proof of Delivery” prove the burden, 
“they did receive the email.” Caution 
though, not all Proof of Delivery so-
lution are the same. The fact that an 
email was received is not enough in 

some cases, typically driven by the 
amount of the claim. Email authen-
tication now comes to bare where 
the user must provide some access 
information such as a login or pass-
word. The most accepted is per-
sonal information or what is known 
as wallet security (etc. account 
numbers, SSN, driver license info), 
something personal that both send-
er and receiver knows. Second is 
the presence of a disinterested third 
party audit of the email exchange.

The next big item is attachments. 
Did they actually receive the email 
attachments? Documents provid-
ed by email also must be proven. 
Receiving emails are one thing, did 
the attachment make it and could 
they be read. Since email can en-
code attachments in many differ-
ent ways, reading them becomes 
the challenge. Therefore, “Proof of 
Readability” becomes the evidence 
that the attachments were received 
and that they could be opened.  

If you rely on email to conduct 
time sensitive business for mort-
gages, discuss terms or accept 
conditions, you should be using an 
email service that manages encryp-
tion, Proof of Delivery and Proof of 
Readability or you may find yourself 
out of compliance or worst, on the 
losing end of a legal case. 
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(continued from P1) 
From the loan application process 

through closing, every step is marked 
with different paper-based tasks. 
Some mortgage professionals recall 
literally filling up boxes originally used 
to delivery bundled reams of copy pa-
per with documents for a single mort-
gage transaction – and if your institu-
tion is still operating this way, it is time 
to consider a change. 

The mortgage industry’s notorious 
“paper shuffle” creates challenges in 
meeting the compliance requirements 

and the cost savings needs of many 
lenders. The mortgage lending pro-
cess has many touch points; every-
one including the appraiser, the loan 
officer and the consumer must handle 
each critical document multiple times. 

In an environment that, because of 
new regulatory requirements, is reliant 
on expediency and accuracy, hard 
copies of documents are no longer 
conducive and significantly hinder 
the timeliness and convenience of a 
transaction. 

Paper can also now be considered 

a compliance issue for lenders. 
Beyond the time and cost it takes to 
deliver paper documents via snail mail 
or next day delivery, paper documents 
can, and often, become misplaced or 
lost. When this occurs, it is not only 
the delay that becomes the issue, but 
also the fact that a missing form can 
be a security risk, as it likely contains 
a consumer’s personal or sensitive, 
financial information. More lenders 
are recognizing the inherent security 
benefits of electronic records, which 
they can automatically and immedi-
ately route to the correct individuals. 
Another compliance consideration is 
accessibility to documents for audit-
ing purposes. Documents stored in 
“copy paper boxes” or file cabinets 
inevitably take much longer to locate 
than if they were stored electronically 
in a searchable archive regardless of 
physical location.

As more lenders enter or rede-
fine their space within this already 
competitive arena, offering top 

notch customer service and conve-
nience can make all the difference. 
Consumers want access to differ-
ent channels to conduct business at 
the time, location and via the device 
of their choosing, which today may 
mean having to go into a lender’s of-
fice to sign documents or wait for a 
paper to arrive in the mail for their 
signature. Consumers already handle 
many aspects of their lives online and 
expect the convenience of modern 
technology in the mortgage process, 
too. Furthermore, they are largely 
turning to the internet first to research 
and shop for mortgages. They are 
clearly comfortable initiating what 
many consider life’s most important 
purchase online, and likely will want 
to continue the process electronically 
as well. 

Even if paper cannot be eliminat-
ed completely, many organizations 
across different verticals have ex-
perienced massive efficiencies and 
cost savings from reducing their use 
of paper. For instance, in 2011 the 
Social Security Administration (SSA) 
chose to stop mailing paper earnings 
statements to an estimated 150 mil-
lion Americans, which saves approxi-
mately $72 million annually. 

We continue to hear dialogue 
around a completely online or entire-
ly paperless mortgage; discussions 
have grown since the FHA’s recent 
decision to accept e-signatures on 
mortgage documents. The CFPB’s 
“Know Before You Owe” and antici-
pated eClosing pilot programs are 
also included in these conversations. 
However, until an entirely paperless 
lending process comes to fruition, 
lenders should still assess ways they 
can decrease paper. Even automat-
ing a single process can serve as a 
springboard for efficiencies and can 
bring your institution one step closer 
to complete automation. A true pa-
perless environment cannot be ac-
complished overnight, but if mortgage 
companies commit to slowly pushing 
forward, they will reap the widespread 
benefits for their businesses, the en-
vironment and a new wave of home-
owners. 
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