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Editor’s NotE

Thought Leaders Exist

As I’ve said before, PROGRESS in Lending Association was formed to spotlight thought leadership. As someone who attends 
a lot of industry conferences, you come across a lot of bright people. As a matter of fact, the idea to form an association for these 
industry leaders was conceived at a conference. Myself and Roger Gudobba were at the bar thinking hard about what we could do 
to further the mortgage market. I find that you get your best ideas after you’ve had a few cocktails. In my case that means several 
glasses of Kahlua and milk. I’m not a drinker, as you can tell.

Anyway, we thought long and hard about how we could foster creativity and how we could provide a forum for creative people 
to come together to solve all the mortgage industry’s problems. Keep in mind that this was before the mortgage meltdown. I’m not 
sure either of us thought there could be as many problems to solve as exist today because of the subprime debacle.

Years later PROGRESS in Lending Association was eventually born. However, that faithful night at the bar myself and Roger 
debated and debated. As we talked, we began to ponder if there even were thought leaders in the mortgage space. The rate of 
technology adoption in this space is so slow. It’s enough to get true visionaries very depressed. For example, if you were to listen 
to industry executives talk about e-mortgage adoption, everyone has been saying that it will be mainstream in three to five years. 
Well, that talk started over 10 years ago and e-mortgages are still not mainstream.

Some have thrown in the towel on innovation, but we at PROGRESS in Lending Association still have faith. We believe that 
thought leaders do exist. The problem is that they don’t have a voice so they often go unnoticed. That’s why we launched our 
Innovations Program. We wanted to start an initiative developed specifically to recognize the top innovations that occurred the year 
prior. We felt that if we put a spotlight on these innovations that it would encourage even more innovation. Let’s hope it works.

What amazed me personally and reaffirmed my belief that these thought leaders do in fact exist is the sheer number of 
applications that we received in our first year of launching this program. We got over 30 applications and they were all top-quality 
applications to boot. Innovation is alive and well. We’ll honor our winners at a ceremony to be held on March 27th at the Crowne 
Plaza Hollywood Beach Resort located in Hollywood, Florida. We hope that you’ll attend. But even more, we hope that you’ll 
keep innovating. ❖

Tony Garritano 
tony@progressinlending.com

PS. Your comments are welcome. Please E-mail letters to letters@progressinlending.com. Include your name, address and 
a daytime telephone number. Letters are subject to editing and are presumed to be for publication unless the writer specifies 
otherwise.
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Are You Cutting Corners?

The confusion starts with the fact that there are 
two primary and distinctly different matters 
affecting loan originator compensation.

Your Voice - BY DaViD LYkken

Resolving Your Questions

Few would argue that the coming changes to loan originator compensation is the No. 1 problem/
conundrum challenging the minds of many in the industry today. To make matters worse, there 
is a lot of confusion surrounding the problem thus making it more difficult to identify a clear 

solution that mitigates the regulatory risk.  
So again, I’ll pose the question in the title of this article: “Can technology play a key role in providing 

solutions and solving one of the biggest problems/changes facing our industry today…changes to loan 
originator compensation?” The answer is unequivocally “YES”! However, what you may find a bit 
more surprising is the particular kind of technology being deployed as a solution provider. Even more 
surprising is that there are already over 1,000 companies using this technology to solve this specific 
problem. Would you like to know what it is? First, lets dig into the problem.

The confusion starts with the fact that there are two primary and distinctly different matters affecting 
loan originator compensation. We need to first identify and understand the difference between the two 
things bringing about changes to loan originator compensation. At least then, we have an opportunity to 

get some clarity so that we can form a plan.
The first and more immediate change that 

is coming into play is the Federal Reserve’s 
“New Rule” that was issued on August 
16, 2010. This new rule amends Reg Z’s 
implementation of the “Truth in Lending Act” 
(TILA) and Home Ownership and Equity 

Protection Act (HOPEA). This new rule effectively prohibits (1) compensation to loan originators based 
on the terms or conditions of the loan, including the rate or prepayment penalty, but excluding the 
amount of credit extended; and (2) steering by mortgage brokers and other “loan originators.” It defines 
what are permissible and impermissible methods of compensating loan originators. To put it mildly, the 
wording in the new rule is filled with ambiguity and therefore fraught with legal exposure risk.

It is important and noteworthy to point out that this was NOT a “new regulation” but rather a “new 
rule” to an existing regulation. While there have been changes to rules and the interpretation of rules 
in times past, never in my 37 years in this industry have I ever seen such far-reaching policy changes 
implemented through a “rule change”. It is flat out ridiculous. I am so tempted to set up my “soapbox” 
and get into a political discourse on how wrong it is that our current administration has presumptuously 
used “rule changes” within existing regulations to make broad, far-reaching and sweeping changes 
to our industry. But I will resist the temptation as this article is not an “op-ed” piece, but rather an 
informative “how-to-deal-with-this-challenge” kind of article that explains how technology is already 
helping deal with and solve the problem.  

By the way, for those of you who have been hearing the rumors that this new rule is going to be 
delayed…forget it! It’s simply not happening. The feds are intent on making all this effective April 1, 
2011. We are going to have to just “deal with it”… like it or not. Something we just learned about the 
other day that is in connection with this new rule change is that mortgage companies are now to be 
required to file a “Call Report” just like the banks have been required to do for years.   
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While there is so much more that we 
can talk about related to the first issue 
which is the rule change, let’s move 
on to the second issue related to loan 
originator compensation that is adding 
to the confusion. It is the new Dodd-
Frank Bill, also known as the “Wall 
Street Reform and Consumer Protection 
Act”… or another name for it is the 
“Financial Stability Act of 2010”. If we 
thought the new rule discussed above is 
confusing and has ambiguity, wait until 
you start reading through the Dodd-
Frank Bill. By the way, are you aware that the Dodd-Frank 
bill calls for the formation of a new regulator…the Consumer 
Financial Protection Bureau (CFPB)? When the CFPB comes 
into existence on July 21, 2011 it will have extraordinary power 
to further regulate our industry, one of which is jurisdiction over 
loan originator compensation. First, we’re going to deal with 
changes as a result of the new Reg-Z rule effective April 1st 
only to face more “changes” and “clarifications” brought on by 
the new CFPB regulatory body. That is why there is so much 
confusion surrounding this issue.  

This is going to only add more uncertainty and risk into 
the equation. To mitigate this risk, mortgage companies will 
be required to step up their monitoring of all loan origination 
activities like never before. We already know we have to deal with 
a new call report effective April 1st…and it is very reasonable to 
anticipate that the new CFPB will only increase the number of 
reports required. After all, what do Federal Bureaus do best? I’ll 
tell you, they require more and more reports. What this means 
for the mortgage company of the future is that it is essential that 
they employ technology tools that greatly increase their ability 
to cost effectively and efficiently monitor every aspect of ALL 
loan origination activity.  

Remember at the beginning of this article I told you that 
there was a technology solution that is already being used 
by over 1,000 companies to help sort out and solve the loan 
officer compensation issues? Would you like to know what that 
technology is? It is the social media technology of LinkedIn. 
You see, I had the idea of starting a discussion group on 
LinkedIn titled the “Loan Originator Compensation Changes & 
New Rules” discussion group. This LinkedIn discussion group, 
which I started less than a month ago, has experienced explosive 

growth. As I write this article, there are 
over 1,400 members to this specific 
discussion group. It is growing each day 
by 50 to 100 new members.  

Here’s the reason for its success: 
It has allowed for more than 1,000 
business owners, mortgage executives 
and loan originators to come to one place 
to share or discuss their loan origination 
compensation ideas and receive 
feedback. But don’t take my word for 
it, I want you to see for yourself. Before 
I go on, I am going to first ask you to 

login in to your LinkedIn account. If you don’t have a LinkedIn 
account, sign up for one immediately. Once logged into LinkedIn, 
please request a connection with me (David Lykken) and please 
reference this article. That way, I’ll know how you came to me. 
After sending me a request to get linked, next go to the “Groups” 
tab near the top middle of the LinkedIn website. You’ll find it 
right below the LinkedIn logo near the top where the menu tabs 
labeled go from “Home” to “Profile” to “Contacts” to “Groups” 
…etc.  Click on the “Groups” tab. Next, go to the search box to 
the right of the menu tabs where you see “Groups” followed by 
an open text box. Next, type in that dialogue/search box type 
“Loan Originator Compensation Changes & Rule Changes”. 
When that group comes up, click “Join Group” and as the group 
organizer/manager, I’ll approve you to be added to the discussion 
group. Once a member of this discussion group, you will be able 
to read the hundreds and hundreds of comments of what others 
are considering implementing for their company.  

Why should you do this today? One of the many benefits 
of a social media technology tool such as LinkedIn is that it 
allows company owners as well as company executives of 
companies of all sizes to connect with loan originators to share 
compensation ideas and work through those ideas online. This 
is how LinkedIn is helping solve problems like identifying the 
right loan origination compensation plan for their company. Loan 
officers and company executives and business owners are able 
to login to LinkedIn and read all the various comp plans being 
considered and bantered about. It has allowed many to test ideas 
in the presence of others before releasing a plan that may not 
work. LinkedIn has helped hundreds and hundreds of companies 
bounce ideas off other top originators across the country as well 
as get the thoughts of subject matter experts. So, join in. ❖

David Lykken has his own national weekly radio program called “Lykken On Lending” that can be heard each Monday at 
Noon Central time by going to www.LykkenOnLending.com. As co-founder and Managing Partner of KLS Consulting doing 
business as Mortgage Banking Solutions, David has over 37 years of management experience.

What this means 
for the mortgage 
company of the 

future is that 
it is essential 
that they employ 
technology tools.
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Are You Cutting Corners?
While short cuts may save you lots of money upfront, in the end that approach 
often just leads to some lost opportunities.

As with any business strategy, there 
is not a “one size fits all” solution. A lender 
must do the required analysis.

RecoveRy Tips - By GReG ellis

Analyzing SaaS

Over the last few years Software as a Service, or SaaS, offerings have gained a lot of momentum. 
SaaS is not a new concept by any means. Companies such as Salesforce.com and ADP have 
operated in this mode for years. However, only in recent years has the concept gained a foothold 

in the mortgage origination market. Lenders now have a choice of utilizing origination technology in 
a classic license/on premise model or a hosted service model, and, as with any business strategy, there 
is not a “one size fits all” solution. A lender must do the required analysis to determine which model is 
best suited for its operations.

This analysis needs to be thorough and must consider several critical points. Different SaaS providers 
offer varying levels of functionality, support and cost. Comparing various SaaS options can be difficult 
but some of the questions that should be addressed are discussed below.

>> Are there functional trade-offs between an in-house solution and a hosted solution?
Do users require the distributed capabilities typically available in a SaaS solution? If so, does the 

hosted solution provide adequate functionality versus an in-house solution? A lender must develop a 
list of “required” functionality and “nice to have” 
functionality. It is imperative that the selected 
solution provide all required functionality, but the 
distributed availability of the system might out-
weigh some “nice to have” features.

