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Editor’s NotE

A Good Sign?

The industry is still talking about the Mortgage Cadence acquisition of Prime Alliance. In fact, we’ve talked about Mortgage 
Builder acquiring GCC, D+H acquiring Avista Solutions and Ellie Mae acquiring DataTrac, all in the past few months. There 
have been a lot of acquisitions and I expect that more are on the way.

What struck me about the Mortgage Cadence deal is how it was described. I asked executives from both sides of this deal to put 
it into larger context. “The market has changed dramatically,” pointed out Joe Brancucci, founder, chairman, and CEO of Prime 
Alliance Solutions, Inc. “Credit unions are seeing their market share increase. We think that this trend will continue as consumers 
look for a trusted advisor. This acquisition is about offering a state-of-the-art platform to prepare the client for the future.”

“This is about two innovative companies coming together,” added Michael Detwiler, chief executive officer and chairman of 
Mortgage Cadence. “This is about offering the best customer service. We are very optimistic about the future of the lending space. 
We continue to see clients look for true innovation vs. just maintaining the status quo. That’s what we’re achieving here.” 

This took me by surprise. When I ask the acquiring company why they bought this new company they usually say something 
like, “Their roster of customers includes some of the biggest and most respected lenders in the country. With this acquisition 
nearly a third of all residential mortgages originated in the United States will be able to flow through our combined system.”

Or they might say, “This acquisition is fully aligned to our strategic approach – in fact, customers have told us unequivocally 
that they want us to extend our offering. With this acquisition we’ve added a fast-growing LOS business featuring proven 
capabilities that are highly synergistic to those that we offer. Together, we now support the entire mortgage origination process 
for U.S. lenders and provide customers with a comprehensive suite of products that enable efficient, effective growth from 
origination through to closing.”

In other words, they talk about acquiring market share or being end-to-end. The executives at Mortgage Cadence however 
rejected this usual talk and instead talked about customer service and innovation. Is this just talk? We’ll have to see, but even 
just talking about innovation is a good thing in my book. ❖

Tony Garritano 
tony@progressinlending.com

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

For starters, focusing on the mortgage  
“product” is absolutely the wrong approach 
when it comes to identifying the “best”  
mortgage for a Borrower.

Your Voice - BY Jeff Wirsing

More To Ponder

We’ve all read articles, or heard mortgage gurus, promote the general concept that mort-
gage originators should “educate” their customers. The concept has even taken form in a 
variety of provisions found in Dodd-Frank and the over-riding purpose behind much of 

the CFPB. The assumption being that a better educated and informed Consumer will lead to better 
decisions and less defaults. And I agree. Where I differ though is in the specifics of how to educate 
mortgage Borrowers. 

We all know that Consumers want the “best” mortgage. And presumably, Originators are rec-
ommending what they believe is the “best” mortgage. The problem is that no one has ever defined 
what the “best” mortgage is. That’s a huge problem. So let’s begin analyzing what it means to 
recommend the “best” mortgage.

The “BesT” MorTgage

But first, let’s clarify something. If, as a mortgage originator, you are merely focusing on com-
paring apples to apples (i.e. a 30-year fixed 
loan against another 30-year fixed loan) the 
analysis is pretty simple. All other things 
being equal ... a lower interest rate is bet-
ter than a higher interest rate. Lower fees 
and closing costs are better than higher fees 
and closing costs. If (as an Originator) that’s 
as far as you take the analysis you are part 
of the 95% of mortgage originators that are 

failing to truly help Consumers identify the “best” mortgage.
For starters, focusing on the mortgage “product” is absolutely the wrong approach when it 

comes to identifying the “best” mortgage for a Borrower. The mortgage “product” is just a tool. 
It’s like comparing a hammer to a screw driver. Neither is good or bad, they just do different things. 
And depending on what is needed, one will do the job better than the other. The question then be-
comes: “What is needed?” “What’s the job?” “What are the over-riding objectives and goals that 
every Borrower has?”

The answer

The answer to these questions is simpler than you think and can be condensed down to just four 
commonsense, easy-to-understand and universally accepted concepts which embrace the core fi-
nancial needs of virtually everyone. I call these four concepts the GreenBar STANDARD and they 
represent what a person, who wishes to be financially responsible, should be doing if they intend 
to meet their debt obligations, be financially responsible, self-reliant and prepared for retirement. 
The four parts of the GreenBar STANDARD are:

>>> Manage your day-to-day financial life by maintaining an emergency reserve or cash cush-
ion to avoid living paycheck-to-paycheck and to be able to be pro-active rather than re-active.
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>>> Strive to eliminate and stay rid 
of non-mortgage consumer debt that 
will steal away money that could oth-
erwise be saved and invested.

