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EDITOR’S NOTES
Refinances Remain Strong

A

fter reviewing interest rates and loan volume these days there isn't
much good to say. The one interesting observation to be made is the
strength of refinances. It's not what it used to be, but it's increasing.
Mortgage refinancing as a share of overall loan volume jumped 8 percent in
February to comprise 59 percent of lenders’ loan volume, according to the
latest Origination Report released by Ellie Mae. Meanwhile, the average time
to close a refi loan fell to 36 days, the lowest level since Ellie Mae began
tracking this data in August 2011.
The average interest rate for a 30-year fixed rate mortgage fell from 4.154%
to 4.008%, the lowest level in two years, according to Ellie Mae’s data. The
average interest rate for 30-year fixed FHA loans fell below 4% for the first
time since June 2013.
“The drop in the average 30-year fixed rate in last few months has kept
lenders busy with increased refinance business,” said Jonathan Corr, president
and CEO of Ellie Mae. “Considering the demand, the fact that lenders are
taking fewer days to close the average refi loan is very good news.”
The Origination Insight Report mines its application data from a robust
sampling of approximately 66 percent of all mortgage applications that were
initiated on the Encompass origination platform.
In 2014, approximately 3.7 million loan applications ran through Ellie Mae's
Encompass mortgage management solution. The Origination Insight Report
mines its application data from a robust sampling of approximately 66 percent
of all mortgage applications that were initiated on the Encompass origination
platform.
The Origination Insight Report focuses on loans that closed or were denied in
a specific month and compares their characteristics to similar loans that closed
or were denied three and six months earlier. The closing rate is calculated on a
90-day cycle rather than on a monthly basis because most loan applications
typically take one and a half to two months from application to loan closing.
Loans that do not close could still be active applications or applications
withdrawn by the various consumers or denied for incompleteness or nonqualification." v
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Spreadsheets and Business Intelligence
Mortgage Business Intelligence enhances an activity that all
mortgage companies are already engaged in. That activity is
analytics.

By Jon Maynell

T

hese
days
Mortgage
Business
Intelligence (MBI) seems to be
getting more than its fair share of
.press lately. Is it really the next must-have
platform, or is it just a fad? Let’s get to the
bottom of what MBI is supposed to do, and
how it does it.
MBI enhances an activity that all mortgage
companies are already engaged in. That
activity is analytics, and the vast majority of
mortgage companies measure and track their
business using some combination of
spreadsheets and reports. Spreadsheets and
reports comprise a toolset that has stood the
test of time. The mortgage industry has been
running on this toolset for decades. Simply
put, MBI is a better toolset for analytics.
Some say a much better toolset, akin to using
a lighter if you’ve grown accustomed to
rubbing two sticks together.

It is said that 75% of any MBI undertaking
resides here, where a lender’s production data
is copied and reassembled into a high
performance database. Although transparent to
the user, this high performance data model is
critical to carrying out the functions that users
employ on the run side of an MBI platform.
The most obvious difference is how data is
presented, where the focus is on how much
information can be absorbed at a glance, how
the eye scans a page or screen for information,
and what shapes, sizes, colors and groupings
make information easy to read, understand,
and retain. As users of MBI have much more
data at their disposal than ever before, an
interface that takes human cognitive science
into account is considered paramount.
But does this foster efficiency? Data
presentation alone may not, but it’s the
constant stream of data that can. MBI data

The pervasive human element within mortgage lending
operations does seem to lend itself particularly well to
optimization through MBI as today's lending
environment becomes more complex.
Is it really worth all the hype? A closer
examination of MBI reveals a number of
differences. The biggest and ironically the
least obvious is that MBI platforms come with
their own data management engines.

visualizers are updated in near-real time, every couple
of minutes. It is here that weíre introduced to the power
of persistent situational awareness, as opposed to the
periodic situational awareness provided by running
periodic reports or spreadsheets.
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A few minutes after a report or spreadsheet is
assembled, awareness decays until another report
is run. With persistent situational awareness, the
energy within an organization can change. We’ve
all seen and felt the ebb and flow of operational
focus that corresponds to the rhythm at which
management reports are run. Persistent situational
awareness keeps this focus in place, and this can
have a profound effect on production. Even a
modicum of increased focus, if persistent, can
transform any operation that involves manual
tasks.
MBI is beginning to prove itself out. The
pervasive human element within mortgage lending
operations does seem to lend itself particularly
well to optimization through MBI, if the rave
reviews of CEOs across the country are to be
believed. At the very least, it is worth a closer
look. v

Jon Maynell is a mortgage industry veteran, with over 25 years of experience designing, marketing,
and writing about mortgage technology. He is currently Vice President of Client Services at Denverbased Motivity Solutions, Inc. He can be reached at 303-721-9000, or via e-mail at
jon.maynell@motivitysolutions.com.
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Your Voice
As Seen On TV

I have no problems saying no – at least in regard to worthless television
programs that give wrong information about how this crucial element
of the American economic engine functions.

By Phil Hall

Y

ou might wonder like me, why we still
watch television news programs,
because it often seems like genuine
news is absent from the small screen
This is especially acute when it comes to
turning on the TV in search of some intelligent
coverage of the housing market and the
mortgage industry – you can flick endlessly
among the 24/7 news channels and evening
news reports and there is almost nothing of
value on this important economic subject.
But recently, a pair of high profile TV
offerings on the fringes of the news cycle
tiptoed into this realm. The fact that they
picked up the subject of housing and
mortgages is a surprise, but the level of
attention they provided was even more
shocking.
The first program was “The 700 Club,”
hosted by the polarizing televangelist Pat
Robertson. Last month, Robertson fielded a
question from a 67-year-old viewer who
wanted to get his opinion on reverse
mortgages. “Retirement money does not cover
our basic expenses,” the viewer stated, adding
that she had to keep working in order to make
ends meet. The viewer was curious if the
reverse mortgage was the right way to go.
I am not certain what research went into
preparing his answer, but Robertson seemed to
have a shaky knowledge of the subject. He
stated that a lender originating a reverse
mortgage “will not take your house away from
you as long as you are alive and living.” Of
course, this is not correct – borrowers with
reverse mortgages are still responsible for
payments on property tax and home insurance,
as well as maintenance expenses, and they
could face foreclosure and possible eviction if
they are derelict in regard to these
responsibilities.

Robertson then added, “When you do leave,
you don’t have to pay it off, but somebody
has to pay it off, namely the United States
taxpayer. So, it’s not a good deal for the
taxpayers, but for most people it’s a pretty
good deal.”
Well, again, Robertson is obviously confused
again regarding who is ultimately responsible
for the repayment of the loan – and the
average taxpayer is obviously not the one
stuck with the bill for someone else’s reverse
mortgage. But, in fairness, he did get one
point right when he told the viewer that
sought his help, “Get an advisor to help you

Jon Stewart of “The
Daily Show” has the
reputation of knowing
a thing or two about
the subjects that come
across his
TelePrompter.
on it."
Yeah, you don’t expect Pat Robertson to be
someone who can talk about housing with any
degree of expertise. On the other hand, Jon
Stewart of Comedy Central’s “The Daily
Show” has the reputation of knowing a thing
or two about the sociopolitical subjects that
come across his TelePrompter.
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I am not certain what research went into
preparing his answer, but Robertson seemed to
have shaky knowledge of the subject.
Alas, Stewart seemed to equal Robertson when it
came to creating a baffling television experience.
Last month, Stewart hosted U.S. Department of
Housing & Urban Development Secretary Julián
Castro to discuss matters relating to the Federal
Housing Administration and Washington’s
housing policies.
The problem with this interview, it seemed, was
that Stewart had no clue how the housing finance
system worked. The sublime Trey Garrison at
HousingWire observed the following:
“Stewart also asked Castro if there is still the
chance for another crash. ‘Once you give people

mortgages, you are not selling them, bundling
them, making derivatives, handing them over to
other banks?’ Stewart said. ‘We’re not doing any
of that stuff anymore?’ Castro equivocated for a
moment, preparing to touch on the secondary
mortgage market. ‘Just say no,’ Stewart
interjected. ‘Just say no.’”
I have no problems saying no – at least in regard
to worthless television programs that give wrong
information about how this crucial element of the
American economic engine functions. Bruce
Springsteen said it best: 57 channels and nothin’
on. v

Phil Hall has been (among other things) a United Nations-based radio journalist, the
president of a public relations and marketing agency, a financial magazine editor, the author
of six books and a horror movie actor. Also, as you will discover, he is not shy about stating
his views.
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MARKET PULSE
The Scoop On Lead Generation

M

any people don't
know much about
lead generation.
Do you know the seven
components of what makes up
lead generation?
Here's a look at each one, its
purpose, and benefits.
The seven elements are
quality of the source, volume
of the leads, decision makers,
media and social, business
targeting, location targeting,
and industry targeting.
"Lead generation comes in
many forms," according to the
following
Pareto
Effect
infographic. "Learn to use the
tools available to you and how
to get the best ROI from your
efforts."
For example, consider
location targeitng. "Review
your current areas of business
and
identify
fresh
opportunities,"
suggests
Pareto.
To get the scoop on the
different
areas
of
lead
generation, check out the
infographic:

Where Businesses Come

TO GROW

TAKE YOUR BUSINESS
TO THE NEXT LEVEL
NexLevel Advisors is the premier strategic business advisory firm, assisting companies in
growing their businesses more quickly and strategically than they could by themselves.
NexLevel Advisors provides solutions and services in business development, marketing, public
relations and social media to help take your business to the next level.