>> Will the hosted solution provide accept-
able performance with regard to system avail-

ability and response time versus an in-house solution?
Regardless of whether the selected solution is accessed via a web browser over the internet or via 

Citrix connection on a VPN, the solution must perform in a manner that allows the end-user to perform 
his or her job efficiently. User acceptance of a system can be largely determined by system performance 
regardless of functionality.

>> How responsive is the SaaS provider in resolving problems?
With the complexity of origination systems today, it is inevitable that a critical issue will happen at 

any point in time. This could be issues related to network connectivity, server certificates or hardware 
failures. A lender must assess its internal ability to resolve these issues and its internal systems versus 
a SaaS provider’s ability to address these issues in the hosted environment. Additionally, lenders 
should review the up-time records of the provider to determine how responsive the provider actually 
is. When reviewing these records it is important to understand both the cause and corrective action 
taken for outages.

>> How secure is private loan data within the hosted system?
Data security is paramount in today’s lending environment. Numerous examples have been 

documented that show how devastating a data breech can be both from a monetary and public relations 
perspective. Many times the hosting provider’s data security processes and policies are better than that 
of the typical lender; however, it is important that the lender make certain that the provider has adequate 
controls in place to protect data. Additionally, lenders should go beyond just asking if the provider has 
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a SAS 70 audit report. A copy of the report should be requested 
and reviewed thoroughly.

>> Does the SaaS provider offer sufficient back-up and 
recovery options, and at what additional costs?

Data backup and recovery is a crucial and largely overlooked 
issue. If there is a catastrophic event due to hardware failure or 
natural disaster, how long will it take to recover the system? 
How much data is at risk of being lost, 
an hour, a day, more? Does the provider 
have a hot backup site that can come 
online quickly to enable the lender to 
resume normal business in a short time?

>> How easily can other systems 
be integrated with a SaaS solution 
versus an in-house solution?

If integration of other systems such 
as accounting or loan servicing systems 
is required, how easily can the interfaces 
be built? Also, lenders should consider 
the issue of building service related 
interfaces to third-party providers such 
as credit, flood, fraud, AUS, etc. One 
issue of particular interest should be 
whether the hosted solution provides a web service API that 
allows interaction with the system from external systems.

>> Can the hosted solution be modified and customized 
to meet client specific requirements, and are there additional 
costs involved for doing so?

Most in-house solutions today allow users to customize the 
system to some degree. This customization may be as simple as 
adding a user defined field to the system to creating elaborate 
custom screens and business rules to manage the system. The 
lender should consider its current need for customization as well 
as anticipate any future needs. Changes in business strategy such 
as opening a wholesale production channel may require a great 
deal of customization. Typically, SaaS solutions are offered as 
either multi-tenant where all users utilize a common system 
with a single database or multi-instance where different clients 
use separate instances of the system on a common hardware 
platform. Multi-tenant solutions can be difficult to customize on 
a client-by-client basis while multi-instance solutions provide 
greater flexibility since each client’s system is autonomous. 
Another critical point to analyze is whether the client is provided 
the tools and training for performing the customization, or if the 

provider must do it on behalf of the client.
>> How accessible is the hosted solution’s database for 

ad-hoc reporting purposes?
Quick and easy access to data is critical in effectively 

managing any business. Lenders should fully understand how 
ad-hoc reports and queries can be constructed. In-house solutions 
certainly provide instant access to a lender’s data, but how does 

this change when the database is located 
in the hosting provider’s data center?

>> What is the cost for each solution 
related to acquisition, implementation 
and on-going maintenance?

 Obviously, cost is a significant driv-
ing force in the decision process. It is 
important to understand and compare 
the costs of an in-house system versus 
a hosted solution from three distinct 
points:

Acquisition – What is the capital 
investment required for hardware, soft-
ware and infrastructure?

Implementation – What is the 
anticipated expense for implementing 

each option?
Maintenance – What is anticipated annual expense for using 

each option?
While some companies may prefer the low start-up and 

maintenance costs typically related to SaaS solutions, it may be 
surprising to see the total cost of the hosted solution over a five 
year period versus an in-house system. In addition, it is critical for 
a lender to understand the exact break-down of the costs for the 
hosted system. Are there fees for excessive data storage, fees for 
support related services, etc. Conversely, on the cost analysis for 
in-house systems, a lender must consider future expenses related 
to hardware replacement and software upgrades. A detailed cost 
analysis should be done which clearly estimates the total annual 
expense for each option and then discounts these amounts to a 
net present value. This enables the lender to accurately compare 
the two solutions.

Lenders should carefully evaluate each issue as it relates to 
the lender’s business. The goal is to identify the best technical 
solution, which enables the lender to execute its planned business 
strategy in the most cost-effective manner. What is best for one 
company may not be the best solution for another. ❖

Greg Ellis is the Senior Product Manager for ISGN’s Origination Technology Group. Greg has over 20 years of combined 
experience in both mortgage lending and technology. He has been actively involved in designing and implementing LOS 
technology for ISGN and is currently managing the development of ISGN’s next-generation LOS, Catapult.

Changes in  
business strategy  
such as opening  

a wholesale  
production channel  

may require a  
great deal  

of customization.
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Once the Internet was seen as a poor substitute for 
personalized service—but not anymore! Today’s borrowers 
prefer to shop for mortgages online. And banks and credit unions 
that are committed to great service know that to compete 
effectively, they need to meet consumers at their preferred point 
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Are You Cutting Corners?
While short cuts may save you lots of money upfront, in the end that approach 
often just leads to some lost opportunities.

Market Pulse

Spending To Rise
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A s the mortgage industry braces for another 
bad year, the news for technology might 
actually be encouraging. The MBA has 

predicted a 40% decline in originations, which 
undoubtedly will push more lenders out of the 
market. So, where is the good news? Those remaining 
lenders are more aware of the value of technology 
because they really have no choice. They have to 
remain compliant with new regulation, increase 
loan quality, do a better job serving borrowers and 
be as efficient as possible.

According to the MORTECH 2010 report 
module, “CORE TECHNOLOGY USE AND 
SYSTEMS SHOPPING” released to subscribers, 
lenders are making up for delayed technology 
spending and will increase their spending on 
information infrastructure in 2011.

MORTECH 2010 documents lenders of all sizes 
plan to increase information technology investments 
in 2011. According to the study, a stratified random 
sample of all lenders producing at least $50 million 
per year in residential single family mortgages, the 
mortgage lending industry plans to spend a total 
of $4.11 billion on information technologies of 
all types. Industry spending would be 15% above 
MORTECH, LLC’s estimate of $3.57 billion IT 
investments by residential mortgage lenders in the 
U.S. in 2010.

Jeff Lebowitz, President of MORTECH, LLC 
and author of MORTECH 2010 observes, “As the 
subprime market disintegrated in 2007, IT spending 
collapsed. Subprime lenders had accounted for the 
bulk of the investment growth early in the decade.

“Industry spending will not reach the peak 
spending years of 2005 – 2006, when the level of 
IT investment was an estimated $4.6 billion,” Mr. 
Lebowitz said. “Now, lenders are catching up on 
workflow integration and electronic document 
management. We will see investment, but not much 
innovation. 

“The industry lags in much talked about 
enhancements such as straight-through processing, 
e-mortgage, cloud computing, etc,” he concluded. 
“Still, 2011 will be a good year for many mortgage 
technology application suppliers.”



Are You Cutting Corners?
While short cuts may save you lots of money upfront, in the end that approach 
often just leads to some lost opportunities.

InnovatIons 2010
Are You A Winner?

On March 27th PROGRESS in Lending Association 
will announce the top five innovations of 2010. After 
weeks of judging, the Executive Team has decided on 
five companies to bestow this honor on. For those that 
entered we hope that you will join us at the Crowne Plaza 
Hollywood Beach, located on 4000 South Ocean Drive, 
Hollywood, Florida 33019, starting at 7 p.m. local Florida 
time, to see if you will be recognized. You can RSVP 
online at www.progressinlending.com/innovations and take 
advantage of our discounted room rate.

But this event is not just about announcing the results 
of our Innovations 2010 Program, it’s about fixing our 
industry. With origination expected to decline by 40% 
this year, foreclosures at record highs and new regulation 
looming, the mortgage market needs innovating by 
thought leaders like you. We at PROGRESS in Lending 
Association will start this process of industry renewal at 
this event.

How will we do this? We are going to take a page from 
American History. During the Great Depression President 
Roosevelt welcomed Americans to join him for a series of 
fireside chats. 

Sometimes beginning his talks with “Good evening, 
friends,” Roosevelt urged listeners to have faith and to 
support his New Deal measures. The “fireside chats” 
were considered enormously successful and attracted 
more listeners than the most popular radio shows during 
the “Golden Age of Radio.” Roosevelt continued his 
broadcasts into the 1940s, as Americans turned their 
attention to World War II. Roosevelt’s first fireside chat 
was March 12, 1933, which marked the beginning of a series of 30 radio broadcasts to the American people 
reassuring them the nation was going to recover and shared his hopes and plans for the country.

Now we at PROGRESS in Lending Association invite you to join us for the first ever mortgage industry 
recovery chat. In addition to recognizing the top innovations of 2010, we will assemble a panel including our 
Executive Team and representatives from the winning companies in attendance to form a roundtable of experts. 
This roundtable will brainstorm and share insight as to how technology can help the mortgage industry move 
closer to recovery. 

You won’t want to miss this exchange of ideas. This will truly be a one-of-a-kind industry event.  
RSVP NOW!

Get Recognized Today
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Process ImProvement - By tony GarrItano

Why Wait?
There will always be barriers to adopting new technology, but market conditions 
dictate that lenders move.

This column is based on the premise that there is a need to improve the mortgage process. 
However, if lenders are unwilling to rethink their process this change can never happen. As a 
result, I want to share some data and my own insights into three products that you’ll want to 

look at, not because they enable you to do a full e-mortgage, but because they allow you to gradually 
morph out of a paper world.

Based on Xerox Mortgage Services’ recent industry survey, 88% of respondents said a solution 
must provide flexibility to work with paper, images and electronic documents. I had the great 
pleasure of demoing BlitzDocs XE. In their Innovations 2010 application, Xerox notes that the 
tool provides the flexibility to work with different loan and document types at the transaction and 
document level. 

For instance, the application guides the borrower through each document and ensures they are 
executed and returned per the lender’s instruction. This ensures the electronic signature is only 
applied to documents the lender accepts. For documents where e-signatures are not readily accepted 
(e.g. IRS 4506) the borrower is instructed to print the document, ink-sign and upload or fax it to the 
lender’s e-folder. 

The ability to accept and work with a variety of document types, extend the collaborative 
component of loan processing and create a dynamic two-way exchange makes BlitzDocs XE an 
innovative solution for the mortgage industry.