>>> Create a sustainable savings 
plan.

>>> Endeavor to own a home and 
put yourself in a position to pay off 
the mortgage in the shortest possible 
time.

So, the “best” mortgage is the prod-
uct which, above all others, provides 
the Borrower with the cash flow which 
helps them achieve the four criteria of 
the GreenBar STANDARD the fastest. The GreenBar STAN-
DARD represents and embraces the core financial needs of 
EVERY homeowner and is the simple and commonsense 
educational platform and teaching tool that the mortgage in-
dustry needs to embrace in the future.

reshape our space

Now, I’ll tie everything together and show how Originators, 
and the mortgage industry, can move beyond just originating 
mortgages to actually changing people’s lives and rebuilding 
America. 

I believe that one of the major roadblocks to positive 
change is that Americans are losing their personal battle to 
achieve an acceptable level of financial stability. This is the 
direct result of being taught to “keep up with the Jones” and 
that having it now (even if you have to put it on a credit card) 
is “priceless”. Over time, the good habits that early Ameri-
can’s embraced have been breed out. 

As a society, the “great American experiment” (as 18th 
century England referred to it) is failing because Americans 
are increasingly dependent on the benefits and entitlements 
from which the politicians derive their power and use to con-
trol votes. Consequently, Americans can’t stop themselves 
from voting short-term to protect their immediate self-inter-
ests at the expense of their long-term interests and values.

As a group, Americans have lost their power to force poli-
ticians to legislate long-term. For millions of Americans, bal-
ancing the federal budget is second or third on the list, after 
making sure that what-ever benefit, entitlement or pet issue 
they want gets approved. Therein lays the problem.

Until such time as more Ameri-
cans become financially self-reliant, 
and capable of weathering the effect 
of forcing politicians to make tough 
fiscal decisions, the expectation that 
politicians will act sooner, rather than 
later out of forced and painful neces-
sity, is fantasy. Until change comes 
about Washington will continue as-is 
and use every crisis as an opportunity 
to further the interests of individual 
politicians.

The solution then is to help Ameri-
cans re-establish a “thrift” mentality 

whereby they stop living for today at the expense of tomor-
row. Expecting politicians to be fiscally prudent and plan for 
the future, when the majority of their constituents are not, is 
unrealistic. It’s like expecting a drug dealer to stop selling 
drugs when all a drug dealer hears are voices of people need-
ing what he is selling.

Change will come about when people don’t need what the 
government is offering. The solution is to help Americans 
hang on to more of the money that comes to them. And that’s 
where the mortgage industry can step in and help.

Over 65% of Americans own a home. Eighty percent of 
wealth in America is created through real estate (i.e. home 
ownership). Clearly home ownership and wealth creation go 
hand-in-hand and a solution which brings together prudent 
financial decision making and homeownership makes sense.

The mortgage industry in an incredible position to rebuild 
and re-energize itself with a new purpose, mission and goal 
... based on being 100% focused on helping Americans re-
claim the American Dream of home ownership by promoting 
an origination process which establishes a universal defini-
tion of what the “best” mortgage product and strategy really 
means ... which incidentally, embraces thrift as a core Ameri-
can value, the value of being financial self-reliant and the re-
sponsibility of being prepared for retirement. 

I invite the entire mortgage industry to join me in promot-
ing a new, re-vamped, consumer-centric origination process 
which endeavors to re-establish the significance of the real 
estate, and real estate finance industry, as a driver of the econ-
omy as well as empower all Americans to restore America to 
greatness. ❖

Jeff Wirsing is President and Co-Founder of GreenBar America LLC. GreenBar offers a new mortgage loan pre-qualifi-
cation system that mortgage originators will use with every person in the U.S. that seeks to finance a home. The program, 
called GreenBar, guarantees that the mortgage decision puts the Borrower in the safest possible financial position.

Expecting politicians 
to be fiscally 
prudent and 
plan for the 

future, when the 
majority of their 
constituents are  

not, is unrealistic.