Business
Consulting

Sales &
Marketing

Public
Relations

Social
Media

734-335-7330 | NEXLEVELADVISORS.COM

  

Process Improvement
The 2015 Economic Outlook

The fiscal and monetary policy environment in the United
States is supportive of growth.
By Tony Garritano

I

s our economy growing again? According
to top minds, it is. The U.S. economy will
grow nearly 3 percent on an inflationadjusted basis this year compared to 2.5 percent
last year, according to the Economic Advisory
Committee
of
the
American
Bankers
Association.
The committee, which includes 15 chief
economists from among the largest banks in
North America, sees an improved fundamental
backdrop for growth. Sectors that were severely
damaged during the 2008-2009 crisis have
healed significantly. In particular, the banking
and real estate sectors are in much better health.
Household balance sheets have also improved,

“We expect the Fed to calibrate its policy to
minimize any shock to growth,” said Ethan
Harris, chairman of the group and co-head of
global economics research at Bank of America
Merrill Lynch.
The group sees falling energy prices as a net
positive for the economy. Low prices will hurt
the oil patch, cutting into mining employment
and capital spending. However, this will likely
be more than offset by the boost to energy
consumers.
“Gas at about $2 a gallon is like an across-theboard tax cut,” said Harris. “Cash savings at the
pump leave more money for consumers to save
or spend elsewhere.”

“We expect the Fed to calibrate its policy to minimize any
shock to growth,” said Ethan Harris, chairman of the group
and co-head of global economics research at Bank of America
Merrill Lynch.

with strong gains in asset prices and a dramatic
drop in debt service burden.
The fiscal and monetary policy environment is
supportive of growth. Fiscal policy is no longer a
headwind as budget brinkmanship battles abate
and tax and spending policies stabilize. The group
forecasts the federal budget deficit will stabilize
at $470 billion in fiscal year 2015.
The committee expects the Federal Reserve to
maintain near-zero interest rates through
mid-2015. Thereafter, the bank economists see a
very gradual normalization of interest rates over
the next several years.

Despite the weakness in energy sector
investment, the group sees business investment
as a strong point for the economy. The consensus
forecast is that business investment will rise 5
percent on an inflation-adjusted basis this year.
The Committee sees continued monthly job
gains of 200,000 or higher through this year.
However, the bank economists expressed
concerns that job gains had not yet triggered
healthy wage growth.
“Top earners have fared well since the last
recession, but the same can’t be said for middle
and lower-income families,” said Harris. “Wages

Process Improvement

have barely kept up with inflation over the last six
years, straining household budgets.”
Nonetheless, the Committee believes the ongoing
drop in unemployment will start pushing wage
growth higher.
“Solid job growth, improving wages and lower
energy costs should encourage more families to
spend,” said Harris. The Committee expects 3
percent real consumption growth in 2015.
The group expects residential investment to be
stronger this year with gains in single and multifamily starts and home sales. The EAC expects
home prices nationally to rise 3.5 percent this year.

“With home prices on the rise, families are once again viewing
homes as good investments,” said Harris. “Even if mortgage
interest rates rise some this year, more people are going to want to
buy a first or larger home.”

“With home prices on the rise, families are once
again viewing homes as good investments,” said
Harris. “Even if mortgage interest rates rise some
this year, more people are going to want to buy a
first or larger home.”
The group’s consensus is that mortgage rates will
rise only from about 4 percent now to 4.5 percent
by year-end.
The group forecasts that consumer credit growth
will be modest this year and business lending
growth will be stronger, but will return to a more
normal pace of growth. In 2015 and 2016, loans to
individuals are expected to grow about 6 percent
and loans to businesses will grow about 10 percent.
“We’re optimistic that business lending will grow
at a double-digit rate this year to finance healthy
business investment,” said Harris.
“Stronger
growth in business lending will be critical for the
economy. Banks are ready to meet demand as
businesses take the next step forward.”
The Committee sees low inflation resulting from
falling energy prices, which will temporarily push

year-over-year headline inflation into negative
territory.
“Outside of energy, the improving domestic
economy could put upward pressure on prices, but
the weak global backdrop and a strong dollar should
limit any inflation acceleration,” said Harris.
The Committee believes the greatest near-term
risks to the U.S. economy come from outside the
country.
“Disappointing growth in Europe, China and Japan
is a reminder that the global economy still faces
major challenges,” said Harris.
The Committee also sees major long-run budget
challenges.
“As the baby boom generation retires, the federal
budget deficit will balloon again, posing a major
challenge to future generations,” said Harris.
Nonetheless, the Committee sees a generally
positive U.S. economic outlook for all of 2015 with
above-trend growth, low inflation and a go-slow
Fed. So, the picture looks really good overall for the
economy this year. v

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.
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It's Deja Vu All Over Again
Ever get the feeling that you are having exactly the same
experience as one you have had before?

By Roger Gudobba

T

he industry doesn't learn. In last
month's article I speculated that
maybe 2015 is the year for significant
technology
developments
that
will
dramatically change the mortgage industry.
Now, I am not so sure. Why do I say that?
First, let’s take a look back. A little over 10
years ago, MISMO was still in the early stages
of existence. Its goal was to develop standards
for data interchange—data elements and
definitions—to be employed as a common

“Right now I’m having
amnesia and deja vu
all at the same time," said
Steven Wright.
model across all segments of the mortgage
process. The GSEs were a significant
participant in those early efforts.
At that time, one of the many problems facing
the industry was the failure to locate the
original signed note for a given mortgage. The
idea, encouraged by the GSEs, of a selfcontained electronic document that one could
securely view, use as a source of transaction
data validation, and easily transfer and store in
an electronic vault was revolutionary.
Subsequently, the SMART Category 1 eNote
document, in conjunction with MERS, was
developed at MISMO. I certainly supported
that development. What some of us questioned
at the time why this opportunity was not
followed through to its logical conclusion:
carrying the electronic document initiative to
the rest of the document set and taking the first
steps to a truly paperless mortgage.
Second, let’s review where we are today.
The architecture of the SMART Doc certainly
accomplished the technology objective.