For those of you that read my blog this may be 
familiar to you, but it’s worth noting again. I also 
had the pleasure to demo DocMagic’s new InkSign 
tool and I want to share some insight around this 
product with you because it can really help lenders go 
electronic and still enable wet signatures on certain 
documents. Here’s how it works:

You can log in online or you can access it through your LOS if your LOS integrates with 
DocMagic. Lenders told DocMagic that they only want certain documents wet signed but they still 
wanted to be electronic. So, DocMagic will generate the predisclosures and send the borrower an 
invitation to access the documents online. Borrowers have to authenticate themselves every time 
they log in and accept the terms under UETA.

From there, the borrower is told how many documents require a click signature and how many 
documents require a wet signature. From there the package has a legend that tells the borrower how 
many documents they click signed and how many are left to click sign. The documents that require a 
wet signature are rendered on the borrowers desktop as a PDF for them to wet sign and fax back.

Once the documents are faxed back they are put back into the predisclosure package and everyone 
is notified. I think this is worth talking about because it’s a good example of how lenders can go 
electronic where possible and stay paperless even when a document requires a wet signature. The 
lender tells DocMagic which documents can be click signed and which documents require a wet 
signature. From there, DocMagic does all the configuration and it’s free to those lenders already 

88% of respondents said a solution must 
provide flexibility to work with paper, 
images and electronic documents.
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using DocMagic. Norm tells me that most lenders require the 
4506-T and the Borrower Consent to be wet signed, but some 
lenders require that up to 25 documents be wet signed. So, the 
lender decides how electronic and how paper intensive they 
want the predisclosure process to be.

I think the tracking function is a big plus because the 
borrower is forced to authenticate and you know exactly when 
everything was e-signed or faxed back with a wet signature. 
This means the lender has full confidence that the borrower is 
on board before they order things like the appraisal, which they 
will have to charge the borrower for.

Both of these tools let lenders work 
more efficiently in today’s word and 
prepare them for tomorrow’s more 
electronic world. If you think about 
it, BlitzDocs XE expands the reach 
of BlitzDocs’ recognized network of 
mortgage participants to include the 
borrower and third party closing agents. 
Traditionally, these touch points in the 
process often resulted in paper due 
to a lack of integration to the online 
collaboration process. While documents could be delivered to 
the borrower or closing agent electronically, they were typically 
returned as hard copies.

Now, loans can truly be completed in an electronic fash-
ion that mirrors the traditional loan folder—from origi-
nation to closing. Through electronic document delivery 
(e-delivery), acknowledgement (e-acknowledgement), sig-
natures (e-signatures), audit trails, and the ability to import 
documents directly into BlitzDocs—the risk for human error is 
greatly reduced and third party activities are tracked. In addition, 
designed to be document provider and LOS agnostic, BlitzDocs 
XE works the way a company currently works, rather than asking 
them to create entirely new systems.

The solution also includes a more intuitive portal, where 
borrowers and third party agents can securely and easily review, 
accept and sign electronic documents. They can also upload, 
scan or fax in copies of hard files. Once the disclosure of such 
documents is completed, their acceptance or signatures can be 
quickly and seamlessly uploaded directly into the BlitzDocs 
Collaborative Electronic Loan Folder (e-folder). 

The entire process is ESIGN and RESPA compliant. 

Customizable notifications automatically notify loan officers 
when documents are returned, incomplete, missing or if a 
recipient has opted out of the electronic process.

These tools are also noteworthy because they solve real 
business problems. The last tool that I want to share with 
you is by eLynx. Specifically, the compny’s eHUD solution 
is quickly gaining acceptance as an effective solution for 
reducing RESPA compliance risk for lenders. Since eLynx 
rolled out the functionality over the summer, a Top-10 bank 
and a Top-30 bank has begun implementing the solution as 

part of their standard workflows. In 
addition, approximately 100,000 of 
the nation’s settlement services agents 
already have access to the eHUD 
module through eCN.

Work that has traditionally been 
done with phone calls and e-mail can 
now be done interactively within the 
eCN platform that lenders and closing 
agents are already using to close loans. 
A built in audit trail and an innovative 
handshake mechanism make it easy to 

see at a glance how the negotiation is progressing, providing 
transparency into the fees and status of HUD-1 preparation.

The functionality that is resonating with lenders is the built-
in compliance rules that allow lenders to easily comply with new 
RESPA regulations that limit the differences allowed between 
the fees disclosed on the GFE and the amounts collected 
from the borrower at the closing table. eHUD automatically 
detects when these thresholds have been exceeded on the 
HUD-1 and alerts the lender to potential compliance issues. 
A summary page in eHUD identifies which GFE fixed fees 
have been altered and which changeable fees have exceeded 
the 10% threshold. When this happens, the settlement agent is 
automatically prompted to provide the reason for the change. 
With this increased visibility into the fee increases, the lender is 
in a better position to decide the appropriate course of action.

I don’t usually talk about specific applications in this 
column, but I think it’s important to give some real-world 
examples from time to time and to be as specific as possible. 
Seeing is believing, and I saw all three of these applications. 
They were all very impressive. Now get off your computer and 
go check them out for yourself. ❖

Tony Garritano is Chairman and Founder of PROGRESS in Lending. As a speaker Tony has worked hard to inform 
executives about how technology should be a tool used to further business objectives. For over 10 years he has worked 
as a journalist, researcher and speaker. He can be reached via e-mail at tony@progressinlending.com.

If lenders  
are unwilling  
rethink their  

process positive  
change can  

never happen.
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Future trends - By roger gudoBBa

The Regulator’s View
As the government jumps through hoops to better serve the consumer, some 
common sense approaches are falling through the cracks.

In a recent article in USA Weekend, Elizabeth Warren wants to make it clear: “Shopping for a 
mortgage should be as straightforward as buying breakfast cereal.” Warren, the Harvard law 
professor tapped by President Obama to launch the Consumer Financial Protection Bureau, says 

that just as you can compare cereals based on things like nutrients and price, you should be able to 
see that one mortgage, with lower fees and a cheaper interest rate, is the better deal. And you should 
be able to do it on a “single sheet of paper.”

Once consumers can compare mortgages on an apples-to-apples basis, Warren believes, they’ll 
gravitate to better products, and the companies that don’t provide them will get left behind. I think 
she’s wrong. Why do I say that? My experience tells me otherwise.

For example, as part of my medical treatment regime I am avoiding all sugar. My wife and I 
have spent many hours reading ingredient labels on 
a lot of products. Most cereals are loaded with sugar 
so after reading this article I went back and read a 
number of different cereal boxes. What did I find? 
There is very little difference on the nutrition facts 
box on most cereals in terms of calories, total fat, 
cholesterol, sodium, potassium, total carbohydrates, 
protein and vitamin percentages. The difference in 
cereals is the variety of all the other ingredients such 

as whole grain oats, corn meal, corn starch, corn syrup, fructose, dextrose, trisodium phosphate and 
food coloring. The list goes on. There is no mention of the amount or percent for each ingredient, 
though. I learned that there is a very limited selection of healthy cereal. 

The key point that I’m trying to make is that most consumers do not purchase cereal based 
on comparing ingredients. The children, influenced by commercials and peers, push for a 
particular brand. So, can we make the mortgage process this simple? In reality, most consumers 
probably spend more time selecting cereal or a new car than they do understanding the mortgage 
process. 

More importantly, will this lead to very limited and simple, basic loan product offerings? I 
hope not. There is nothing wrong with balloons or payment option ARMs as long as the borrower 
understands the terms. Unfortunately, these loan products were marketed as affordability loans, 
which they are not. These products are geared toward a certain type of borrower and should not be 
used as a vehicle to get everyone in a home. The mismanagement of ARMS coupled with housing 
inflation and unemployment led to the financial crisis.

What’s the Cure?
What is needed to cure this ill is more than a new one-page disclosure, what’s really needed is 
consumer education. Loan officers need to be more of a financial advisor. A mortgage is a major 
financial decision for a family and they need to fully understand all the subtleties.

Throwing a new disclosure at the process really doesn’t change anything if you think about it. 

What is needed to cure this ill is more 
than a new one-page disclosure, 
what’s really needed is consumer  
education. 
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Why? It’s just another piece of paper to confuse the borrower, 
that’s why. Here’s what I mean: effective last month, the new 
Truth in Lending Interest Rate and Payment Summary Tables 
will be required in place of the current payment schedule in 
the Truth in Lending Disclosures for loans with application 
dates of January 30, 2011 or later. As a result, packages with 
an application date of January 30, 2011 or later will include 
the TIL Disclosure, which includes the new payment summary 
table without the watermark.

What happens to the old disclosures? The old TIL 
Disclosures (with the payment schedule) and the watermarked 
“Example” TILs will continue to 
print only in initial and closing 
packages for loans with an 
application date prior to January 
30, 2011. How dos this improve 
the process and better inform the 
borrower? In the end, the borrower 
now sees that they have another form 
to sign, but if they’re not reading the 
form or the LO isn’t taking the time 
to explain all their options, requiring 
that another document be placed in 
already oversized loan folder isn’t 
the answer.

In fact, savvy companies within 
the mortgae space are using technology to get rid of paper in 
an effort to create a more efficient and transparent process. For 
example, Prudential Fox & Roach Realtors, the fifth largest 
residential real estate company in the United States, located in 
Devon, PA, has tapped an electronic collaboration vendor to 
take paper out of the enterprise. PF&R uses the Software as a 
Service solution for their lending, real estate and title divisions. 
The Web-based solution is providing electronic collaboration 
that reduces friction across the enterprise and enables real-time 
visibility into business processes.

That’s what government efforts should be doing, removing 
friction, instead of adding new disclosure requirement and 
government agencies. The more I see the more government get 
involved in the mortgage space, the more I’m convinced that 
they don’t know enough about the process to actually make the 
buying of a home easier for anyone. HAMP is a good example of 
my point. Recently, Neil Barofsky, the special inspector general 

for the government’s bank bailouts, bluntly labeled the loan 
modification program “a failure” in testimony before the House 
oversight committee. Barofsky’s report also said that the $ 341 
billion bank bailout has largely been a success, with Wall Street 
banks repaying taxpayer money more quickly than anticipated. 

I find that interesting because the point of the bailout was to 
help Main Street, not Wall Street. “We’re running out of hope,” 
Barofsky said. With only 500,000 permanent modifications 
started, “there’s no way we’re going to ever get close to the 3 
to 4 million” homeowners who were supposed to be helped. 
HAMP has failed because regulators are afraid to rein in or 

impose penalties on the mortgage 
servicers whose records have been 
nothing short of abysmal. It has 
been hard to distinguish between the 
foreclosures that are inevitable and 
those that are avoidable. 

Get It rIGht

It seems to me like the government 
just can’t get it right. Will Congress 
scrap the HAMP program? If so, what 
will replace it? There is no doubt that 
something needs to be done to help 
borrowers stay in their homes. The 
first two quarters of 2011 will bring 

more foreclosures, primarily due to unemployment. Some of 
these mortgages, undoubtedly, are only surfacing now because 
the homeowner was gainfully employed and able to keep up 
with the obligation even if the home was underwater. That is 
not the case anymore with unemployment resting at over 9%.