9      Tomorrow’s Mortgage Executive           



Performance Improvement. 
Customers receive and return 
documents instantly, reducing 
the loan cycle by four or more 

days and improving quality.

20% 75% 100%
 

Cost savings. 
Electronic exchange 

eliminates paper, handling, 
and postage costs, while 

providing a complete record.

 
Compliance. 

A hands-off print and mail 
feature reduces risk and 
ensures that customers 

always receive the document.

Get more than just eSignatures
Get results

Saving a copy of the 
document on your compuer 
is easy. Hit the print button. 
When the document comes 
up in Adobe reader, save a 
copy from there.

Expedite Inbox
One place. One relationship. Always secure.

SETTLEMENT DISCLOSURE  

Page 5 of 5

Last Login: 5/10/12 at 9:15 a.m.

For more information visit www.elynx.com or call 800.466.5969



Steve Deblasio is a mortgage industry veteran and the National Channel Sales Manager at Axacore. His experience 
encompasses an extensive nearly 20 year background in the mortgage and consumer lending industry.  Since 1996, 
Axacore’s EDM for mortgage has provided lenders with a ready-to-deploy platform.

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

If and when you decide to research a 
new LOS, it’s important to consider the 
underlying technology of key 
components such as EDM.

RecoveRy Tips - By sTeve DeBlasio

Are You Keeping Pace?

On behalf of a provider of imbedded Electronic Document Management (EDM) platforms for 
the Mortgage Industry, I can report that of the record setting number of lenders looking for a 
new LOS, many are requesting certain features that are built on specific technologies in lieu of 

technologies often found in natively built end-to-end LOS solutions.
Those of us in the EDM for mortgage space realize this trend presents both a challenge and opportu-

nity for those seeking out a new LOS. The traditional native built end-to-end solutions that are being ag-
gressively marketed as ”having it all” haven’t been able to keep pace with technology improvements. In 
fact, many lenders realize that these systems are missing the mark on several key functions. Even if you 
deal with one vendor/one bundled price, it’s often difficult to find experts to help you with each com-
ponent of the all-in-one solution since your support call will be handled by their all-in-one help desk. 
Unfortunately, lenders who are lured into this trap often do not see the problems until it’s too late.

Despite some pitfalls, lenders have been reticent to adopt multiple third party vendor/add-on systems 
that historically have led to disparate or loosely coupled modules that do not perform optimally and also 
tend to be a resource drain. The lender’s IT staff often find it cumbersome if not impossible to work with 
multiple vendors due to lack of knowledge and/or customer support of what is inside the others silo. 
This model has also proven to expose many security risks and challenges.

Decision makers are left with the following conun-
drum; End-to-end, natively built systems appear to be 
falling behind technology improvements, while mul-
tiple third-party vendor/add-on systems could increase 
IT workloads and present security and compliance con-
cerns. There is another option.

In our case, Axacore has been collaborating with 
LOS providers for 16 years to help break down tradi-
tional stereotypes and unpalatable either/or scenarios 

for EDM. The strategy is morphing from attempting to provide a natively built end-to-end system to 
utilizing specific technologies to increase market share without having to repurpose critical resources.

Imbedding proven technologies such as an EDM platform enables LOS providers to leverage exper-
tise and technical support that they otherwise would not be able to access. The key to success is work-
ing with purpose built platforms that have a specialized solution designed to be imbedded and built on 
flexible, modern technologies. Trying to repurpose an end-user solution as an imbedded solution rarely 
works and leads to the previously mentioned problems. 

If and when you decide to research a new LOS, it’s important to consider the underlying technol-
ogy of key components such as EDM. In addition to the platform, confirm that the LOS is taking full 
advantage of the available API’s and Toolkits. Think about it, Intel has been developing computer chips 
for years. Their chips are distributed to PC makers who imbed the chip into their end product. There is 
an obvious reason why the PC makers do not build their own chips. This is the same reason that LOS 
companies should stick to their core competencies and build on available technologies. ❖
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According to the CoreLogic April Home Price Index 
(HPI) report, Home prices nationwide, including dis-
tressed sales, increased on a year-over-year basis by 1.1 

percent in April 2012 compared to April of last year. This was the 
second consecutive year-over-year increase this year, and the first 
time two consecutive increases have occurred since June 2010. 
On a month-over-month basis, home prices, including distressed 
sales, increased by 2.2 percent in April 2012. This marks the sec-
ond consecutive month-over-month increase this year. Excluding 
distressed sales, prices increased 2.6 percent in April 2012 com-
pared to March 2012, the third month-over-month increase in a 
row. The CoreLogic HPI also shows that year-over-year prices, 
excluding distressed sales, rose by 1.9 percent in April 2012 com-
pared to April 2011. Distressed sales include short sales and real 
estate owned (REO) transactions.    