But with a little over 300,000 eNotes (less
than 1%) in the repository, one has to question
the success on the business side. Is this low
number due to the one-off nature of that
document, or is it reflection of the mortgage
industry’s general tendency to resist change?
I noted in one of my articles a few years back
that the cover story for the March 1991 issue
of Mortgage Banking magazine was
“Technology: More Systems, Less Paper”.
Here we are almost 25 years later and still
reliant on paper. Sure, we may capture
document images, but they are still dumb
images: mute, static snapshots that often result
from processes that are deaf to the transaction
analytics that could create a more complete
historical record.
Another opportunity missed? The TILA/
RESPA Integrated Disclosures presented a
great opportunity for the industry to make
significant changes to the loan closing process
and make some significant advances towards
the end game of a fully electronic mortgage.
The goal was to simplify and clarify the
consumer’s understanding of the transaction
while providing the consumer with the tools to
compare offers and validate the fees, etc., from
the original application and the final closing.
The pros and cons of the Integrated
Disclosures have been the subject of many
articles and discussions, so there is no need to
rehash them here. We just need to be sure this
is not another SMART document, where the
technology moves forward without a
corresponding impact the business side.
Some lenders have expressed concern that
their technology providers will not be ready for
the August 1 implementation deadline.
Furthermore, the word on the street is that this
mandate is perceived by many as just another
document to deal with, one that will get the
managed with the sort of minimalist
development that squanders opportunities to
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improve the overall process. In the past, some
regulatory requirements were a challenge, but the
CFPB allowed almost 2 years for the Integrated
Disclosures to be implemented. Time will tell if the
industry found that period adequate.
We cannot underestimate the consumer’s role in
all of this. But will the consumer gravitate towards
the lenders who provide a fully electronic mortgage
solution? I think the answer is unequivocally yes.
Consumers thrive in a mobile electronic technology
world. They manage their calendars, to-do lists, email, and many of their financial transactions
electronically. They search the internet for answers.
This is not intended to be a plug for Apple, but
today’s consumers are dependent on their iPad,
iPhone, and iWatch.
So what is an e-mortgage? An e-mortgage is not
just about moving documents electronically. If you
look at the loan origination and closing process as
linear, it will remind you of the old assembly line in
the automotive industry. The automotive
manufacturers industry implemented Just-in-Time
manufacturing with components arriving from
different sources at final assembly. It was an
approach that had a significant impact on their
overall production capacity. Imagine the loan
process where all of the information required is
received as a self-contained document-data format.
This is not meant to imply that there is no progress
in this area today. Some organizations are well on
their
way
to
paperless
processing.
We already have a number of components in place.
For example:
>> eSignatures: Long time coming, but finally
some progress.
>> eServices: Appraisals, borrower verifications for
income and credit, 4506-T.
>> eRecordings: According to Mark Ladd from
Simplifile, currently 1/3 of the counties accept erecordings (1,229 counties out of 3,600
jurisdictions). However, 67% of the population is
covered.
>> eClosings: Collaboration between lenders and
settlement
agents.
>> eVaults: There are a number of e-vaults in
operation for the transferring and storage of
electronic documents.
The pieces are all there. We just need to put the
puzzle together. The more we can convert to a
lights-out process and reduce or potentially
eliminate manual intervention, the faster we can
improve the mortgage industry’s reputation.

The CFPB allowed almost two
years for the Integrated
Disclosures. Time will tell if the
industry found that adequate.
Apple has been at the innovation forefront of
delivering what the consumer needs, even if
consumers don’t appreciate what that is until they
get it. This has spawned a whole new industry of
app developers and companies developing
complementary technology. Sometimes the owners
are 12-14 years old. Every day, a previously
unheard of concept or product is developed as a new
app. Apple has asked its suppliers to make a
combined 5 to 6 million units of the 3 iWatch
models during the first quarter ahead of the product
release in April.
First, Google and now Apple are working on selfdriving electric cars. A recent article stated Apple
has several hundred employees on this project. They
may not actually want to be in the car business, but
many of the supplemental technologies—like
robotics, electronics, and batteries—may lead to
new products. Apple CEO Tim Cook recently said,
“There are products that we’re working on that no
one knows about, that haven’t been rumored about
yet.”
In a somewhat related story, General Motors just
hired 8,000 programmers, created their own
software development unit, and are building
programs to reflect customer’s preferences for
online shopping and ordering. They believe it is the
best way to differentiate GM and respond as rapidly
as possible to customers.

So what are the mortgage industry leaders doing to
differentiate themselves from their competitors?
Let’s look at that next month. v

Roger Gudobba has over 25 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.

Business Strategies
Get Every Sale

B2B buyers need your help convincing senior executives to make
your solution a strategic priority.
By Michael Hammond

A

s we look around, these days, you can't
afford to miss out on any sales as a
technology vendor. You just can't.
In her article “5 Things B2B Buyers Want Your
Content To Do,” Gordana Stok describes how
content can help you get more deals. She says
that good marketing content should:
1. Help me to build the business case for
change.
“Anything that a company can provide that helps
me translate the business case to the decisionmakers in my company is a benefit. Any kind of
comparison tools that show, not just ROI, but the
impact of your solution on my business.” –
Senior systems administrator, manufacturing
industry, enterprise.
More often than not, your solution is competing
with other projects for finite resources in the
buyer’s organization. B2B buyers need your help
convincing senior executives to make your
solution a strategic priority. The content you give
them, therefore, needs to go beyond
demonstrating the ROI of your solution. It has to
communicate the ROI of fixing the problem that
your solution addresses.
You can help stakeholders understand the
profound impact your solution will have on their
business with one of these approaches:
>> Parts-whole relationship: Paint the big picture
by explaining how this problem affects a bigger
problem or goal on the organization’s radar.
>> Opportunity ROI: Explain how fixing this
problem will enable the organization to pursue
new opportunities for growing revenue, saving
cost, or mitigating risk.
>> Compare and contrast: Simulate what it will
be like working in the new environment.
Compare and contrast the new business systems,
processes, and user experiences with the existing
ones.
>> Pros and cons: Weigh the positives and
negatives of fixing the problem versus doing
nothing. Explain how those attributes might
change over time and why.

>> Case study: Provide proof of the value. Share
what tangible and intangible benefits and ROI
organizations have seen as a result of fixing the
problem.
2. Tell me in 90 words or less why I shouldn’t
eliminate
your
product/service
from
consideration.
“You have a potential customer’s attention for
three to seven seconds, and what you say in that
time period is pretty important. And so, that’s
what I was looking for. Something that in 90
words or less came closest to fitting what I
wanted and needed to do.” – Owner and
operator, professional services, small business.
Buyers quickly scan your website to determine if
you appear to have a solution that meets their
needs. Because they screen a long list of

Convincing B2B
buyers that you can
successfully solve a
problem isn’t enough.
vendors, they look for any reason to eliminate
you from consideration and focus on vendors
who “get it." The short-form messages on your
home page and product-landing page help
convince buyers whether it’s worth their time to
take a deeper look at your solution. To get your
value proposition under 100 words and ensure it
truly resonates with buyers, you need to be
absolutely certain that you understand what
they’re looking for in the first place.
You can achieve this by interviewing buyers
and probing for the following insights:
>> Buying criteria: What are buyers looking for
in a solution and vendor? What criteria do they
use to compare you to your competitors?
>> Business impact: Why is each criterion

Business Strategies

important? What impact does it have on their
business?
>> Evaluation process: What does the ideal
solution look like with respect to each
criterion? How do buyers evaluate this among
the vendors?
>> Final decision: How do buyers decide
which vendor to choose? What is the tipping
point or number one thing that sways them?
3. Give me more in-depth product info so I
can determine if I should short-list you for
evaluation.
“We wanted more than just the data-sheet
stuff that you find on a website. The providers
that didn’t make it through didn’t have robust
sets of marketing materials that helped us
understand what the breadth and the depth of
their offerings were and their capabilities as a
company.” – CIO, utility industry, enterprise
level.
“I expected to have more non-marketing
related evidence as to why it was a bad idea
or a good idea. I hate to use the word
empirical, but more specific in nature that
wasn’t driven by a marketing group. What is
your demonstrated research? What are your
demonstrated metrics? What have you done
to actually test the assumptions you’re
making?” – IT director, manufacturing
industry, mid-market.
If your short-form message resonates with
B2B buyers, they will spend more time on
your website to have an in-depth look at your
solution. At this point, they’re trying to
determine if you are likely to meet all or most
of their buying criteria, and whether to put
you on the short list for evaluation. Your Web
content, therefore, has to do more than just
restate the benefits buyers expect and confirm
that you meet their criteria. To be persuasive,
your content has to explain how you meet
each criterion, why you do it better than your
competitors, and how you back up your
claims with proof points.
4. Give me detailed case studies for
companies like mine.
“Case studies are useful as long as they have
enough detail. A lot of case studies tend to
say what the benefits are, but they don’t go
into enough detail to tell us whether it’d be
applicable to us in our environment or not.
Also, we didn’t come across a lot from midmarket companies. There were some from the

Bank of Americas and Chevrons, but not much on
how you do it with a small team.” – CIO, retail
industry, mid-market.
Convincing B2B buyers that you can successfully
solve a problem isn’t enough. They need to get a
sense of whether your solution is within their
means without having to contact your sales team.
Your case studies, therefore, need to go beyond the
standard, two-page “about the company,” problem,
solution, and benefits format. You need to provide
more details so buyers can determine whether they
can implement your solution in their specific
business and IT environment using the resources
available to them.
5. Help me to sell your solution to our internal
stakeholders.
“The vendor we chose helped us market the idea
of it, why there was a need for it, selling it to the
top tiers of the organization. They put together a
message for each group and in some cases for each
person. They said this is what’s important to them.
This is what you can anticipate the questions
being.” – HR director, insurance industry,
enterprise level.