The Commerce Department reported that the U.S. 
economy grew by an annualized rate of 3.2% in the fourth 
quarter. That was up on the previous quarter’s 2.6% rate but 
below market expectations for a 3.5% increase. Analysts 
said the shortfall from expectations was due to a big swing 
in inventory buildup from $121 billion in the third quarter to 
just $7.2 billion in the fourth. 

As I look at these figures it seems to me that the government’s 
time might be better spent trying to revitalize the economy and 
get more people back to work instead of trying to create new 
agencies and forms requirements that in my humble opinion 
are not proving to be very effective. ❖

Roger Gudobba has over 20 years of mortgage experience. He is CEO at PROGRESS in Lending and Chief Strategy 
Officer at technology vendor Compliance Systems. Roger is an advocate of data standardization and a more data-
driven approach to mortgage. Roger can be reached via e-mail at rgudobba@compliancesystems.com.

Loan officers 
need to be 
more of a 

financial advisor. 
A mortgage is 

a major 
financial decision 

for a family.
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Business strategies - By Michael haMMond

Social Media Hype
There is certainly a lot of noise around social media, but what does it mean for 
your business?

I recently read an article online by John Newton in which he talks about the big social media 
trends that we’re likely to see. In that article he said that social media will make it so that people 
can “be found, and heard online.” I couldn’t agree more. Social media is expanding at a feverish 

pace that few expected.
Gone are the days that facebook, LinkedIn, twitter, etc. are just for teens. Social media is for 

everyone. Further, as I talk to lenders and vendors alike, they want to be heard and found. The market 
is changing. Lenders need to go directly to the consumer and vendors need to find new and creative 
ways of reaching lender clients and enabling those lender clients to reach more borrowers. 

Social media is a fundamentally transformative and rapidly evolving business tool for sales, 
marketing, communication, business development and the dissemination of information to today’s 
consumers.

What many business-to-business executives question is how social media applies to their business. 
Maybe it’s right for companies that sell directly to consumers, but I don’t see how it would apply 

to business-to-business transactions. How is Twitter, 
LinkedIn, facebook, YouTube or a blog going to 
benefit my company?

Actually, executives that dig a little deeper are 
quite surprised. There are a number of business-to-
business companies utilizing social media to cost 
effectively grow their businesses. These companies 

harness social media to develop brand awareness, enhance customer communication, drive website 
traffic and significantly improve SEO (search engine optimization) to seize business opportunities. 
There’s a great deal that social media offers companies that sell business-to-business: 

1. Build Brand Awareness
2. Cultivate Customer/Prospect Communication
3. Drive Website Traffic
4. Boost SEO (search engine optimization)
5. Improve Opportunity Identification
Enter social media. Here’s what else I think we’ll see come out of social media this year:
Social media will continue to become more mainstream. Like I said, this is not a toy. We’re 

seeing wide adoption and practical business usage of all types of social media.
Content will be king. Good marketing content will help drive more social success. If your content 

is not good it doesn’t matter how you distribute it; however if you have good content and you 
distribute it through social media, you become king.

Social media will allow small business to effectively compete against larger competitors. This 
is not a technology that only the big guys can have and use. In fact, the big guys may be so slow to 
move that they open the door for small companies to outpace them in their usage of social media. 
In turn, this could lead to those small players becoming the next big players while the historic big 
players fall more and more behind.

Social media is a fundamentally  
transformative and rapidly evolving 
business tool for sales.
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Location-based marketing through social media will 
continue to explode. What does that mean? The social media 
site, like twitter for example, can tell you where the user 
that logs in is actually located. That can become important 
because you can now send that user more targeted marketing 
campaigns that incorporate information about your product 
intermingled with information about how that product would 
benefit someone in that geographic location.

We keep talking about mobile. One of the offshoots of this 
technology is such that it invites innovation. For example, you 

will see companies get creative with text campaigns. People 
will start obtaining more intelligence, including cell phones to 
do creative text messaging campaigns.

Video platforms will expand. I don’t just mean Youtube. I 
mean that video will be integrated with presentations so people 
can see what is being discussed and comment on it in a social 
environment.

More and more companies will turn to blogging platforms. 
WordPress is a great platform, for example. When you’re 
blogging on these sites it’s easy in that you don’t need a 
programmer or a marketing person. Also, as social media 
becomes more mainstream, sites like this will become more 
important.

Websites will be the portal of choice. There will certainly 
be more social awareness on websites. Companies will make it 
easier for people to find your twitter account or your facebook 
page through their website. Social media makes it easier for 
people to interact and websites will get people to those social 
locations.

Businesses will unlock more collateral. They’ll expose 
more to their clients through social media. Like what? There’s 
a lot of great marketing, product descriptions and training 
content that these companies have. They’ll expose that via 
social media to get more people to interact with them.

What does all of this mean for the mortgage space? With the 
battle for the borrower and the shift to consumer direct in full 
swing, it’s forcing lenders to embrace tools and communication 
channels to meet their perspective borrowers where they’re at. 
There are thousands of people on facebook, twitter, LinkedIn, 
etc. Lenders need to look at how they can interact with those 
borrowers because that’s where they live, that’s where they get 
their information.

On the other side of the coin, for vendors it’s more 
important to understand these tools as well. As they fight for 
more business the need to use social media to get lenders in the 
door will rise. Vendors also have to incorporate social media 
within their technology. Lenders are going to demand that their 
technology have social media components.

What’s the larger point that I’m trying to articulate? What’s 
the bigger picture here? The bottom line is that social media 
isn’t going away. Social media is not a fad. In fact, it’s just 
becoming more and more important. So, why not use it to your 
advantage? ❖

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and president of 
NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, marketing, public relations 
and social media. He can be reached at mhammond@nexleveladvisors.com.
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What Does Social Media Really Mean?  
The Answer Is Broader Communication. 

This is certainly outdated:

This is quickly becoming outdated:

This is what more people prefer:

Who knows what the future holds?



By Barbara Perino & Rebecca Walzak
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Leadership
Traits of

 Baby Boomers



Women in 
leadership lead

 a lot differently as 
compared to men.

L ast month we began the series by 
presenting the history of women’s 
movement into leadership posi-

tions. Our focus on leadership now shifts 
to leadership styles and the difference in 

the approach of men and women 
to the task of leading. One thing that 

became clear as we developed this seg-
ment is that the traits we see in leaders 
and the approaches to leadership chal-
lenges are common among both men 
and women. The difference is not in the 
traits of being a leader but in how they 

are expressed.  
The research into what constitutes 

good leadership identified a series of attri-
butes that are found in both men and women 

leaders. Three of the most critical of these 
attributes are internal and appear to form the 

basis of the attributes that are expressed in their 
external manner. These external expressions are 

the reasons that why men and women are viewed 
as being so different in the way they lead. This arti-

cle will discuss these traits and discuss differences and 
similarities as well as provide examples of how this plays 

out in organizations today.
As we discussed in the first article, an individual’s manage-

ment style comes from the culmination of society norms and life 
experiences as well as from an individual’s intellectual capacity and 

drive. In discussing leadership traits we must understand the genera-
tional norms that leaders grew up with and the role they play in making 

leaders what they are today. 



Today’s leaders are part of the Baby 
Boomer generation; the large popula-
tion of individuals born between 1946 
and 1964. For these individuals, lead-
ership was clearly defined as a “man’s’ 
prerogative learned from parents who set 
optimistic expectations for their sons and 
lower, more traditional expectations for 
their daughters. Despite these societal 
norms, many female “baby boomers” 
did achieve degrees in higher education 
and entered the work force in large num-
bers as inflation drove the need for more 
family income just to survive. Ultimate-
ly these individuals raised in a society 
where there was distinct male and fe-
male roles, began to challenge each other 
for leadership positions and the “war of 
sexes” emerged; a battle it seems we are 
still fighting today.  

The internal leadership attributes 
common to both men and women are 
Leadership Expectation; Leadership Le-
gitimacy and their Internal Focus.

Because today’s leaders were raised 
in the era of “heroes” and male leader-
ship, they have an internal expectation 
that they will advance to a leadership 
role. As a result they tend to express 
more confidence in themselves in subor-
dinate roles and are not hesitant to step 
into smaller leadership opportunities.

Women on the other hand do not have 
this built in expectation.  They are most 
likely to see themselves as the “right 
hand man”, providing details, direction 
and support as the male leads the task 
force or mission.  When an opportunity 
for leadership comes along they may at 
first shrink from taking it on, but once 
accepted, approach the task in a very dif-
ferent way.  Women do not expect to be 
chosen as a leader.

Leadership Legitimacy

Since the leadership function has been 
“expected” by men when it occurs, they 
have no doubt that the choice made is 
a legitimate one. When accepting these 
new roles men focus on the attainment of 
the goals they have set out to achieve such 
as “getting the team winning again”. 

The same sense of legitimacy is felt 
within the individuals who will be lead 
by this new male leader. And while there 
may be some comments here and there 
about how someone else would have been 
a better choice, these comments quickly 
subside as changes take place and work 
is assigned. New male leadership rarely is 
questioned or requires the endorsement of 
executive management to be perceived as 
legitimate in an organization.  

The opposite is frequently true for 
women. The announcement of their ad-
vancement into a leadership role is not an 
expectation of women or viewed within 
themselves as their “right’. When accept-
ing these roles women tend to explain 
and/or justify why they were chosen as a 
statement of what they plan to achieve.  

In addition to this internal justifica-
tion, women more frequently require ex-
ternal endorsements in support of their 
selection as leaders. While individuals 
within the organization typically accept 
new male leaders, women appear to need 
a higher level or external male figure to 
reassure the staff that the selection of a 
female is the right decision. 

Every individual has an internal fo-
cus that, in part, drives the decisions they 
make and the opportunities they pursue. 
For men this internal focus is usually on 
themselves. This is not to say that male 
leaders are selfish or narcissistic, lack 
empathy or are concerned only about 
themselves. Instead it is how they pro-
cess information and make decisions.

Women on the other hand are focused 
on the “we”. Life experiences and train-
ing has programmed them to believe 
that collective achievements are better 
and in the long run more rewarding. It is 

the “comfort” of knowing that everyone 
experienced the “thrill of victory” that 
drives the way they process information 
and make decisions.

Understanding these internal attri-
butes provides some insight into the dif-
ference between men and women lead-
ers. It’s what we see, hear and experience 
on the outside that creates the perception 
of an individual’s ability to lead. Our 
research has shown that there are also 
three distinct external traits that can be 
used as a valid comparison between men 
and women and how they lead. These are 
Leadership Style, Leadership Communi-
cation and Emotion.

The easiest way to describe this is 
to say that men are “tough’ and women 
are ‘soft.’ Men, having been raised in 
an environment of heroes that conquer 
evil and triumph over unimaginable ob-
stacles because they were tough both 
physically and mentally, tend to mimic 
that role in their approach to many lead-
ership challenges. 

Soft leadership styles are most com-
monly associated with women. Women’s 
internal perception of their societal role 
is that of providing comfort and guid-
ance for making the best decisions, not 
directing it. Challenges are met with a 
controlled response that is determined 
by the individuals of the group and prob-
lems are to be shared among all.