Beginning with the April 2012 HPI report, CoreLogic is 
introducing a new and exclusive metric—the CoreLogic pending 
HPI that provides the most current indication of trends in home 
prices. The pending HPI indicates that house prices will rise by 
at least another 2.0 percent, from April to May. Pending HPI 
is based on Multiple Listing Service (MLS) data that measure 
price changes in the most recent month. 

“We see the consistent month-over-month increases within our 
HPI and Pending HPI as one sign that the housing market is sta-
bilizing,” said Anand Nallathambi, president and chief executive 
officer of CoreLogic. “Home prices are responding to a restricted 
supply that will likely exist for some time to come—an optimistic 
sign for the future of our industry.”

“Excluding distressed sales, home prices in March and April 
are improving at a rate not seen since late 2006 and appreciating 

at a faster rate than during the tax-credit boomlet in 2010,” said 
Mark Fleming, chief economist for CoreLogic. “Nationally, the 
supply of homes in current inventory is down to 6.5 months, a 
level not seen in more than five years, in part driven by the ‘locked 
in’ position of so many homeowners in negative equity.”

The report also indicated that:
>>> Including distressed sales, the five states with the highest 

appreciation were:  Arizona (+8.8 percent), District of Columbia 
(6.4 percent), Florida (+5.5 percent), Montana (+5.4 percent), and 
Utah (+5.4 percent).

>>> Including distressed sales, the five states with the great-
est depreciation were: Delaware (-11.9 percent), Illinois (-6.8 per-
cent), Alabama (-6.6 percent), Rhode Island (-6.2 percent), and 
Georgia (-5.6 percent).

>>> Excluding distressed sales, the five states with the high-
est appreciation were: Utah (+5.3 percent), Idaho (+5.1 percent), 
Mississippi (+4.7 percent), Louisiana (+4.6 percent) and Arizona 
(+4.6 percent).

>>> Excluding distressed sales, the five states with the great-
est depreciation were: Delaware (-10.1 percent), Rhode Island 
(-6.2 percent), Alabama (-4.4 percent), Vermont (-2.8 percent) 
and Connecticut (-2.3 percent).

>>> Including distressed transactions, the peak-to-current 
change in the national HPI (from April 2006 to April 2012) was 
-31.7 percent.  Excluding distressed transactions, the peak-to-cur-
rent change in the HPI for the same period was -23.3 percent.  

>>> The five states with the largest peak-to-current declines 
including distressed transactions are Nevada (-58.9 percent), 
Florida (-46.5 percent), Arizona (-46.5 percent), Michigan (-43.6 
percent) and California (-41.0 percent). ❖

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

Market Pulse

Stabilization May Be Starting
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Process ImProvement - By tony GarrItano

You Can Be More
In this market you have to really establish yourself as a thought leader that is 
unique. How do you do that? Here’s a thought:

As a parent you want your child to be the best that they can be. You want them to fulfill their 
potential. However, sometimes that is not easy. You have to think to yourself: What do I enjoy 
doing? What am I good at doing? What can I make a living doing? Those are tough questions. 

But with a little luck we all hopefully figure it out.
In order to reach your potential you have to strive for more. You can’t just be content. That won’t 

work. The same is true in business. You can’t just be one in the crowd. You’re special. So, how do you 
prove that you’re special? You dare to be more than just a software company. In this market lenders 
need knowledge to succeed. Gone are the days when anyone can be a broker or a loan officer and make 
millions. Today the loan officer needs as much knowledge as possible to close that deal.

As a result, vendors have to start using their technology to show that they have knowledge that 
others don’t. It can’t just be my technology is better. You have to differentiate yourself and position 
yourself as a unique source for all things the lender needs, including industry knowledge. For example, 
decisioning vendor launched the LoanSifter Available Mortgage Rate Index (AMRi), which is the 
mortgage industry’s first complete, real-time mortgage rate index that is based on same-day rates and 
the only index that provides a realistic idea of what borrowers typically pay for a loan. 