If your short-form
message resonates
with B2B buyers, they
will spend more
time on your website.
Consensus-based selling is the new normal in
complex B2B-buying decisions, as the book The
Challenger Sales: Taking Control of the Customer
Conversation points out. The HR director’s quote
supports the book’s argument that you need to
tailor your message to a wide variety of
stakeholders to maximize resonance and get
consensus. The authors and researchers
recommend doing this on four levels: industry,
company, department, and individual. Most
organizations, they add, don’t contextualize
messages at any level, so this provides marketing
with an opportunity to add tremendous value to the
sales process. v

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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Tactics To Accelerate

Right Time
Navigating the Gray: Expert tips for communicating clearly and confidently
and building stronger workplace relationships in pursuit of upward career
mobility
BY VIVIAN CIAMPI

Globalization, technology, rampant regulation and fierce competition at

every turn have made today’s workplace more complicated than ever. This
is causing professionals at all levels—from the mail room to the board room
—to flounder as they attempt to navigate the escalating com-plexities,
consistently perform at a high level, and achieve upward career mobility.

Because
modern
workplace
dynamics have become so complex,
leaders have less time than ever to
spend coaching and mentoring
employees, and to benefit from such
guidance for their own professional
gain.
In
addition,
universities
systematically churn out graduates
who have learned black and white
technical skills and theoretical
concepts, but not how to aptly prepare
for, and traverse through, the
inevitable “Gray Area” of a company
—the environment and cul-ture that
manifests from the multi-faceted
challenges and forces an organization
faces. The re-sult is a glut of entrylevel and entrenched professionals
who are unprepared, unequipped and
unable to effectively communicate in a
way that will productively impact their
career.
“While an intangible, the Gray
Area is a very real phenomenon driven
by human nature, internal and external
politics, industry guidelines, company
protocols and market pressures,
among oth-er factors,” notes Vivian
Ciampi, an esteemed Executive Coach
and
Harvard
Business
School
Executive
Education
department
coach and facilitator. “The importance
of learning how to effec-tively
communicate within this ambiguous
environment cannot be understated.
Too many in our nation’s workforce,
both employees and executives, are
ill-equipped to engage with an audience—any audience—with ease and
intention, which is keeping them from
realizing their full potential and attain
a maximum measure of success.”
With this in mind, Ciampi offers
these 4 tactical tips to help
professionals at every level become a
more effective communicator and, in
doing so, gain better control of their
career trajectory:
1.) Become the “Universal
Translator.” The most valued and
successful person in any business is
the one that can translate facts,
figures, and concepts into actionable
ideas that will not only make sense
and resonate with their direct network,
but also with any and all constituents
those ideas will be presented to. This

includes
superiors,
subordinates,
peers, customers, pro-spects, business
partners and vendors.
The Universal Translator does the
following: steps out of their comfort
zone or discipline; let’s go of any
insider department lingo or technical
terms and focusses on the audience at
hand; sug-gests specific ways others

constituents are relative to your topic
ahead of time; set up one-on-one
meetings with all of them at least a
few days in advance of the big
meeting; socialize the topic with each
of the constituents individually; and
make sure you understand their
perspective and answer any questions
or concerns that they have ahead of

The most valued and successful
person in any business is the one
that can translate facts, figures,
and concepts.
can move forward with the
information relative to what is
important to them; and presents the
vision, plan or theory in a way that is
clear, crisp, confident and above all,
ACTIONABLE. This person is so
successful because of their ability to
translate complex or technical
concepts into strategic steps that will
impact the bottom line. If others can
understand, relate to and rally around
what you are presenting, it is sure to
yield winning results.
2.) Meet before you meet. There’s
few things more painful and
embarrassing than getting completely
derailed in a meeting. Many have
seen it—someone showing up with
well-prepared and rehearsed slides
only to get completely pummeled with
questions from every discipline in the
room before they even get beyond the
intro page. Instead of moving forward
with their agenda, they are sent ten
paces back and five paces to the side,
only to leave the meeting with more
work, lost credibility, a confused and
frustrated audience and, above all, no
progress on the agenda at hand. If
you’ve
ever
experienced
this
personally or seen it happen to
another, you know it is hard to
recover.
The best way to counter this is the
following: determine who your key

time. By taking these steps, you will
undoubtedly
gain
valuable
information that will not only help you
refine your presentation, but also be
poised and prepared to actually present in the real meeting.
Socializing the idea ahead of time
may feel like extra work, but the
benefits far outweigh the ad-ditional
time—and the very real risks of not
doing so. This strategy will facilitate
your ability to effectively cover a lot
of ground and actually garner
decisions in the meeting without
playing catch-up or spending valuable
time trying to get everyone on the
same page. Effective commu-nication,
speed and alignment are a few of the
key advantages here.
3.) Stop, ask and listen! Today’s
fast-paced workplace has most of us
running at record speed, often in
circles like we’re on a hamster wheel.
We are putting out fires and have
more in our email inbox than our
outbox each and every day. The
resulting pressure of this overload
causes
us
to
rush
through
conversations so we can cross it off
our proverbial “to do list” and move
on to the next triaged task.
Unfortunately,
plowing
through
important conversations will never
yield a productive outcome, but often
produces more work and headaches.

compliant
MortgageFlex has provided smart, innovative loan origination
and servicing systems for over 30 years. Delivering a
progressive, flexible, and secure system that is compliant
with today’s requirements is not an easy task.
It takes teamwork and we have our customers to thank for
their partnership and guidance. They provide the real life
best practices that have made LoanQuest more than just
a loan origination system. It’s a system that supports all
channels including consumer lending; built using the latest
technology and smartest business intelligence available.
There’s a reason why MortgageFlex Systems has been
around so long... isn’t it time you found out why.

800.326.3539
www.mortgageflex.com
jacksonville, florida

The best way to approach key
conversations that need a little extra
finesse or persuasion, par-ticularly in
the midst of a time-pressed schedule,
are the following: stop and take a
breath so you don’t rush into your
agenda in the first five minutes of the
conversation; ask open ended
questions, such as “What’s going on
in your department?” or “How has
this system helped you?” Once the
person you’re engaged with has the
opportunity to respond, make 200%
sure you are actively listening—not
just hearing them—and that you give
them ample time to convey their
thoughts without your interjection,
direction or interruption.
The
majority of the time, you will gain
key insights from these conversations
and will be able to craft a more
informed re-sponse—one that better
resonates with the person(s) you’re
speaking with. Even if you already
know the answer or have a brilliant
retort, slowing down and letting
others speak first, in full, al-lows
them to “empty their cup” which puts
them in a better position to have it
filled back up with what you have to
say in response.
When you do finally have the
chance to speak, keep in mind people
only have the capacity to absorb so
much. If we provide an overload of
verbose detail, you risk overflowing
the listener’s “cup” and may
ultimately lose the real essence of
what you are trying to convey. Stay
focused on who your audience is and
what they care about to ensure that

your dialogue and key points are
streamlined and succinct.
This tactic also helps build more
productive, trusting professional
relationships. The most successful
people in any company aren't
necessarily the smartest, but rather
those who take the time to listen and
learn from others because they truly
value what they have to say.

or notice their inaptitude, and you
certainly don’t want to be perceived in
this light. Such conversation crushers
can leave others feeling intimidated,
out of the loop and unable to
effectively contribute.
Rather than contributing poorly to
the conversation or sitting on the
sidelines as the dialogue ensues, a
better approach is to pick the right

People today are inundated with
data, work under tight timeframes,
and talk in acronyms.
Adhering to this strategy will not
only make you a much more effective
communicator, but it will also garner
tremendous goodwill throughout the
organization as you start to hone a
discipline of talking less and listening
more.
4.) Converse with clarity. People
today are inundated with data, work
under tight timeframes, and talk in
acronyms. Some technical people and
other professionals tend to use a lot of
insider
jargon
and
industry
terminology when they communicate,
making it difficult for anyone outside
their
immediate
network
to
understand. Also, incompetent people
tend to rush through im-portant details
hoping no one else will ask questions