Men and women frequently com-
municate using different styles.  When 
communicating decisions that have been 
made or giving presentations to audienc-
es, men generally have a more direct way 
of getting to the point. Women however 
feel the need to explain or to justify the 
decision they have made. They often feel 
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compelled to look for an understanding 
of the problem as part of the solution and 
seek eye contact from their listeners as 
a sign that their rationale is understood. 
Men typically do not have this need and 
because of those internal traits are not 
concerned that the rationale is understood 
or have the need to confirm this through 
eye contact. After all they were put in the 
position to make these decisions.  

emotions in Leadership

While it has often been said that women 
are too “emotional” to provide good 
leadership, the truth is that all leaders 
are emotional. It is just that the “emo-
tions” displayed have been divided into 
good and bad emotions due to society’s 
perception of them. One thing is cer-
tain; that good leaders are passionate 
about achieving their goals, changing 
things to reflect the “good” they want 
and passion is necessary to sustain the 
drive this requires.  

Women, when displaying this passion, 
are more likely to do it through the use of 
tears; expressions of disappointment or 
a plea for support and more effort. Men 
on the other hand tend to express their 
passion in terms of anger or dismissal of 
individuals who have failed to achieve 
what was expected of them. However 
all of these expressions are reflections of 
the passion, concern and hope that are a 
critical part of leadership.  

All of the attributes discussed in this 
article have been found in the work-
place but are they necessarily common 
in the mortgage industry? Canvassing 
both men and women have shown us 
that they have indeed played out in the 
mortgage environment and continue to 
be so today. JoEllen Abate-McEntire, a 
credit risk management leader for many 
years, stated in one discussion that 
when she has lead group discussions 
with a male co-leader “the participants 
would downplay or ignore her sugges-
tions only to have them been seen as 
inspirational” when presented by her 
male colleague. Other individuals also 
expressed similar experiences as well as 

incidents that provide strong supportive 
evidence that the attributes described 
above are alive and well in our industry 
today. Jo Ellen also added “that all too 
frequently we see women attempting to 
lead by copying men’s styles. When this 
happens it is not uncommon for them 
to be viewed as moody, emotional or 
worse.” And copying styles is not lim-
ited to women alone. Men, whether just 
copying as a reaction to criticism or just 
letting their natural tendencies show, are 
adopting some of the various attributes 
demonstrated by strong female lead-
ers. Such activities as team meetings 
which allow all members of the group 
to express thoughts and ideas; seminars 
on understanding how we individually 
process information; and the growth of 
individual leadership coaching often 
reflect what women leaders have been 
proposing for years, that collaboration 
and open communication is far more 
powerful than one person making a de-
cision that may not necessarily benefit 
the majority.

But what about the future; there is no 
doubt in anyone’s mind that this indus-
try is presently undergoing significant 
changes. These changes include how the 
industry is run; corporately, individu-
ally and from a regulatory and consumer 
perspective. How then must leadership 
change? Is the answer to chose only men 
or only women to lead? The answer to 
that question is that it’s going to take a 
combination of both men and women 
leaders and their identified strengths and 
qualities. 

Today’s men and women leaders 
do not need to conform to each other’s 
styles and in fact if they did it would 

probably result in less effective lead-
ership overall. We need to collectively 
think about how we can be the leaders 
for the next generations. Fortunately 
for the industry we are already seeing 
this happen. Patricia Thornton, an ex-
perienced mortgage professional has 
seen this in action. She has told us that 
“when leading groups she has been able 
to explain the group’s needs in such a 
way that both the men and women fol-
low her direction with no question.” 
Cindi Dixon, a long time leader in the 
industry tells us that “management roles 
in the lending industry have changed 
drastically over the past two decades. 
Opportunities for women leaders have 
expanded as a result of their hard work 
and efforts and the doors opened for 
them by their male counterparts. A re-
cent conversation with a former Gov-
ernor for the Mortgage Banker’s As-
sociation who has spent over 30 years 
heading national mortgage operations 
reinforced this insight. He attributed his 
success to the women executives he has 
mentored and recognized that they have 
provided a new, more holistic approach 
to managing in the industry.

But is what we see happening today 
sufficient or is there more work to be 
done? One of the most critical things we 
need to acknowledge is that beginning in 
2012 there will be more managers that 
are not part of the baby boomer genera-
tion. These Gen X and Gen Y individu-
als grew up in a social environment that 
was very different than ours because we 
made it so. These generational issues 
and the “new” management approaches 
is the topic of the next Women in Leader-
ship article ❖.
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T here is a conversation that is taking place today across the desks 
of CEOs with their Chief Marketing Officers: “If we still use the 
same marketing efforts from before the economy spiraled into a 

recession, how exactly will we differentiate 
our business during the come back?” And 
by the way, there is no increase in your 
marketing budget. 

We are challenged today not only by our 
competitors, but by the lack of consumers 
in the marketplace. This creates a buyers’ 
market mentality that affects us all. Your 

Emma Teller

If you want to grow this year, align your business practices and make people 
feel good about buying again. 

Business
Grow Your



          Tomorrow’s Mortgage Executive      28



prospects actually think differently today 
than they did before the mortgage crisis. 
No surprise there. So, why are you still 
marketing to them the same way? They 
are not going to just jump at some “special 
of the week” and you can’t catch the eye 
of an otherwise hesitant buyer when you 
look and sound the same way that you 
have for the last five years. It just isn’t 
going to work. If you want to level the 
playing field and gain market share in 
this environment you have to do things 
differently. A smart marketing strategy 
will align your business practices with 
making people feel good about doing 
business with you. Marketing budgets 
aside, the biggest concern for CMOs this 
year is, “How do I get people feeling good 
about buying again?” 

Be Smart

A smart marketing strategy starts with 
identifying specific objectives to focus 
on and keeping all of your operations 
aligned to these areas. Besides providing 
a projected number for loan growth, you 

also have to plan for emotional drivers 
in your strategy and your entire business 
operation must support those efforts. Focus 
on creating an environment that evokes a 
positive experience for the borrower from 
the minute they walk through the door 
or when they visit your online services. 
People will remember how you made them 
feel and they will talk about it with others. 
In my 15 years of credit union marketing, 
the No. 1 reason people join a credit union 
is because of word-of-mouth. Someone 
told them, “go to the credit union and they 
will take care of you.” The experience 
you create for your current and potential 
clients can be powerful. 

A personable and highly professional 
staff is a must! Train every employee to use 

warm greetings, smile, and use the client’s 
name when talking with them. I always 
recommend saying the name three times: 
In the greeting, in the conversation, and in 
the good-bye. You will be amazed at how 
you can immediately capture someone’s 
attention by simply using their name. In 
customer satisfaction surveys, businesses 
that are diligent in using a client’s name 
during their interactions with them will 
score higher ratings than those who do not. 
As easy as this sounds, for some reason 
there is a hesitation by some staff to do 
it. It takes some coaching and follow-up, 
but once all of your employees become 
accustom to this practice it becomes 
standard. Make it mandatory to welcome 
people into your business. As soon as 
someone walks through your doors, they 
should be immediately acknowledged 
and greeted. And it doesn’t stop there; 
clients should feel welcomed by everyone 
they meet at your office or on the phone. 
If an employee is walking through your 
lobby and passes by a client, they should 
always say “hello” and ask if they can 

offer assistance. Don’t ever leave a person 
waiting unattended or unrecognized—that 
is not acceptable.  

Know Your Stuff

Your staff should be able to express 
their in-depth knowledge and high 
level of expertise in a most pleasing 
and comfortable manner. People want 
to know that you are available to assist 
them in any way possible and at every 
step of the process. A loan officer with 
good listening skills and savvy lending 
experience knows how to stay in the 
game, even when they can’t get a direct 
hit. Not long ago, real estate loans were 
used like a magic bullet and loan officers 
could sell them hand-over-fist without 

much effort at all. The magic is gone, 
and people are hurting financially. A 
good loan officer must now diagnose 
a person’s financial condition before 
making any recommendation. They need 
to take extra time to listen to what people 
are saying in order to pick up on clues that 
they can use to help accomplish this. If a 
client is worried about monthly payments 
they will waver on their decision to move 
forward with a purchase. If you see that 
happening, try restructuring their debt 
for more cash flow. Here’s a hint: Many 
consumers fall into the convenience 
trap of financing their purchase where 
they shop. That places them at risk for 
paying a premium rate for their vehicle 
loans and credit card debt. Rates for car 
loans and credit cards are usually lower 
at credit unions and over the last year, 
many credit unions have lowered their 
rates. Today, there’s a good chance that 
you can refinance their car loan to save 
money and lower their payments. When 
you can place more liquidity in the hands 
of your client, you can help them get 
ahead financially; and they start to feel 
good about buying again.

Also, stay on top of local competition 
by surveying rates, looking at websites 
and finding out what other groups are 
offering and then passing that information 
down to the sales team. Read the small 
print in local ads and arm your sales force 
with an understanding of what is out there 
today. Once you know the defense, you 
can create a better offense. You cannot 
assume that just because you have a loan 
application in your hand that you have 
a done deal. Borrowers are shopping 
the competition and you should too. For 
example, if a client cancels a loan approval 
because they were offered a better deal 
someplace else, start asking questions 
like: What are the qualifications for that 
better rate? Are you forfeiting a rebate or 
will you be charged fees that are being 
rolled into the purchase? Take an interest 
and help people to understand the rules 
of financing so that they become a more 
educated consumer. Offer to review a 
write-up made by a competitor. Once you 
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Position your business as a partner that  
is looking out for the best interests for  
your clients.
“ “



break down the differences and calculate 
payment scenarios, you can show them 
that either the so called great deal isn’t 
so great, or it isn’t much of a difference, 
and that’s when you talk to them about all 
of the benefits they get by doing business 
with you. Talk about your personal service 
and your local offices and your other 
relationships with them. Sometimes you 
can get them back; sometimes you won’t, 
but you should always try. And just by 
taking an interest in their situation helps 
to deepen your relationship with them. If 
your sales team isn’t quite there yet they 
will need some coaching. Here are some 
things that you can do to help. 

• Meet individually with each front 
line sales person as well as other support 
groups several times a week. 

• Review what is in their pipeline 
and have them tell you what clients are 
saying to them. 

• Ask how they can best help 
borrowers save money.  

Position your business as a partner 
that is looking out for the best interests for 
your clients. When you help people save 
money, you will not only make a sale, you 
are gaining their respect and their trust; it’s 
a win-win combination. That’s when they 
start to refer you to their family, friends 
and co-workers. By helping borrowers get 
better control of their finances, they start 
thinking about making purchases again, 
and when they do, they come to you for 
financing because they know you care 
about them and that they can trust you to 
help them use credit wisely. 

Now that you have your objectives 
lined up you have to get your message 
out. That isn’t going to happen if your 
advertising looks like it did last year and 
the year before that. At Catholic Parishes 
Federal Credit Union, we looked at our 
advertising from the last few years and 
realized that we lacked consistency in our 
messaging and that our website looked 
stale. Consistency plays a key role in 
building a world-class brand image and 
it is important to keep your look fresh 
and up to date.  

