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Stephen and 
Judy Margrett 
talk candidly 
about how to get 
new origination 
business in  
a declining 
mortgage market.

New Market
Dynamics

Executive Interview

WE all know that origination volume is predicted 
to decline by 40% this year. More and more 
lenders are turning to retail for means of 

oversight and quality control. So, if lenders are doing 
more to get their hands on less volume in a world 

mired with more and new regulation, how can 
they do that effectively? Surely automation has 
to be part of the answer.

Beyond technology, lenders have to do a better 
job of cultivating relationships with new and 
existing borrowers. Stephen and Judy Margrett 
of The Turning Point turn this dilemma into a 

competitive advantage for lenders. They share 
their thoughts on how you can take advantage of 
new market dynamics here:



Q: When people think of automation to win the 
battle for the borrower they think of CRM, but 
how do you define CRM? And how is that differ-
ent from what your company offers?

STEPHEN MARGRETT: You define CRM 
with great difficulty. You could ask 
100 people that question and get 100 
different answers. CRM is fundamen-
tally about managing and enhancing 
business relationships. 

A lot of people in the mortgage 
space see it as a list where you tell the 
system something about each person in 
that list and enter a command for the 
system to take certain actions as it per-
tains to those people in the list. That’s 
great, but it doesn’t do anything for 
compliance.

We offer CRM embedded in a more 
powerful context. What do I mean by 
power? The system uses business rules 
that helps the user identify an opportu-
nity. The system goes on and executes 
to address that opportunity. The user 
does nothing. 

The other dimension is that in today’s 
mortgage market it is too dangerous to 
let loan officers just go off and do their 
own thing. There has to be corporate 
oversight. We allow our companies to 
set permissions and we provide real-time 
audits, as well. 

Compliance is almost the only word 
that matters in the mortgage industry to-
day. We offer a compliance-centric mar-
keting tool that is fully automated.

JUDY MARGRETT: CRM has come to be 

known in the mortgage industry as a 
data management or a contact manage-
ment tool. It holds information about a 
customer that you can view and use to 
reach out to those contacts in the fu-
ture. We say that you need mortgage-
specific CRM. 

What does that mean? Everything is 
integrated with mortgage rules. The sys-
tem reads data, understands that data and 
knows what functions to do next. All of 
that is surrounded by accountability, con-
trol and compliance. The system tells you 
who can say what and what they can say. 

In contact management systems you 
can’t hold graphics and html and have 
everything dynamically come together 
with the right LO, with the right state 
disclaimer, etc. Those platforms are one 
dimensional. So, many lenders will build 
other functionality on top of this system 
to do all that they need it to do. 

In our system it can feed data from 
any system, hold all the graphics, per-

missions and legal procedures, and com-
municate all that out to the lender and the 
borrower. 

Mortgage-specific CRM needs to 
dynamically deliver for your institution 
so you get that business.

Q: This all boils down to helping lenders get 
new business. What do lenders have to do dif-
ferently today to get new business?

JUDY MARGETT: Historically we had a lot 
of different loan products to choose 
from. Anyone could get a loan and there 
weren’t many restrictions. 

However, the smarter bankers and 
lenders always placed an emphasis on 
customer retention. The battle for the 
borrower has changed because the mar-
ket has shrunk. 

What do I mean? There aren’t as 
many loan products or qualified borrow-
ers, so you better hold on to as many ex-
isting borrowers as possible. You have to 
nurture loyalty and referrals. 

The lender that wins will be con-
stantly communicating with the cus-
tomer, but they’ll also be controlling that 
communication.

STEPHEN MARGRETT: Mortgage did not look 
on marketing as significant and life was 
easy when the boom was going on. You 
could always make a good living in the 
mortgage industry. 

What has most fundamentally 
changed is that we are back to a place 
where it is much more difficult to find 
and keep a customer. You can’t leave this 
to loan originators anymore, you need 
marketing experts. 

You can’t win the battle for the bor-
rower by brow-beating borrowers, you 
have to have good tools provided by 
marketing specialists.

JUDY MARGETT: Lenders also have to 
deal with a 60% attrition rate. There’s 
awareness that they need content con-
trol and brand control. 
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Industry PredIctIons
Judy Margrett thinks:

1Mortgage lenders are looking for tech-
nology solutions because technology 

means efficiency and every lender wants 
to be as efficient as possible.

2Lenders need to have more control and 
oversight over their business because 

they have no choice given new regulation.

3Lenders also recognize that their 
operation is too siloed and they are 

looking to bring their information together 
in one location.