About the Author
Vivian M. Ciampi is a Principal at Professional
Coaching, LLC, a business navigational coaching
firm that helps universities, small to mid-size
businesses and large organizations accelerate the
growth and success of their top talent. She
specializes in helping professionals become better
communicators in order to achieve greater success
in their careers and balance in their lives. She is
also a coach and facilitator in the Executive
Education department at the Harvard Business
School.

setting and ask clarifying questions to
ensure messaging remains on point
and resultant activities on track. If
you’re not sure where to start, the
basic who, what, where, when, why
and how is a sensible approach. For
example, “Why are we doing this?”;
“How will that work?” or “Where will
this help the organization?” are some
examples. The win-win with this
strategy is that it fosters clear
dialogue, makes people ac-countable
to answer direct questions and often
uncovers problems that need to be
addressed but would have been
overlooked had this approach not been
utilized.
“Throughout my more than two
decade tenure as an Executive Coach
and Vice President inside Corporate
America, I have seen millions of
dollars senselessly lost merely due to
ineffective communication,” said
Ciampi.
“It’s
imperative
for
achievement-oriented professionals to
communicate well in all aspects of
their job. Doing so can be the key to
cutting through the bureaucracy of an
organization and taking control of
one’s career as opposed to feeling like
a victim of circumstance. Mastering
even a handful of skills, such as those
cited above, can help professionals
better negotiate their way through the
proverbial career maze with speed,
dexterity and accuracy.” v

TRID: Why Trekking Through the
Weeds is in Your Best Interest
If you open up an issue of Tomorrow’s Mortgage Executive from the last 12 months,

odds are you’ll see articles about the upcoming TILA-RESPA Integrated Disclosure
Rule (TRID). Lenders and settlement agents are struggling over who's going to be
responsible for preparing and delivering the Closing Disclosure. Providers are
struggling because the Rule makes tracking fee tolerances more difficult and because
the documents are dynamic and encompass hundreds of new data elements. And the
industry is struggling: the Rule is going to be a much bigger challenge than most
lenders realize. The CFPB estimated it will cost the industry at least $1B to
implement, and by many accounts it's going to be even more challenging than the
CFPB’s January 2014 changes.

TRID represents an overhaul to the mortgage origination
process, its players, and its technology, and if you’re
subject to the Rule changes, you’ve probably been
preparing for them for some time now.
BY JOEL HAITZ

TRID represents an overhaul to the
mortgage origination process, its
players, and its technology, and if
you’re subject to the Rule changes,
you’ve probably been preparing for
them for some time now. It’s likely
that every TRID article you’ve read or
seminar you’ve attended has focused
on big changes with high industry
visibility.

twisted that you may not be able to
find your way out without earning a
few cuts and scrapes along the way.
So, how do you leave the beaten path
and climb into the weeds without
getting completely lost? You plan
ahead. Collaborate with other lenders
and subject matter experts. Give
yourself plenty of time to assess the
impacts of small, less obvious changes

future, the GSEs will require the UCD
from lenders.
The CFPB, GSEs, consumers,
lenders, and every other party in the
mortgage process expect real-time,
automated access to transaction data.
That isn’t so bad until you consider
that each party examines it differently.
For example, the GSEs want to know
a time period in months, while the

To fully comply with TRID and satisfy these
various expectations, you must do your own data
analysis.
That’s a good start, but the only way
to ensure full compliance with TRID
is to venture into the weeds to find the
small changes, the changes that are so
deeply embedded in the Rule that they
could be easily overlooked.
Why Bother with Weeds? Not only is
the Rule lengthy (1,888 pages, to be
exact), it’s more complicated than it
seems. Let’s say you attended a
seminar and reviewed a compliance
guide. As a result, you may think that
you have a handle on the requirements
for your institution. Then, along the
way, you find the regulatory text and
commentary doesn’t exactly mean
what you thought it did, at least as to
how it impacts your business. So you
do some more research and find that,
although the CFPB has done an
excellent
job
integrating
the
overlapping TILA and RESPA
frameworks, the TRID Rule is not
perfect. There are inconsistencies and
gaps that can only be resolved through
informal guidance. So you reach out to
the CFPB for help, but you’re not able
to get all the answers you need before
the Rule is implemented.
What do you do? You have to make
judgment calls, and unless you’ve
struggled through the thorns and
brambles in the weeds, you won’t be
able to back up those judgment calls
with logical deduction if and when
they are questioned. What started out
as a straightforward, albeit lengthy,
Rule has now turned into a thicket so

so that you can make it out without
earning a few cuts and scrapes along
the way.
So, how do you leave the beaten
path and climb into the weeds without
getting completely lost? You plan
ahead. Collaborate with other lenders
and subject matter experts. Give
yourself plenty of time to assess the
impacts of small, less obvious changes
so that you can make it out of the
weeds unscathed.
A few things to keep in mind
In determining how the TRID Rule
will
impact
CSi’s
data-driven
transaction risk management solution,
we spent a great deal of time trudging
through the weeds. This examination
revealed a number of issues that
lenders should be aware of in
preparation for the August 1, 2015
deadline. For you, these may bring to
light a compliance hurdle you have yet
to consider, or they may simply
demonstrate how deeply these hidden
challenges are buried.
Do your own data analysis Not only
does TRID change the format in
which information is disclosed, it also
introduces an entirely new suite of
data that must be collected, analyzed,
disclosed,
and
transmitted.
Fannie Mae and Freddie Mac (GSEs)
have also published a common dataset
to implement the CFPB's Closing
Disclosure. The new Uniform Closing
Dataset (UCD) is based on MISMO
data standards. At some point in the

CFPB requires that consumers read
the time period in years and months,
and loan origination systems may
collect the time period as a number of
days.
To fully comply with TRID and
satisfy these various expectations, you
must do your own data analysis. Many
in the industry have chosen to rely
solely on the UCD data elements to
achieve compliance. The reality is,
however, the UCD is neither finalized
nor complete. Like the CFPB's efforts
to integrate overlapping regulatory
frameworks, the UCD's attempt to
map all the data fields necessary for
TRID is not without its limitations.
This leaves you with two choices
when implementing TRID: (1)
introduce potential compliance risk
and rely solely on the UCD, filling in
any data gaps as the UCD is revised;
or (2) do your own data analysis to
understand what data must be
collected, analyzed, disclosed, and
transmitted to comply with TRID.
The definition of "dynamic
document" is about to change. The
TRID Rule contains hundreds of pages
of dynamic disclosure requirements
that will prove challenging to some
providers of document solutions.
To comply with TRID and meet its
rigid disclosure specifications, the
documents must be truly data driven
and software based. For example, if all
applicable fees for a subsection on
page 2 of the Closing Disclosure do
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not fit in the space provided, the Rule
requires (1) borrowing lines from
another subsection within the table,

regulation for any gaps.
For example, creditors today typically
disclose hazard insurance premiums

The only way to satisfy
these disclosure requirements
is with a solution that
evaluates data.
(2) borrowing lines from the other
table on that page when all
subsections in the table are full, and
(3) expanding to two pages when both
tables are full. To achieve compliance
with TRID, you must precisely follow
those steps in order, without the use of
an addendum. Conversely, there are
certain pieces of information (e.g.,
property address, borrower and seller
data, etc.) that must render on an
addendum if they don't fit in the space
provided.
The only way to satisfy these
disclosure requirements is with a
solution that evaluates data and
dynamically assembles tables, subsections within tables, and pages
based on the transaction. You can no
longer rely on documents, forms, or
templates to assemble and disclose
information or choose when to use an
addendum and when to dynamically
assemble a table. Instead, appropriate
software must be implemented to
maintain compliance with the Rule.
Beware
existing
disclosure
requirements. When the CFPB set to
work integrating the overlapping
TILA
and
RESPA
regulatory
frameworks,
many
disclosure
requirements
were
successfully
consolidated
under
the
Rule.
However,
certain
disclosure
requirements managed to fall through
the cracks. To ensure existing
regulatory requirements are satisfied
after August 1, 2015, you should do
your own assessment of which
disclosures are new, which disclosures
no longer apply, and review the

and the term on the TIL to avoid
having those amounts included in the
finance charge under Regulation Z.
TRID eliminated the TIL for closedend mortgage transactions, but it did
not provide a new location to disclose
hazard insurance information or
indicate how those amounts can be
excluded from the finance charge after
the Rule is in effect.
Until this and other regulatory
inconsistencies are formally addressed,
the industry is forced to make "good

must be assembled to comply with the
Rule, and many in the industry have
requested that the CFPB provide more
samples. At this point, that appears
unlikely to happen. The Model
Formsce that lenders must be able to
handle also include mistakes (feel free
to contact me for a list).
The only way to ensure compliance
with TRID disclosure requirements,
therefore, is to gain a thorough
understanding of what the Rule
requires. Choosing to rely solely on
the Model Forms as templates could
lead to some very stressful compliance
examinations down the line.