The Board of Directors and CEO, 

Peter Bagazinski, decided to take steps 
to differentiate the credit union in the 
market place by creating a new brand 
that will not only catch the attention of 
new stake holders, but also to clearly 
and consistently communicate our value 
offering to target audiences. With all 
of the competition today, people need 
to immediately recognize your value 
proposition and what you offer. They 
need to know what they can expect when 
doing business with you. Otherwise, your 
message just becomes background noise. 
A Brand Positioning Strategy sets the 
foundation for the messaging that will be 
used in all interactions including clients, 
employees, the media, and advertising. 
In addition to the new Brand Strategy, 
the Board also approved a name and logo 
change. An initiative of this size is too 
large and too important to try and take 
on internally. Hiring a qualified brand 
agency will help you manage the process 
and produce professional results.  

Don’t ruSh

The process of changing the business name 
takes time and thoughtful consideration. 
When going through a name change, you 
don’t want to disenfranchise your current 
group and make them feel as though they 
are being left behind or that they are no 
longer important to you. On one hand, 
you want to open up discussion so that 
you can gain prospective from more 
than a couple of people, and on the other 
hand, if you have too many opinions you 
can easily lose your focus and delay your 
process. 

At our credit union we put together 
a committee to work with the Brand 
Agency. This committee included the 

CEO, members from the Board’s Strategic 
Planning and Marketing Committee and 
the Director of Marketing and Business 
Development. They were directed to 
stay true to the credit union’s core values 
and founding principles as a financial 
cooperative owned by their members. 
The committee was able to streamline the 
process by effectively reviewing multiple 
draft proposals and edits to narrow down 
the focus for the Board. We were able to 
go through various iterations and gain 
consensus that enabled us to move through 
each element and prepare an effective 
proposal for the Board to consider. 

The credit union’s strong Catholic base 
still remains and is seen as the business 
cornerstone. The results are a new name 
(Catholic Vantage Financial) and a 
logo that reflects a more contemporary 
financial services organization.  

According to CEO, Peter Bagazinski, 
he is pleased with the outcome. “We have 
a reputation for doing things that are in 
the best interest of our membership and 
the Catholic community. Those things 
are important to us and they won’t 
change. But we do want people to know 
that we have an expansive array of 
consumer financial products and high 
quality services. We offer the latest 
delivery innovations you’d expect from 
a large bank, except we take the time to 
know you personally. We feel that our 
new name, ‘Catholic Vantage Financial’, 
and our new tag line, ‘where YOU matter 
most’ will tell people who we are, what 
we believe in, and will make us stand 
out above the rest. We keep looking for 
ways that we can grow and provide more 
services to more people. We want to give 
people something to talk about.” ❖
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Michael Detwiler entered the 
mortgage market in the late 
1990s with one goal, to really 

redefine the conventional definition of a 
loan origination system. He turned the 
standard LOS concept on 
its ear and sought out to 
build what he coined an 
enterprise lending system or ELS. Over 
the past 10 years Mortgage Cadence 
went from being an LOS to a company 
that has five different products that 
include an LOS, doc prep, imaging, 

loss mitigation and compliance offering.
The company now automates forward 

originations, reverse origination and 
servicing. All of Michael’s hard work was 
validated when Monitor Clipper Partners 

invested in the company last 
year. With that investment 
under him, Michael is ready 

to once again do his part to reinvent the 
mortgage space for the better. He shares 
his insights on how Mortgage Cadence 
and others can help foster broad industry 
recovery. 
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Looking

Michael Detwiler of Mortgage Cadence has a long-term view that includes a clear path to recovery.



Q: With the extensive regulation requirements 
taking hold of the origination industry, what will 
lenders need to do to better adapt?

MICHAEL DETWILER: What I see happening is 
an atmosphere of denial. What do I mean? 
There are a lot of lenders looking to the 
past saying, “I’ve never had to buy back 
a loan, I’ve never lost a license, I’ve never 
seen any penalties, so that eventuality is 
not going to happen in the future.” What 
I say to them is the historical context of 
what they have experienced is not indica-
tive of what they could experience going 
forward.

It’s all about the data. We’ve been 
preaching about the data since 2005. 
However, we just started talking about 
it in 2005 even though that has been our 
strategy since 1999. What lenders are go-
ing to have to do is invest in technology 
that will enable them to support policy 
that is compliant. The system should stop 
them from making high-risk moves, or at 
least warn them when they are crossing 
that bridge. It’s also important for people 
to understand that systems that have been 
siloed like the LOS and the doc provider 
will need to come together. You’re going 
to see lenders wanting one system. Lend-
ers don’t want to shoulder the burden 
when those two systems are not aligned.

Q: Where will the opportunities lie for lenders 
and vendors in the coming year? 

MICHAEL DETWILER: Studies show that lend-
ers will spend 15% more on technology 
this year as compared to last year. I don’t 
agree that origination volume will be un-
der $1 trillion this. That statistic does not 
take into account the prime-jumbo market 
that I think will come back. I’m looking 
more at $1.4 trillion this year. Vendors 
like us need to drive home the message of 
data validation and compliance in a core 
system that also extends to documents. I 
also think there’s opportunity for lenders 
to do more with imaging when it comes to 
OCR and data extraction. 

Lenders ask us how your system can 
help me stay compliant, how do your doc-

uments help me stay compliant and how 
does your imaging allow me to streamline 
the process? There’s a lot of opportunity 
there. As a result of market conditions, 
lenders will move to consumer direct. 
Lenders want to control their own des-
tiny. Lenders will look to better connect 
to their borrower using technology, cross 
selling, etc.

Q: What new products do you believe will 
be introduced based on the requirements of 
consumers?

MICHAEL DETWILER: In our case, we are ex-
panding our consumer-direct function-
ality. You’ll also see more Web-enabled 
applications that are accessible through 
a smart phone. When you talk about 
things like e-delivery and e-sign, people 
will want to review and do those tasks on 
their phone. Lenders will embrace mobile 
technology and social media, as a result. 
These two hot areas of technology are 
coming together and lenders are moving 
to adopt.

Q: Mortgage Cadence also automates reverse 
mortgages. Will the reverse industry see a turn-
around any time soon?

MICHAEL DETWILER: The big issue with re-
verse is valuation. The reverse market 
is based on equity. As far as the macro-
economics go, valuation is key. So, it’s a 
complicated question. When are the mac-
roeconomics in the United States going to 
come together so the banks are confident 
that we’ve reached the bottom? You do 
see pockets of stabilization, but there still 
isn’t overall confidence. Until that issue is 
resolved, reverse will be impacted.

By the same token, you are seeing 
more and more baby boomers retiring. 
For those baby boomers that lost out in 
terms of their investments, reverse will be 
a big part of their retirement. The short 
answer is we need valuations to stabilize 
and more education about the product. 
But reverse will be a big market going 
forward as we have more retirees take 
that step.

Q: With all the talk about how HAMP is a failure, 
do you believe loan modifications will be around 
much longer? 

MICHAEL DETWILER: Another interesting 
question. You have empty homes on ev-
ery block. In most cases, those houses 
have not gone to foreclosure, but they 
haven’t been modified either, and in some 
cases are still occupied. Short sales have 
also not taken off the way most expect-
ed. You’ll see more programs by the Fed 
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Industry PredIctIons
Michael Detwiler thinks:

1Investors that understand the industry 
will come back into the space. For 

example, Wall Street will re-enter offering 
prime conduit origination through cor-
respondents and mortgage products such 
as jumbo mortgages. 

2Originators must embrace the new 
lending paradigm and be prepared 

to deal with more regulation and trans-
parency through market products and 
services geared towards a more savvy and 
concerned customer base. Therefore, the 
consumer-direct channel will expand to 
introduce online, intuitive tools for the bor-
rower to communicate with the lender.

3Servicers working with loan modifi-
cations will move towards principal 

reduction as opposed to rate reduction 
in order to retain borrowers and prevent 
foreclosure. They must also communicate 
more effectively with the customer by utiliz-
ing consumer-direct technology that will 
establish acknowledgement and confirma-
tion of received documents through an 
online portal. 

4Advanced imaging solutions will 
become needed so documents can be 

received through a variety of sources and 
formats and then recognized, catego-
rized, indexed and have appropriate data 
extracted into the system of record without 
human intervention.

5Housing prices will continue to stabilize 
slowly.
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sponsored by investors that include prin-
cipal forgiveness. 

I’ll give you an example. If you’re in 
a home, you’ve gotten notice of default, 
you owe $300,000 on your home, your 
neighbor’s home was a short sale for 
$200,000 and the house down the street 
went into foreclosure and got picked up 
for $150,000, well if you get an offer from 
a servicer to mod into a 40-year fixed rate 
loan at $300,000 the borrower won’t do 
that because they know their house is not 
worth $300,000. So, there are challenges 
getting people into a mod, but the servicer 
doesn’t want to evict. However, you are 
not going to get buy-in on a mod at the 
market value of years past. 

We just got an RFP from a servicer 
that does not expect that their mods will 
peek until next year and won’t ramp down 
until 2014. So, mods aren’t going any-
where. The talk that loan mods are over 
is overblown. The shadow inventory can’t 
just be pulled back onto the books of the 
banks so we need to get more creative. 
If you keep foreclosing and doing short 
sales you’re devaluing that whole neigh-
borhood, which drives the whole market 
further down. 

Q: What type of technology will be required in 
the back office to ensure documents are meeting 
guidelines and are efficiently being managed?

MICHAEL DETWILER: If you have an enterprise 
lending solution once a application comes 
in, the system should be able to run ana-
lytics to determine what’s on that app is 
compliant. You also need to work with 
a company that can dynamically gener-
ate documents upfront. A lot of the doc 
preps have a forms library and lenders 
just choose forms. It’s a point and click 
solution. That is very, very dangerous.

With Mortgage Cadence Finale Docu-
ment Services Division, once an applica-
tion comes in analytics are run to ensure 
licensing, it looks at the origination chan-
nel, it detects if origination guidelines 
have been met and it won’t allow the 
lender to pull documents unless the com-
pliance thresholds are met. Being able to 

analyze and generate documents based on 
the data before you get a form is key. The 
day of dumb dc prep that is forms based 
and does not include analytics and dy-
namic creation will come to an end. Com-
panies that are hocking forms and don’t 
have a system that analyzes and works of 
the data will have a short life.

Q: Given your new investment from Monitor Clip-
per Partners, what can we expect from Mortgage 
Cadence this year?

MICHAEL DETWILER: We continue to expand 
our products and services in both origi-
nation and servicing. We’ll continue to 
invest in our intellectual property. You 
can expect to see acquisitions from us. 
How many? We’re talking to many com-
panies and it all depends on opportunity. 
You will also see us moving down chain 
into the midtier and lower tier. You’ll also 
see continued expansion of our sales and 
marketing arms. When you look at the 
new licensing laws and liquidity require-
ments, regulators are looking for account-
ability. People have to protect themselves 
from that because it is a matter of life and 
death. The risk is real. 