Three main characteristics set LoanSifter AMRi apart. First, it provides the most accurate depiction 
of current and historical mortgage rates available on the market. It is the only index based on same-day 
rates. Rather than using past sources of information, the LoanSifter AMRi’s indices are created by le-

veraging real-time data from 25 wholesale and correspon-
dent lenders. Second, the LoanSifter AMRi was created in 
partnership with the Federal Reserve Bank of Boston, one 
of twelve district Reserve Banks in the Federal Reserve 
System. Third, use of the LoanSifter AMRi is completely 
free of charge. 

The LoanSifter AMRi lists all relevant rate informa-
tion all on a single page. There are two indices presented: 
the prime rate Index (for 30-year fixed rate conventional 

mortgages), and the FHA rate index, which covers mortgages for “nonprime” borrower scenarios. 
Each index is updated daily to demonstrate the most current calculated rate a borrower would receive 
from the average lender, based on the system’s given par scenario.

LoanSifter AMRi provides real value to so many of the industry’s constituents– lenders, borrow-
ers, researchers, journalists and others – its significance is particularly broad. But most importantly, it 
personifies the definition of innovation – the creation of better and more effective products, processes 
and ideas. The LoanSifter AMRi provides an alternative, eliminating the industry’s need to rely on 
backward-looking data collection methods that rely on reported mortgage rate information, and re-
places it with actual rate quotes. It replaces a quasi-information source that does not provide a true 
comparison of typical points from week to week with a real-time accurate snapshot that allows for 
variances and adjustments.

How did AMRi come together? LoanSifter had recently partnered with the Federal Reserve Bank of 

Vendors have to start using their 
technology to show that they have 
knowledge that others don’t. It can’t just 
be my technology is better.
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Boston to assist the agency on its research 
projects—again, a unique partnership in 
and of itself, and one that was initiated 
long before the creation of the LoanSift-
er AMRi. As part of the Federal Reserve 
Bank of Boston’s initiative, Paul Willen, 
a senior economist and policy advisor in 
the research department of the Bank, and 
his colleagues at the Federal Reserve Bank 
of Boston developed a comprehensive and 
unique framework and methodology that 
mines the LoanSifter database for key 
trends in the mortgage industry.

When LoanSifter officials examined 
traditional indices of mortgage rates, they found glaringly ap-
parent flaws in the approaches that were being utilized which, 
unfortunately, compromised the resulting information. For 
example, rate indices such as the Mortgage Bankers Associa-
tion’s popular index, while useful, do not provide an accurate 
reflection of what is happening in the market in real-time. They 
provide information—it’s just not current information. Informa-
tion that is based on data from the recent past is helpful until 
real-time information is available. And once that switch occurs, 
it’s not long before the vehicles providing stale information are 
obsolete. AMRi solves this issue.

The point is that LoanSifter used its technology to be more, 
to be an industry resource for information. Similarly, origination 
vendor Ellie Mae released a new monthly report on the state of 
the origination market. The report draws its data and insights 
from a robust sampling of the significant volume of loan appli-
cations that flow through Ellie Mae’s Encompass360 mortgage 
management software and Ellie Mae Network. 

Going forward, the company intends to issue the Origination 
Insight Report on the third Wednesday of each month to pro-
vide fresh insight regarding the current lending environment for 
existing refinance and purchase mortgages. So, it doesn’t have 
to be as complicated as crafting a new index, it could be about 
reusing data that’s already flowing through your system in a new 
and unique way.

Here’s another idea: use your website to the fullest. In most 
cases your website is your face. It’s how people see you. So, why 
not use this technology to go further? There are a lot of interest-

ing things that you can do with a website 
to make it a destination site instead of just 
a pretty brochure. But you can’t just add 
a website feature that nobody cares about. 
What you need to do is add a feature that 
tackles a real industry problem, like the 
need to comply with new rules and regula-
tions for example.

The average mortgage lender is bur-
dened with new rules and regulations 
all too often. To make life easier for to-
day’s lenders, Compliance Systems Inc. 
launched a new website and Compliance 
Resource Center, or Compliance RC. The 

Compliance RC is designed to be a source for compliance infor-
mation, providing the mortgage industry with facts and critical 
insights on the compliance issues that have the potential to im-
pact your business. Here’s the details:

CSi’s new website, new branding, and the Compliance RC 
exemplify the company’s focus on compliantly documenting 
the financial transactions while mitigating the risk surrounding 
transactions to reduce resource expenditures, so that the lender 
can focus on their business and their bottom line.