Judy Margrett is President of The Turning Point, Inc. The company’s flagship 
product is MACH3, a mortgage-specific CRM and automated marketing 
engine. With more than 20 years’ experience in mortgage banking, Judy 
was an early advocate of technology-based marketing solutions, espe-
cially for nurturing key business relationships. Recognizing the demand 
to maximize resources within business enterprises, she works closely with 
industry leaders to guide The Turning Point’s development of advanced mortgage-specific 
solutions. She can be reached via e-mail at judy.margrett@turningpoint.com.
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They need to know how their com-
pany is communicating to the borrower 
and what offers are being made. The en-
vironment has to be more controlled. 

Further, with new regulation lenders 
have to have a record of all their com-
munication. When you can control and 
automate marketing you can ensure con-
sistency and control. 

You can’t just offer originators tools 
and say, “Good luck, do what you need 
to do to bring more business.”

Q: So, how has your offering changed as the 
demands on lenders have changed?

STEPHEN MARGRETT: The vision is that there 
are three dimensions to the solution. You 
need to start with sales so loan officers 
can access solutions that help them do 
their job better. 

Second, you have a process di-
mension that links the opportunity to a 
mechanism that can take advantage of 
that opportunity. 

Third, you have the corporate di-
mension so all the players can all play 
their part and see what’s going on with 
everyone else. When you’ve done all that 
where do you go next? 

We will all be driven by our clients, 
but we are also driven by new regulation 
coming out of Washington, as well. 

Further, I predict that advances in 
technology like mobile will be signifi-
cant. We have to take an interest in all 
these factors so that our clients don’t 
have to. My motto is: Give me more 
data and I’ll give you better quality 
marketing. 

We’ll integrate with new data sourc-
es to make marketing more powerful. 
We’ll also integrate to various lead gen-
eration players. 

JUDY MARGRETT: For example, we integrate 
to various AVMs. Why is that important? 
If you’re going to make an offer to an ex-
isting client you need to know the value 
of their home. You don’t want to reach 

out to a borrower if you can’t make them 
a true offer. 

Also, in our library now we have 
templates for social media. The com-
pany also needs to control these types of 
conversations. You need to do things like 
texting, facebook or twitter. As technol-
ogy moves on, lenders and technologists 
have to move. 

You have to drive your business in 
new areas all the time. You need to say 
I like that and have the tools to move on 
that new technology and still have all the 
necessary controls to ensure compliance 
at the same time.

Q: If you could leave our readers with one busi-
ness opportunity tip, what would it be?

STEPHEN MARGETT: The tip that I would 
share is that you need to work with a 
technology solution that has as much 
data in it to alert you to opportunities that 
you may not be able to think up yourself. 

You need to realize that technology can 
do a lot of that thinking for you. 

Further, the technology needs to ad-
dress that opportunity and execute. The 
quality and quantity of data will drive 
that level of automation and ultimately 
help you win the game.

JUDY MARGRETT: You have to use technol-
ogy to automate and control your mar-
keting. If your top 5 originators are do-
ing the bulk of the business, you need to 
automate their activities. 

The technology should help them 
deliver communication in a consistent 
way. When you do that you are elevating 
your brand and all your LOs, not just a 
few at the top. 

You don’t want to lose personaliza-
tion, but you want to drive brand con-
sistency and better business back to the 
point-of-sale. 

How do you do that? Reach out and 
utilize the technology that is now avail-
able to you.

STEPHEN MARGETT: I read an article entitled 
“IT Meets Marketing” and it was fasci-
nating. What staggers me is that it was 
treated as something new.

The fact is, I guess, that for most 
people it is something new. The notion 
of technology doing something for the 
marketing world is relatively new. 

Why is that? Because marketing 
isn’t defined. However, IT is finally com-
ing to the aid of marketing. We all need 
to wake up to the fact that technology 
sure can help. ❖

Executive Interview
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Industry PredIctIons
Stephen Margrett thinks:

1Customers won’t be beating a path to 
lenders’ doors any longer: action will 

be required to drive them there.

2Marketing technology will come into 
its own as the only efficient means 

to implement and manage the required 
action.

3Regulation will impose increasingly 
stringent compliance demands on all 

aspects of mortgage operations, including 
marketing.

Stephen Margrett is CEO of The Turning Point, Inc. The company’s 
flagship product is MACH3, a mortgage-specific CRM and automated 
marketing engine. With a master’s degree in consumer behavior 
from the University of Minnesota, Stephen has been in the field of 
relationship marketing for more than 25 years. In 1986, he created 
Europe’s first full-service, data-driven marketing agency and managed 
it until the mid-1990s, when he moved to the United States. He can be reached via e-mail 
at stephen.margrett@turningpoint.com.
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