Q: Personally, what’s your biggest professional 
success and failure?

MICHAEL DETWILER: I know you’re looking 
for a professional success, but my biggest 
success is being married for over 20 years 
and raising a wonderful daughter and a 
successful son. That’s not a professional 
success, but to be married all these years 
and have two great children is something 
that I’m very proud of. It’s important.

Professionally, the biggest accom-
plishment has been building and manag-
ing Mortgage Cadence over the course of 
10 years without any outside investment. 
Being successful and profitable helped 
us establish a relationship with Monitor 
Clipper Partners. It was a great reward 
for all of our years of hard work. Now we 
can take the company to places that we 
couldn’t before when we were privately 
funded.

Equal with that is the loyalty among 
our customers. We are thought of as a 
partner. Our clients don’t call us a vendor. 
That’s a big accomplishment, too.

On the other side, I believe that busi-
ness is all about the people that you bring 
on. I need to work on doing a better job 
of finding the best talent. Our employees 
have a lot of longevity, but when we’re in 
a growing mode it’s hard to find the best 
talent. You have to be more patient when 
you’re looking for top talent. 

Through it all, I’ve learned that it is 
possible to achieve your goal if you work 
at it. We’ve delivered. I’ve learned that if 
you focus and get together the right peo-
ple, you can really achieve anything.

Q: What advice do you have for entrepreneurs 
looking to improve their businesses in 2011?

MICHAEL DETWILER: I would say that the 
residential finance market is a fundamen-
tal part of the U.S. economy. We’re still 
facing challenges, but the market will sort 
itself out. I don’t agree with the political 
pundit that said years back that owning a 
home is a right, I don’t know if it’s a right 
myself, but you should continue to have 
that opportunity. So, hang in there. ❖
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As CEO of Mortgage Cadence, Michael Detwiler oversees strategic 
planning for the overall operations of the company. He is responsible for 
sales, marketing and managing the Mortgage Cadence product suite 
and additional service offerings. Prior to his leadership at Mortgage 
Cadence, Michael was resident of 3t Systems. During his tenure as 
president of 3t, the company was recognized by Inc. Magazine as one 
of the Top 500 Fastest Growing Companies for three consecutive years and ranked No. 
3 for two consecutive years on Deloitte and Touche’s “Colorado Technology Fast 50.”
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Driving Acceptance 
Lenders can make a difference in the increasing adoption 
of electronic documents in the mortgage space today.
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Driving Acceptance 

or more than a decade, U.S. mortgage lenders have been working steadily toward 
the goal of all-electronic lending. Taking the paper out of the system has obvious 
benefits—it reduces handling, processing, storing, shipping and retrieving costs. But 

more than that, studies have shown that quality goes up when paper usage goes down.

By Andy Crisenbery

F



And turn-around times are obviously 
faster in the electronic world. The time 
and cost savings are real for mortgage 
lenders, with the additional benefit of al-
lowing a company to present a “greener” 
public image. 

Despite all of this, progress has been 
slower than expected. Why?

To realize these benefits, electronic 
systems and documents must be used as 
part of the mainstream day-to-day pro-
cessing. Adoption is the key to success. 
But mortgage processing is a two-way 
interaction. Not only must lenders find 
ways to increase the usage of electronic 
documents by their own employees, but 
they must also convince their consumers 
to accept them.

Many lenders believe that once the 
consumer enters the picture, they lose the 
power to influence adoption. A consumer 
will only do what they want.  Some be-
lieve that the main variables influencing 
electronic adoption rates are all in the 

consumers’ hands, and therefore are out-
side the lender’s span of influence.

But that is not the case.
Lenders can directly impact 

consumer adoption of electronic 
documents

There are several things a lender can 
do to influence a consumer’s acceptance 
of electronic documents. Recent studies 
conducted by eLynx illustrate the point.

In a targeted study of 2009 loan data, 
eLynx analysts looked at over 250,000 
loans during a 12-month period to get 
clues to electronic adoption best practices.  
This study revealed key characteristics of 
lenders who had higher consumer adop-
tion rates. For instance, making the right 
decision about who sends the electronic 
documents to the consumer can make a 
big difference.    

During the study, eLynx analysts ex-
amined workflows for sending documents 
to consumers. Frequently, call center em-
ployees walked the borrowers through an 
application process, but then sent the file 
to a different group to send out the dis-
closures. These workers were not familiar 
with the applicants, there was a delay in 
sending the documents, and consumers 
had no reason to trust an e-mail notifica-
tion from an unfamiliar address. Because 
the e-mails were frequently ignored, the 
mortgage documents were ultimately just 
printed and sent through the mail. Elec-
tronic adoption rates from consumers 
were very low, hovering around 30%.

But when call center employees were 
empowered to send the disclosures to the 
borrowers immediately, consumer adop-
tion increased significantly. The consum-
ers received documents immediately, 
were expecting them, and knew who they 
were from and what they were about. In 
these situations, consumer adoption rates 

of 50% were regularly achieved.
But 50% leaves room for improve-

ment so, to further increase the adoption 
of electronic documents, call center staff 
were trained to walk the borrower through 
the electronic disclosures while they had 
them on the phone. With the adoption 
of this best practice, consumer adoption 
skyrocketed to 80%. Even if the borrower 
declined, simply making the offer led to 
dramatic increases in adoption because it 
gave the borrower a mental to-do.

Why is this important? Increasing bor-
rower adoption can have a real impact on 
a lender’s bottom line. A recent eLynx 
research study showed that getting a bor-
rower to sign the upfront disclosures elec-
tronically had a significant pull-through 
effect leading to a closed loan. Other 
studies have shown that loans closed elec-

tronically can shave up to 12 days off the 
average cycle time. These are objective 
data points that seriously justify the ROI 
in electronic document delivery and pro-
cess improvements.

Getting the bank’s internal staff to 
adopt electronic documents

While increasing consumer adop-
tion is important, and while lenders have 
more influence than they thought, it only 
solves half the electronic adoption prob-
lem. When it comes to getting employees 
of the bank to send documents electroni-
cally, it takes more than a notice on the 
company intranet or bulletin board to get 
people to start using a new process.

Driving the success of an electronic 
delivery program all starts with getting the 
documents out to the borrower electroni-
cally in the first place. As with any change 
to an organization’s workflow, the transi-
tion from paper to electronic deliveries 
impacts both technology and people. The 
technology to manage electronic deliver-
ies is well established and the functionally 
is solid. Ensuring that it’s used consistent-
ly is the part that requires significant time 
and effort from a lender.  

To get people to make the change 
from familiar paper-based processes—to 
really drive internal electronic adoption—
management must give users a reason to 
want to change. In fact, management must 
lead the change process. Internal adoption 
rates can be impacted from the first intro-
duction management offers employees.

Based on studies conducted by eLynx 
across a number of U.S. banks, a lender 
that simply rolls out electronic delivery 
technology and makes a simple announce-
ment will have about 30% of staff use 
it consistently from that point forward. 
One-third of bank mortgage employees 
will use the technology with little support 
from management. These users are likely 
to continue to use the technology even if 
management does not make electronic 
delivery a top priority or provide added 
training.

Unfortunately, adoption and usage will 
not increase over time without additional 
management intervention.  One best prac-
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Many lenders believe that once the 
consumer enters the picture, they lose the 
power to influence adoption.
“ “



tice lenders can use to get the ball rolling 
starts with up-front training and a formal 
kickoff. The key is to put a line in the sand 
as to when widespread use of electronic 
delivery technology should start, and then 
equip the staff with the know-how to ex-
ecute. Across clients, eLynx has seen this 
type of event – even after the service has 
been in production for months – increase 
internal adoption and usage from roughly 
30% to anywhere between 50-60%.

Getting more than halfway there
While sending electronic documents 

to 50% of borrowers is laudable, how do 
you reach further to get closer to a com-
pletely paperless mortgage operation?

Fortunately, eLynx’s research indi-
cates that adoption rates greater than 50% 
are attainable if the lender sustains a fo-
cus on measuring and publicizing adop-
tion rates. Institutionalizing electronic 
delivery is key—making it not only a 
tool that is used daily, but a metric that 
is monitored and a process where results 
are rewarded. Measuring internal usage is 
relatively easy, and the numbers can be-
come a part of the regular management 
reports. Making those numbers public is 
where the real benefit lies.

Publicizing electronic adoption rates 
can be an effective motivational tool for 
internal employees. One best practice to 
increase internal adoption is to use a com-
petitive or soft reward system. A good 
example is to reward the highest adoption 
achievers periodically with gift cards, 
awards, and other incentive programs. 
Another recognition system used with 
good results is an adoption leader board.
By institutionalizing the technology, mea-
suring the process, and publicizing the re-
sult, adoption can rise to as high as 70%.

To get more than 70% of the bank’s 
mortgage documents going out electroni-
cally, management must make it clear that 
electronic delivery is expected, and be 
willing to take action when it is not used. 
One method is to incorporate electronic 
delivery metrics into annual employee 
performance reviews and evaluations. 
An objective way to do this is to award a 
positive rating for a performance category 

when at least 70% of borrower correspon-
dence is electronic. If a lender takes steps 
such as these, they can expect internal us-
age rates up to 85%.

A real world example of e-mortgage 
adoption

A top-10 lender was ready to move 
into paperless lending. Today, the lender 
enjoys a best-in-class adoption rate, but it 
took determination and effort.

About five years ago, the institution 
launched electronic delivery via eLynx. 
Initially, 35% of the bank’s mortgage 
documents were going out in electronic 
format. But after the first rollout, that rate 
dropped to only 20%. Because bank em-
ployees couldn’t be sure the borrower had 
accepted the electronic document without 
checking, many felt it was easier to sim-
ply have the upfront disclosure mailed out 
from the beginning. The lender was los-
ing all of the benefits of going paperless.

Within 45 days after eLynx introduced 
total fulfillment, the lender saw its elec-
tronic adoption rate rise significantly. With 
the risk of failure to comply by deadline 
removed by a guarantee of delivery, elec-
tronic or otherwise, bank employees used 
electronic delivery in 50% of the loans.

This institution was not satisfied with 
making it only halfway to the goal and 
took a closer look at their process in an 
attempt to garner a higher adoption rate.

The bank discovered that, many times, 
the person sending out the documents to 
the borrower was not the same person 
who was talking to the borrower on the 
phone. Call center employees were tell-
ing the borrower they were going to send 
them a document, but then the file was 
routed to a separate team in charge of 
sending out correspondence. Documents 

were frequently delayed and occasionally 
never sent. By changing the workflow so 
that the person on the phone with the bor-
rower was empowered to send the docu-
ments, usage of electronic document de-
livery went up to 65%.

Today, through a combination of train-
ing and complete integration of the mes-
saging into the sales process, the bank’s 
adoption rate stands at 89%.