About the Author

Joel Haitz is an expert on the Dodd-Frank Act and its
implementing regulations at Compliance Systems Inc.
(CSi), Grand Rapids, Michigan, where he focuses on
helping financial institutions navigate the complexities of
consumer-focused regulatory oversight. CSi is a highly
respected provider of financial transaction technology
and expertise.
faith efforts to comply" under the
existing framework. By being fully
aware of regulatory disclosure
requirements and knowing how you
plan to address them, you can feel
confident that your "good faith efforts
to comply" will not go unnoticed.
Matching the Model Forms is not
enough. Although it’s true that the
TRID documents need to follow the
Model
Forms,
the
disclosure
requirements are too dynamic to be
reflected in the limited number of
examples that have been provided by
the CFPB. The reality is that
thousands of disclosure variations

Bon Voyage. My journey into the
weeds of TRID turned up quite a few
headaches that could easily catch
lenders by surprise if they only focus
on the big picture features of the rules
in preparation of the August 1, 2015
deadline.
The examples provided only scratch
the surface and failure to comply with
the Rule represents unprecedented risk
to the industry. It is imperative that
you take the proper precautions to
prepare yourself not only for the big
changes, but also for the less visible
details that lurk deep, very deep in the
weeds. v

More and more employees are
being encouraged to take a more
active role in managing their
health and their healthcare
spending.
BY
REBECCA
WALZAK
AND BARBARA PERINO

One

of our greatest founding

fathers,
Benjamin
Franklin
pronounced,
“an
ounce
of
prevention is worth a pound of
cure." With the focus on keeping
employees healthy, productive and
happy, companies are realizing that
there is value in including corporate
wellness programs into their culture.
Mortgage companies need to take a
proactive position and take their
employee’s
wellness
seriously
especially since the industry is filled
with high stress situations including
government regulation adherence
and cost containment.

Mortgage Companies'
Survival Includes Healthy
Employees

“Corporate Wellness” is defined as
an organized, employer-sponsored
program (typically voluntary) that is
designed to support employees as they
adopt and sustain behaviors that
reduce health risks, improve quality of
life, enhance personal effectiveness
and enhance the organization’s bottom
line. Recognizing the value of good
family wellness, some corporations
include families as well in their plans.
More and more employees are being
encouraged to take a more active role
in managing their health and their
healthcare
spending
choices.
Company
sponsored
wellness
programs can play a major role in
driving down the cost of healthcare
benefits. MetLife reported that three
out of four employers (roughly 72%)
who offer wellness programs say they
are effectively reducing medical costs.
Since employees spend more waking
hours at work, their workplace is the
right setting for participating in a
wellness program. The Council of
State Government’s Healthy States
initiative showed that a typical
employer spends about $18K a year
per employee for costs related to
health care and lost productivity due
to illness. Many companies are seeing
a $3 to $6 return on every dollar
invested in a wellness program.
Wellness programs effect drops in
absenteeism, health care premiums
and
disability/workplace
compensation costs according to this
council.
Many insurance companies such as
Aetna, Humana and UnitedHealth
Care offer some type of health/
wellness program. The companies
have formalized programs which
include a catalogue of options for
what they can want to offer. They
also offer on-line support.
For
example, if an employee is laid-off
they can call and get support such as
guides for looking for a new job.
These are known as Employee
Assistance
Programs
(“EAP”).
Companies
that
specialize
in
administering wellness programs such
as ADP are offering similar benefits to
their employees and their clients.
Companies can also design their own

programs which are common of
employers employing less than 50
people.

The bottom
line is that
employee
wellness
programs are
becoming as
important to
companies as
training and
technology.
The Society of Human Resources
(SHRM) suggests including a variety
of choices that target particular
behavior and customize a program to
the needs and interests of a company’s
employees. Examples of a program
could include Stress Management
which is a huge problem for many
people in a workplace environment.
Weight Loss Management, Smoking
Cessation, Health Risk Screenings,
Fitness Programs and activities and
Nutrition/Healthy Eating education
and also popular focuses. Many
companies have a person the in the
HR department identified to manage
this process – Wellness Coordinator or
Director of Health and Wellness.
Some companies create committees
(volunteer
employees
and
management) to implement a plan, set

expectations and check in regularly to
keep participants motivated and
interested in continuing to improve
their health. It’s really important that
leadership see the value of a wellness
program and actively be involved in
this program and lead by example for
it to be effective.
Fidelity Investments and the National
Business Group on Health have found
that employers plan to increase
incentive budgets for employees who
wish to participate in these programs
by 15% in 2014 compared to 2013.
This would include such things as
team weight loss competitions, etc.
Robert Kennedy, Health and Welfare
Practice Leader with Fidelity stated
that the use and measurement of
corporate wellness programs continues
to evolve. He also shared that many
employers understand the value of and
are committed to wellness-based
incentives in their company health
plan.
One of the big issues facing
employees today is stress, particularly
when things change at work. This is in
fact the number one issue facing many
companies. Stress has to be managed
as it can cause not only loss of work
but such complications as serious
health issues, poor morale and
employees leaving the company. The
Psychologically Healthy Workplace
Program includes a fact sheet that
quantifies these numbers. They state
that: 69% of employees report that
work is a significant source of stress
and 41% say they typically feel tense
or stressed out during the workday.
Fifty-one percent (51%) of employees
said they are less productive at work
as a result of stress based on studies
done by the American Psychological
Association. An additional 52% of
employees report that they are
considering or have made a decision
about their career such as looking for a
new job, declining a promotion or
leaving a job based on workplace
stress. Corporate Wellness Programs
are a rich resource for educating and
managing stress.
A big question consistently asked is
“what is the return on investment
(ROI) for implementing a health/

wellness program for a company or
organization?” Johnson and Johnson
stated in an article written in 2010
“What’s the Hard Return on Employee
Programs?” that their employees who
smoke dropped by more than twothirds since 1995. The number who
have high blood pressure or who were
physically inactive also declined by
more than half. They found that a
comprehensive, strategically designed
investment in employee’s social,
mental and physical health pays off.
Their wellness programs have
cumulatively saved the company
$250M on health care costs over the
past decade with a Return on
Investment (ROI) of $2.71 for every
dollar spent.
With current tax incentive programs
and grants that are available under
recent federal health care legislation,
US companies can use wellness
programs to cut down on their health
care costs which will continue to rise.
In addition, healthy employees are
more likely to stay with a company
that promotes their health as well.
Towers Watson and the National
Business Group on Health shows that
organizations with highly effective
wellness programs report significantly
lower voluntary attrition than do those
whose
programs
have
low
effectiveness. By implementing a
wellness program lenders can show
employees that their health is
important to the company; a simple
but effective message.
Of course getting employee
participation can be a challenge. One
way to encourage employees to
improve their health is through realtime tracking like a platform such as
Elencee’s Ten or wearing fitness
devices. Christine Robbins, VP of
Jawbone Health and Wellness found.
that people respond to real-time data
on the steps they are taking and
calories burned and even cell phones
will do that for an employee.
Wellness platforms can track not only
the fitness and calories consumed but
also the effects of restful sleep plus
more.
Successful wellness programs have
to include the following:

>> Leadership at all levels – from the
“C” suite to middle management down
through the ranks have to be consistent
in their messages around how
important the wellness program is.
They have to “walk the talk."
>> An effective wellness program
takes time and should be part of the
company’s culture and reviewed at
least once a year for effectiveness.
>> Employees have to be engaged in
the wellness program for it to be
effective. Therefore the program has
to
be
enticing,
engaging,
comprehensive
and
consistent.
>> At this point in time, wellness
programs have to be voluntary and in
order for them to be effective,
employees should not have to pay for
the program themselves unless the
cost is low for them. As an option
insurance
companies/insurance
brokers are a great resource for
guidance on putting together a
program and many have wellness
dollars available through benefit plans
for employers with over 50 on the
staff.
>> In order for a program to be
successful a person has to be
designated to coordinate and be the
point person for the wellness program.
The may be in the HR department or
at least work with HR. A wellness
committee can be formed from

volunteers in the company but again,
one person needs to be the contact
person. Accountability, motivation,
new ideas, participation are parts of
what this person will be responsible
for.
>> Collaborating with outside vendors
including insurance companies can
provide programs to be utilized on an
ongoing basis. Examples of this are
screenings provided by vendors,
offering chair massage or chair yoga,
fitness advice from local gyms, etc.
>> Communication is so important on
many levels including wellness
throughout a company; keeping
people abreast about the health/
wellness program through newsletters,
blogs, website postings, social
networks, wellness workshops and
seminars and events. It is especially
important for the leaders and
managers of the organization to get
involved and lead challenges.
>> Make sure there is interaction in
the programs, not just a one-way
presentations or training without
letting employees share concerns.
The bottom line is that employee
wellness programs are becoming as
important to companies as training
and technology. These programs are
becoming more and more mainstream
with companies who see the value of
taking care of their employees. v
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ELEVATING
ONLINE
LENDING
Wayne Steagall of Lending
Manager is advancing the
cause of online lending.
EXECUTIVE INTERVIEW

There is a big push by regulators to
be more borrower friendly. What does
that mean? That means improving the
mortgage experience at the point-ofsale. How does that happen? In part it
happens when lenders take a second
look at technologies like consumerfacing websites. It you want to win
the battle for the borrower, you have
to have a great online presence.
Wayne Steagall of Lending Manager
talked with us about what every
lender needs to do to be an online
lending leader. Here's what he said:

Q: What online lending trends do
you see taking place in 2015?
WAYNE STEAGALL: We believe
that there will be a significant increase
in the amount of online loan
applications and online lending
documents in 2015.
Today’s
borrowers are more tech-savvy and
expect to do business with lenders
online. They want to go online when
and where it is convenient for them,
typically
during
non-traditional
business hours. It may be at 4:00 AM
before they leave for work or as they
are waiting to pick their kids up from
soccer practice.
They expect a robust online lending
experience that delivers in-depth
information on loan programs, interest
rates, closing costs with the ability to
access the lenders website on their
tablets, or smartphone; they demand
this information and status updates
instantly. The website needs to have a
simple yet elegant design that is easy
to navigate and provides the type of
information that potential borrowers
are looking for.
If lenders don’t provide this type of
online lending experience the potential
borrower will simply move on to the
next lender. Companies that have long
ignored their online lending strategy
are quickly realizing that online
lending is a business imperative and
are now focusing heavily on their web
presence, borrower experience and
online lending technologies to meet
the needs of today’s borrowers.
Q: How has online lending changed
over the last 5 years?
WAYNE STEAGALL: The biggest
change in online lending in the last
five years is lenders’ understanding
that a strong web presence has gone
from a “nice to have” to “need to
have”. It is now a business imperative
that lenders must focus time and
resources with their web presence if
they want to remain competitive.
Millenials do business online and
expect their lender to do the same. As
millenials continue to represent a
larger share of new home purchases,
lenders can’t afford to ignore this

Industry Predictions
Wayne Steagall thinks:

1.

2.

Companies will
invest more into
their websites.

Borrowers will
originate more loans
using mobile devices.

3.

L
 enders will use their
web presence to
automate more and

they'll
save money
doing so.

segment and their online lending
expectations.
In addition to online lending
becoming a business imperative, lender
websites are being more widely used in
purchase shops, and not just for
refinance heavy lenders.
Online
lending is now impacting all lending
channels.
Q: What are today's tech savvy
borrowers looking for in an online
lending solution?
WAYNE STEAGALL: Borrowers
expect more from their lender and that
includes a great website. Here’s what
we think makes for a great mortgage
website.:
First, its got to be visually appealing
design
that
matches
corporate
branding.
Second, it has to have simple
navigation menus (“Don’t Make Me
Think”).
Third, it has to have useful content for
borrowers and referral partners.
Fourth, it needs powerful Call-toAction buttons (“Apply Online”).
Fifth, a domain name that’s easy to
remember is critical.
Sixth, there has to be integration to
back office systems (LOS & CRM).
Seventh, the website needs to be user
friendly so it can be updated quickly

,(doesn’t take a week).
Eight, it needs to be mobile and tablet
device friendly.
Ninth, the website has to have the
ability to apply with a company or
loan officer and submit.
Lastly, borrowers need to prequalify
or fill out the 1003 application at their
convenience by uploading their
documents through a secure portal
instead of needing to fax or FedEx
their documents.
Great websites deliver a dynamic user
experience that today’s borrowers
demand.
Q: Does the right online lending
solution level the playing field and
allow lenders of all sizes to compete?
WAYNE STEAGALL: Yes, your
website is one of the first places a
consumer goes to find out more about
your company. A large company with
an outdated or poorly maintained
website can lose out to a smaller
lender with a strong web presence as
the consumer can see it as a reflection
of the overall company and comfort
level with that particular lender. Great
websites deliver a dynamic user
experience while leveling the playing
field for lenders of all sizes.
Q: How has the influx of mobile
technology and social media
changed online lending?
WAYNE STEAGALL: Today’s
borrowers are on the go and accessing
websites from their mobile phones and
tablets. Your website must be mobile
and tablet friendly, or your potential
borrower will simply look elsewhere.
Mobile has helped make the loan
process available 24/7 (not just at a
computer) and improve the efficiency
of the loan process. Borrowers can
even apply on their mobile website
while sitting with their Realtor or
Loan Officer instead of waiting hours
or days later for a response.
Social media is heavily regulated for
lenders, but if done correctly can help
drive traffic to the lenders website
with a higher conversation rate since
it’s from trusted friends/referrals
instead of generic search engines.
.

AUTOMATING YOUR LENDING PROCESSES

PCLender

THE TOTAL MORTGAGE SOLUTION
for

Community Banks

Loan
Processing
Consumer
Point Of Sale

Reporting

Credit Unions

Automated
Underwriting

Integrated
Imaging

Loan
Closing

Data Integrity
Checks

Mortgage Bankers

Secondary
Marketing
Shipping

Automated
Workflow

Trade
Management

Compliance
Logic

Warehouse
Management

Loan
Auditing

Interim
Servicing

Vendor
Integrations

PCLender delivers simple elegant web-based mortgage solutions for community banks, credit unions
and mortgage bankers. With a proven record to provide immediate return on investment, PCLender
is the most cost effective lending solution available. Owned and operated by Mortgage Bankers, we
engage with our clients in a collaborative manner to dynamically fit the world they lend in.

Isn’t It Time To Explore All Your Options?
Call for a demo: (877) 536-6886
WWW.PCLENDER.COM

Q: What do millennials require
when they go online looking for a
loan?
WAYNE STEAGALL: Millennials
demand a robust website that delivers
critical lending information in a
simple and easy to use site. They
expect a quick, efficient website that
either lets them find out more about a
lender and their lending options or it
delivers a simple and easy to navigate
website so that they can apply online
at their convenience (instead of
scheduling an appointment and filling
out a paper application in person).
If the lender can’t deliver a great
borrower experience online the
potential borrower will simply move
to the next lender.
Q: Is online lending still considered
by many a nice to have or is having
an online channel now a business
imperative?
WAYNE
STEAGALL:
As
mentioned above, online lending is
now a business imperative. If a
borrower can apply online with a
competitor at 2 AM or they have to
wait to visit your office in person
several days from now, your
competitor has a huge advantage.
From a cost standpoint, online
lending can make loan officers more
efficient and lower production costs.
This provides lenders with another
competitive advantage and point of
differentiation when borrowers are
surfing the web for a new loan.
Q: How do online lending
solutions impact the borrower
experience?
WAYNE STEAGALL: Today’s
borrowers are online for every aspect
of their lives. They know what a great
user experience delivers, whether
that’s from Apple, Google or the like,
and they expect that same type of
experience when dealing with a
lender.If the lender’s website doesn’t
contain the information that the
potential borrower is looking for, if
navigation is confusing, if they can’t

access the website from their
smartphone or tablet it creates an
extremely frustrating user experience
for the potential borrower. When that
happens, they simply move on to the
next lender and never come back to

Today’s borrowers are online and if
lender’s want to capture their business
they must also be online.
Q: What can we expect to see from
Lending Manager in 2015?

