
Future trends - By roger gudoBBa

The Landscape
How do you get ahead in business today? First, think: Is your organization a 
worthy competitor?

The mortgage industry will be facing some turbulent and possibly chaotic times. The uncer-
tainty caused by the down economy, slow to recover housing market, pending regularity 
changes, the national elections all contribute to making lenders and vendors uncomfortable 

with making changes. 
However, there are also some signs of hope, as well. CoreLogic data shows that as of April 2012, 

shadow inventory fell to 1.5 million units, or four-month’s supply and represented just over half of 
the 2.8 million properties currently seriously delinquent, in foreclosure or REO. The four-month’s 
supply of shadow inventory is at its lowest level in nearly three years. It parallels the unsold months’ 
supply of non-distressed active listings that hit a more than five-year low in April, falling to a 6.5-
months’ from a 9.1-months’ supply just a year ago. Of the 1.5 million properties currently in the 
shadow inventory, 720,000 units are seriously delinquent (two months’ supply), 410,000 are in some 
stage of foreclosure (1.1-months’ supply) and 390,000 are already in REO (1.1-months’ supply). 

Regardless of the positive outlook when it comes to shadow inventory or the not-so-positive 
outlook when it comes to new regulation continuing to hit our space, everyone realizes that in order 

to compete in the future they need to be better.
The reality is that competing for prospects 

and retaining customers will get tougher. Lend-
ers also have to understand that some of their 
competitors may be able to invest in technolo-
gy and process improvement for their products 

and services. So, what should they do in response?
Look at your company the way a prospect or current customer might. Ask yourself questions 

like: Do you use a myriad of topical buzz words and phrases such as “the best in the business!” 
“Great customer service!” “The latest innovative technology!” What makes you better? What makes 
you different? Do you differentiate yourself on value added or just on a lower price? Actually, you 
should do both. Be honest with yourself. Identify something that is new, better or different. How 
does that differentiate you from your competition?

We live in a business environment that encourages competition. If the truth be known, your 
competition is your best friend. The fact is successful competitors tend to meet on a more common 
ground, sometimes collaborating, sometimes competing.

Why competition is a good thing. Following are some excerpts from an article published by Noah 
Parsons, COO of Palo Alto Software in 2008. It has stood the test of time and is still true today. The 
article says:

>>> Competition validates your idea. You know you have a good idea when other people are 
coming up with similar products or services. As the old saying goes, “Imitation is the highest form 
of flattery.” Competition validates the market and the fact that there are most likely customers for 
your new product. 

>>> Competition helps educate your target market. Being first-to-market can be a huge advan-
tage, but that also means that you will have to spend way more than the second-to-market player to 

Competition is not only good, it is to be 
expected in the market today.
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educate the market about your new solution to a given problem 
or your new approach to certain services. This is especially 
true for businesses that are extremely innovative. These first-
to-market businesses will be facing customers that didn’t know 
that there was a solution to their problem. These potential cus-
tomers might not even know that they have a problem that can 
be solved in a better way. These first-to-market companies will 
have an uphill battle to educate consumers – an often expen-
sive and time-consuming process. The second-to-market will 
enjoy all the benefits of an educated marketplace without the 
large marketing expense.

>>> Competition pushes you. Businesses that have little or 
no competition become stagnant. Customers have few alterna-
tives to choose from, so there is no incentive to innovate. Con-
stant competition ensures that your 
marketplace continues to evolve and 
that your product offering continues 
to evolve with it.

>>> Competition forces focus 
& differentiation. Without com-
petition, it’s easy to lose focus on 
your core business and your core customers and instead start 
expanding into areas that don’t serve your best customers. 
Competition forces you and your business to figure out how 
to be different than your competition, how you can focus on 
your customers. In the long term, competition will help you 
build a better business.

>>> Don’t knock the competition. The shortcut to success 
is putting your competitor down, thereby making you look 
better. Make no mistake; that approach is a shortcut. NEVER, 
NEVER, NEVER say anything bad about a competitor. I re-
member many, many years ago an IBM salesman saying, “They 
are a worthy competitor but I believe we are better because ...” 
I’ve never forgotten that and have adopted that philosophy ever 
since. When you knock the competition, you are being nega-
tive. You are also lowering your perceived value and you are 
turning off the prospect or customer. Any prospect or customer 
with a semblance of fair play will resent it. They don’t want 
to hear how bad the other company is, they just want to know 
what you can do for them.

Also, if you speak highly of your competitors, then your 
prospect or customer will never have to worry about what you 
say about them behind their back. When you speak openly 

about your competitors, it shows the confidence you have in 
your product, service or solution. When speaking of the com-
petition, be genuine, this confidence will breed confidence. 
If you believe your solution has been misrepresented to the 
prospect by a competitor, don’t disparage the competitor. Just 
state the facts that show their assertion to be false. If you suc-
ceed in destroying all your competitors, you are destroying 
your market.

Focusing too much on your competition, however, is a bad 
thing. Here’s why I say that:

>>> It stifles creativity. If all you do is track your competi-
tion and do endless competitive analysis, you won’t be able to 
come up with original ideas. You will end up looking and act-
ing just like your competition. Focus instead on how you can 

provide the best service possible and 
spend your time talking to your cus-
tomers and not your competition.

>> It keeps you from focusing 
on your customers. Following your 
competition means that you aren’t 
focusing on your customers and what 

they want – you’re focusing on how your competition serves 
its customers. Instead of spending time figuring out how you 
can better serve the next prospect so that they become a life-
time customer, a reference, a referral source, you are becoming 
a copycat. 

You have to keep your eye on the prize: helping your po-
tential client. It’s also important to remember that every busi-
ness has competition, even if it is not direct competition. There 
is always an alternative method to solve the problem you are 
solving, even if your idea and solution is revolutionary. For 
example, initial competition to the car was the horse and buggy 
(or plain old walking).

So, instead of focusing too much on the competition, fo-
cus more on solving real industry problems. As you grow your 
business, it’s critical to understand how your customers cur-
rently solve the problem you are addressing. This will help 
you focus your marketing and really address your customers’ 
true needs.

The key to winning market share is to differentiate your or-
ganization by providing products, services or solutions that your 
best prospects will find more desirable that what’s offered by 
your closest competitor. Learn to be gracious, win or lose. ❖

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.

Knocking the 
competition destroys 
your credibility.

21      Tomorrow’s Mortgage Executive           