Unexpected bonuses delivered by 
high adoption rates

Lenders have many good reasons for 
taking their lending operations fully elec-
tronic, but banks that have worked hard 
to get high adoption rates for electronic 
document delivery have found additional 
reasons to celebrate.

An added bonus of being able to deliv-
er documents while on the phone with the 
customer is that lenders were able to bill 
their customers instantly instead of wait-
ing for days for the borrower to receive 
their disclosures. Furthermore, eLynx 
data indicate that when a borrower begins 
the process with electronic disclosures, 
they expect to continue through the loan 
process electronically.

Use of electronic signatures on docu-
ments has also been tied to higher pull-
through rates. Lenders typically see less 
than 20% of the loan applications that 
start out in their pipelines make it to the 
closing table. Obtaining an electronic 
signature on the upfront disclosure has 
been shown to increase that number sub-
stantially. Finally, using electronic docu-
ment delivery and electronic signatures 
can shave up to 12 days off the closing 
cycle time. With all of these advantages, 
it’s easy to see why high adoption rates 
are a priority. ❖
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Andy Crisenbery is Vice President of Professional Services for eLynx, a 
portfolio company of American Capital (NASDAQ: ACAS), that provides 
a network for electronic document collaboration and distribution services 
for the financial services industry. Enterprises use eLynx to capture and 
maintain data electronically throughout the document life cycle. The 
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n today’s environmentally conscious, highly technological industry, more mortgage 
professionals are starting to ask: “Is paper becoming obsolete?” Although the answer 
should be a collective and enthusiastic “yes,” many are still skeptical of the growing 

It’s time for change. The ROI is clear. Paperles saves time, saves money and saves 
the environment.
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trend, while others are rejecting it alto-
gether. When the economy took a nose-
dive, the mortgage industry took a spe-
cific hit. Therefore, it is more crucial now 
than ever for lenders to take advantage 
of paperless opportunities that will make 
them more efficient and increase rev-
enues. Sure, there will be short-term pain 
points and upfront costs, but soon after, 
your company will sit back and realize the 
significant return on investment. 

What a Waste

The mortgage industry is notorious for 
wasting paper. The documents that make 
up each customer’s loan file contain hun-
dreds of pages, when you factor in the 
applications, tax returns, credit reports, 
pay stubs, etc. And oftentimes, employ-
ees make several hard copies of each file 
to send to title agents, appraisers, under-
writers and other third parties involved 

in the mortgage approval process. You 
do not have to be an environmentalist to 
sense that something needs to change.

Common misconceptions that derail a 
move toward a paperless solution include 
costs, lack of security and excessive time 
spent learning new methods. However, 
in my experience as a business head of 
Wipro Gallagher Solutions, a paperless 
loan origination system and fulfillment 
service provider, I have found that not 
only are these notions false, but going pa-
perless usually has the opposite effect. 

the ROI Is CleaR

There are numerous advantages to going 
paperless. In the mortgage industry, con-
sumer privacy is a top priority. Storing 
paper documents in file cabinets poses a 
significant security threat. And because 
most documents contain sensitive cus-

tomer information, lending institutions 
end up spending hundreds of dollars per 
month on a shredding service. In a pa-
perless environment, password protec-
tion, encrypted data and user authoriza-
tion ensure lenders that the information 
is protected. The ability to back up docu-
ments also increases security and reduces 
the risk for permanent loss in a situation 
of fire, burglary or employee error.

Mortgage fraud would also decrease 
as a result of using electronic documents. 
The need for “wet ink” signatures will 
soon be outdated due to an influx in 
cases of identity theft and forgery. New 
advances in technology are making it 
more difficult for fraud to take place. For 
instance, the use of digital signatures re-
quires logins, passwords, security ques-
tions, a personal identification number 
and other security barriers to prevent 
identity theft. 

Another benefit is increased efficien-
cy. Centralizing all documents to one 
location allows for easy and immediate 
access. Since data is only entered into 
the system once, processing and turn-
around time is significantly decreased. 
Therefore, closings are completed in 
hours rather than days and customers are 
more satisfied. As access to files can be 
granted to more than one person simulta-
neously, the need to make copies is elim-
inated along with the risk of misplacing 
rogue copies around the office. In addi-
tion, centralizing data for your process 
provides a more collaborative environ-
ment that eliminates unnecessary touch 
points and speeds up the process. This 
environment enables multiple produc-
tion resources to work on the same file 
without having to wait for a response on 
certain documentation from every single 

third-party individual.  
Digital files are especially necessary 

in an industry inundated with complex 
regulations, and documents need to be 
readily available. For instance, audits are 
becoming more frequent. If you operate 
in a traditional environment and an au-
ditor needs a document from two years 
ago, there is only a small chance you will 
be able to find it. There is absolutely no 
chance it would be found within a matter 
of seconds. Electronic documents enable 
lenders to obtain full loan files almost in-
stantaneously, making the ever-dreaded 
audit process less painful. 

Further, going paperless reduces 
costs. Most professionals do not con-
sider the amount of money that goes 
into the traditional paper environment. 
In addition to purchasing several reams 
of paper every month, there are also the 
costs of stamps, ink, toner and courier 
and storage services. Going paperless 
means eliminating these everyday costs, 
not to mention the manual labor associ-
ated with them. 

While reducing costs cannot be em-
phasized enough, you should also be 
careful not to overlook the savings as-
sociated with making the most of op-
portunities. Time spent making copies, 
printing and sending documents, filing 
papers, rewriting data and searching 
for missing papers can be better spent 
serving customers and processing more 
loans. Eliminating physical documents 
alleviates the need of having to main-
tain them, saving time and aggravation. 
Many lenders today want to take advan-
tage of centralized processing services at 
low cost locations (domestic as well as 
off-shore centers) to reduce costs as well 
as increase service levels. Success of this 
delivery model completely depends on 
how efficiently your LOS technology 
can support the paperless process.

Obviously, another benefit to switch-
ing to a paperless solution is improving 
the environment. According to the United 
States Environmental Protection Agency, 
the average worker uses approximately 
10,000 sheets of paper per year, which 
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The mortgage industry is notorious for 
wasting paper. The documents that make up 
each customer’s loan file contain hundreds  
of pages.

“ “





amounts to four million tons of paper an-
nually. Not only would reducing those 
statistics help the environment signifi-
cantly, it would position your company 
well in the minds of consumers who are 
jumping on the “green” bandwagon. 

Making the change to a paperless of-
fice should be an industry-wide exercise, 
with mortgage professionals relying on 
one another to move forward. Lenders 
should work hand-in-hand with their 
vendors to lay the groundwork for them 
through robust technology with SaaS 
capabilities. Transaction-based pricing 
models take away most of the heavy lift-
ing associated with going paperless for 
the lender. 

I realize change is daunting for com-
panies that are comfortable with their 
current methods of operation. In fact, 
it is typical that the biggest concern is 
over how well received the new platform 
will be. Most users are reluctant to ac-
cept new models, and managers fear that 
they will not be used correctly. Speak-
ing first-hand, I can confidently say that 
the transition is fairly straightforward 
if implemented properly. First, test the 
software extensively. Run it through day-
to-day operations to ensure it functions 
adequately. This will give you valuable 
feedback about its capabilities and what 
needs to be improved. Also, knowing 
its abilities will make employees more 
confident in the system and more open 
to using it.

To help with the integration of a pa-
perless process, invest in comprehensive 
training programs. The most effective 
transitions do not happen overnight. 
Therefore, it is imperative to begin train-
ing sessions well in advance, while em-

ployees are still using existing methods, 
to prevent unforeseen issues. Vary train-
ing sessions according to how each em-
ployee learns. Some may prefer sit-down 
tutorials while others prefer to experience 
the technology first-hand. Encourage 
employees to sit in on demonstrations to 
better understand the product and work 
out any kinks to the system in a safe and 
casual environment. With better under-
standing comes an easier adoption.

Next, open the lines of communica-
tion within the company. Employees do 
not want to be forced into doing their 
job a different way without having in-
put. They will be much more receptive if 
they can express their concerns through-
out the process. It is helpful to hold 
regular meetings to give employees the 
opportunity to ask questions and share 
their opinions. These meetings can also 
act as a forum for the company to share 
tips and best practices for using the new 
system.

Make It Matter

Finally, I believe in the power of incen-
tives. Rather than just expecting that 
your company will accept new business 
processes, provide your employees with 
creative rewards for embracing the new 
technology. People simply respond bet-
ter to change if you can create positive 

associations with it. For instance, if your 
new system can now store customer files 
on an Internet-accessible server, consider 
offering a work-from-home day every so 
often for your employees.

As we have seen over the years, great 
leaps and bounds have been made in 
our business with the addition of auto-
mated APR calculators, AUS and rules 
engines, and even enabling consumers 
to easily apply for a loan themselves. 
Going paperless is yet another natural 
progression in the evolutionary process 
of the mortgage industry. The traditional 
environment is labor intensive and time 
consuming, two factors the mortgage 
industry cannot ignore. I believe that in 
the very near future, mortgage compa-
nies will have to be fully equipped with 
the most advanced technology, including 
full e-mortgage software, in order to re-
main competitive in this industry. ❖
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I believe in the power of incentives. Rather 
than just expecting that your company will 
accept new business processes, provide your 
employees with creative rewards.

“ “
Anil Raibagi is the General Manager and Business Head at Wipro 
Gallagher Solutions, which provides cost-effective, end-to-end loan 
origination technology and fulfillment services to financial institutions. 
WGS’ lending technology and fulfillment processing solutions support 
paperless environments and enable users to reduce costs and streamline 
workflows and business practices. For more information, visit the 
company’s website at www.gogallagher.com.

A b o u t  th e  A u t h o r

Index of Advertisers
Advertiser Pg#
Compliance Systems Inc.
www.compliancesystems.com 1

Data-Vision
www.d-vision.com 12

eSignSystems
www.esignsystems.com 8

Fiserv
www.loanservicing.fiserv.com 6
Global DMS
www.globaldms.com 36

Mortgage Banking Solutions
www.lykkenonlending.com 34
Mortgagebot
www.mortgagebot.com 14
NexLevel Advisors
www.nexleveladvisors.com 16

The Turning Point
www.turningpoint.com 10

Xerox Mortgage Services
www.xerox-xms.com 4




	TMEFeb11 Cover
	TMEFeb11 p1
	TMEFeb11 p2-p3
	TMEFeb11 p4
	TMEFeb11 p5
	TMEFeb11 p6
	TMEFeb11 p7p9
	TMEFeb11 p8
	TMEFeb11 p10
	TMEFeb11 p11p13
	TMEFeb11 p12
	TMEFeb11 p14
	TMEFeb11 p15
	TMEFeb11 p16
	TMEFeb11 p17,p18
	TMEFeb11 p19,p20
	TMEFeb11 p21,p22
	TMEFeb11 p23-p26
	TMEFeb11 p27-p30
	TMEFeb11 p34
	TMEFeb11 p31-p35
	TMEFeb11 p36
	TMEFeb11 p37-p40
	TMEFeb11 p41-p45
	TMEFeb11 p44
	TMEFeb11 p46