InsIder ProfIle
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applications online per month.

your site. Applying for a mortgage is
one of the largest financial transactions
of a person’s life and most will only go
through that process once or twice
every decade, so delivering a great
customer experience, one that it as
simple and accessible to the borrower
is critical. It is critical not only for that
loan but for the potential referrals that
borrower will provide to other
potential borrowers.
Q: Where do you see online lending
going in 2015?
WAYNE STEAGALL: As we have
already discussed, online lending is
now a business imperative so you will
see much greater traction of online
lending by lenders in 2015.
In addition, online lending technology
is becoming more cost effective for
smaller lenders, which makes adoption
widespread in the industry and creates
a standard where borrowers can
reasonably expect to handle part of
their
mortgage
process
online
(application, documents, signatures,
etc.)
Mortgage companies will shift more
of their print marketing into online
advertising but they will be focusing
more on taking applications instead of
simply lead data (name, email, phone).

WAYNE STEAGALL: At Lending
Manager, we are passionate about
delivering great websites to our lender
clients. We are constantly working to
enhance our offerings to deliver the
best
possible
online
lending
experience. We are investing heavily
in the next version of our mobile
websites. Borrowers accessing our
clients website through mobile devices
has increased significantly over the
last year with 15 – 20% of daily
website traffic coming directly from
mobile or tablet devices.
Our newest website designs
incorporate our best practices from
managing 5,000+ mortgage websites
to help our customers increase the
conversion rate of consumers to
borrowers from their website and in
turn increasing the ROI/Profitability
of their online lending channel.
We will continue to enhance our
strategic partnership with Integrations
to even more mortgage technology
providers to help our customers save
money. This will create additional
production efficiencies in the back
office, including loan officers taking
more
applications
online
and
processors
collecting
borrowers
documents securely.
We are committed to providing our
customers with dynamic solutions. v
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Must Haves When Building
A Financial Services
Over time, I’ve keyed in on a few specific factors that set a
successful site apart from one that does not serve a company
well…or at all.
BY BRIAN GREENBERG

It's

an amazing feeling when someone

contacts your business through the company
Web site and is completely sold during the
telephone follow up. Unfortunately, countless
professionals end up losing business because
their Web site is poorly designed and does
not utilize an efficient process for generating
and capturing leads. I have made a living
selling life insurance through my own Web
site and have also worked as an Internet
marketer building and optimizing hundreds
of Web sites for other business owners.

Over time, I’ve keyed in on a few
specific factors that set a successful
site apart from one that does not serve
a company well…or at all. The
following are five of the most
important elements to include on your
Web site to successfully build a
business and a favorable online
reputation in kind.
Professional Design
As a business professional, you must
always put your best foot forward to
not only attract clients but also to
inspire confidence and trust. A Web
site is a business card, a Yellow Pages
advertisement, a brochure, a sales kit,
a lead engine and so much more. For
many, professional Web design is
simply a re-allocation of marketing
dollars, and the money spent on your
site will likely result in a better ROI
than any other type of advertising or
communication strategy.
How much should you invest in
professional Web development? That
depends. The cost of developing a
Web site can range from a few
hundred dollars to over $30,000, and
that can be for a simple 10 to 20 page
site. While you certainly don’t need to
spend tens of thousands of dollars, be
prepared to budget between $1,500 to
$5,000 for a professional Web site in
the financial field. While it might be
tempting to save money by
outsourcing the project overseas, keep
in mind Web development is one area
where you absolutely get what you
pay for.
For the majority of financial
professionals, I always recommend
Wordpress Web sites. Wordpress is a
Content Management System (CMS),
which basically means it utilizes a
comprehensive template to use for
your Web site. Wordpress is the most
common CMS solution available so
finding designers and developers at a
low cost is easy. When it comes to
hiring a Web designer, it helps to
choose a designer who has a portfolio
of sites that resonates with you.
If you tend to be a do-it-yourselfer,
this is not the time to dive into Web
design and development. Your time is
much better spent focusing on other

aspects of Internet marketing and
Search Engine Optimization (SEO) to
drive prospects to your Web site. Just
a few years ago the Internet was
flooded with Web sites just clamoring
to rank for certain keywords in
Google. If you plan on trying some
type of marketing plan to trick Google
into ranking your Web site, I have bad

shots typically cost between $100 and
$250, and can be professionally edited
in Photoshop as needed.
Display Trust Signals
The e-commerce industry knows
better than anyone that trust is a huge
issue on the Internet. Utilizing Trust
Seal graphics serve as a risk reliever

The e-commerce industry
knows better than anyone that
trust is a huge issue on the
Internet.
news for you: it doesn’t work
anymore. The way to be found on the
Internet and distinguish your site from
spammers is to simply be transparent.
Let customers know that you are a real
business with real people. One of the
best ways to do that is through your
“About Us” company page.
About Us Page with Executive
Headshots
The About Us page is one of the
most important pages on your Web
site, especially for those who are
considering doing business with you.
Don't be afraid to use at least 500
words on your about page to convey
something personal about you and
your business. How did you get
started? What do you specialize in?
What do you believe in? It doesn’t
take much, but not having an About
Us page is a sure-fire way to lose a
potential customer.
Also, make sure to include
professional headshots on your about
page. Executive headshots of you and
your staff let visitors know you are a
real company with real people. This
small thing can put you above many
other financial Web sites that don’t
include such information. People are
very wary of things they find on the
Internet so the more legitimate you are
perceived the better. Executive head-

that can increase conversions by up to
10%. In fact, surveys of online
shoppers show that one of the most
stated reasons for leaving a Web site
is the absence of trust seals. There are
specific trust seals you should be
displaying on your financial Web site
including those from the Better
Business Bureau, an SSL certificate, a
malware scan seal, Chamber of
Commerce membership, NAIFA,
Trusted Choice, and even a custom
guarantee seal. Trust seals can be
expensive as you will be required to
become a member of these
organizations, however, they provide
ancillary member benefits beyond the
ability to display the digital seals on
your Web site. You don’t need to
display every trust seal, though having
none at all will certainly not help you
build a strong online reputation.
Testimonials and Reviews
I love testimonials and reviews. So
do prospects. Customers want to know
you're competent, and one of the best
ways to convey this is to let your
current or past customers and business
partners do it for you. The easiest way
to start off is by getting testimonials,
including permission to publish them.
While there are no shortage of
methods used to procure feedback
from customers, I’ve personally found

that the best way is to simply call
them. Make it easy on your customers
and have them give you a testimonial
right there on the phone. Take notes
during the call and have your
customer sign off on what you have
transcribed. Best to have them send a
follow up note indicating their explicit
approval that you can keep on file.
Displaying reviews is a bit trickier.
There are several new review plugins
you can use on your Web site,
although most if not all require
monthly fees. The most valuable
social proof is from third party review
platforms such as Google, Yelp, BBB,
and Yellow Pages. They provide the
most benefit because they are not
under your control. A great strategy
for leveraging these platforms is to ask
customers that you already know love
your service to post a review for you
on one or more of these sites. Just be
careful that you do, in fact, offer a
great service because negative reviews
on some of these sites can be
devastating to your online reputation.
Contact Information
I have been an editor in charge of the
life insurance category, the industry in
which I work, at dmoz.org--Google’s

online directory--for many years, so I
see just about every insurance Web
site submitted for inclusion. It’s
astounding how many of these
financial professionals build a Web
site and then neglect to put a physical
address anywhere on it. I know many
financial professionals work from
home these days but there is nothing
wrong with listing your home address
on your site. Even worse are the sites
that do not even provide an email
address. Instead, the only way to
contact the agent is through a contact
form. I understand people are
attempting to avoid getting spammed
and that people want their privacy, but
the whole point of your business site
is to have people contact you. I have

had my email address displayed on my
site for years and I do get my fair
share of spam, but this is handled
exceptionally well by the spam and
junk filter that comes with my email
system. Your Web site is a tool to
allow your potential customers to get
to know you and your business.
Appearances and authenticity goes a
long way on the Internet so don’t hide.
Today’s consumers downright
expects financial professionals to have
a strong online presence and the
quality of a Web site can either bring
in more business or drive customers
away. It’s as simple as that. Your Web
site is a direct reflection of you and
your business so spend the time and
resources to get it right. v
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