“What’s critical is that CSi realized that we are providing 
value, but we’re not necessarily understood in the market,” 
pointed out Reid Smeda, Sr., president at CSi. “What CSi offers 
is so much more than just the docs. CSi is not just a document 
provider. So, because we have such insight, we are now open-
ing that up and exposing that to the industry through this new 
offering. 

In terms of who in your organization should take advantage 
of this, advised Mr. Smeda, “For smaller lenders maybe there is 
a compliance person that should visit the resource center. For 
larger lenders maybe there is an entire staff. As we see it, the 
compliance person will visit this resource all the time. But for a 
CEO, you need to have a pulse of this, too. 

CSi’s compliance professionals are constantly on alert for 
changes from a variety of sources, including legislation, case 
law, administrative rules, regulations, and other governing au-
thorities to help mitigate risk surrounding the transactions be-
tween you and your customers.

So, dare to be more. ❖

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.

In most cases 
your website is 

your face. 
It’s how people 

see you. So, 
why not use 

this technology 
to go further?
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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.
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Business strategies - By Michael haMMond

Do You Need A Tune-Up?
I know you may think getting started with social media is a drag, but it is 
becoming a must-do.

Sure social media is new and uncharted to some extent, but why miss an opportunity to grow 
your business? Other industries are making good use of social media, so why not mortgage? 
I think it’s because a lot of executives in our space just don’t know what to do. 

As I was reading this white paper called “Social Media Tune-Up” it got me thinking. What a 
great concept. When your car gets sluggish you take it in for a tune-up. Why should social media be 
any different? So, let’s talk more specifically about what you need to do.

First, let’s tackle Twitter. There is a certain nuance to Twitter; it’s much different from Facebook 
for example, and tends to attract a more diverse mix of active consumers waiting to learn about the 
newest products and latest trends. It is pivotal for companies to understand these nuances so they can 
craft an effective and interesting Twitter presence.

Here are some tips:
>>> Use your Twitter handle (@yourcompany) to promote your brand
>>> Twitter users who fill out their bio have over 6 times as many followers than those that 

do not
>>> Use non-diminutive words such as “expert” 

or “guru” for your job description that show your au-
thority and expertise

>>> Set up a page that lists all twitter handles of 
employees in your company

>>> Those who embed links to their blog, com-
pany website and other social networks on their twitter have 6 times more followers than those that 
do not

If you think about it this way, it is important for you to establish a relatively casual atmosphere 
on your Twitter account. This will create a more informal, personable and comfortable relationship 
with potential customers that encourages frequent engagement with your brand.

People on Twitter follow influencers and key experts in the industries in which they are inter-
ested. It is vital for you to establish relationships with industry leaders so that their followers (your 
potential customers) can learn about your brand through a resource they trust. Following thought 
leaders will help you find the inspiration for your own content creation and give you a chance to get 
in touch with active consumers in your industry.

Also understand that your followers will share whatever thoughts they have about you through 
Twitter. It is your job to highlight good behavior (positive reviews), address problems up front 
(complaints), and constantly promote your content. Star your customers’ best testimonials and put 
them on your “favorites” tab. Direct people who have questions about your company or, product to 
your favorites page. Answer questions about your industry directly; doing this will increase your 
credibility.

Also, any requests or complaints for support should be responded to promptly and accordingly. 
You can generate 4 times more re-tweets simply by requesting for them. Set up separate event sign-
up pages for any events that you want people to tweet-up for. The average twitter user sends out 

People on Twitter follow influencers 
and key experts in the industries in 
which they are interested.
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22 tweets each day. You should be Tweeting links to landing 
pages and blog posts. You can also Tweet to promote new tools 
and apps.

Your Twitter presence should be all about transparency and 
convenience. Your followers should be able to easily share 
whatever reactions they have about your blog posts, offers and 
company news so more hype and traffic starts to buzz around 
these materials.

Moving on to another social outlet, I know that you’re on 
LinkedIn, but are you using this outlet to grow your business? 
LinkedIn is a social community that enables you to make better 
use of your professional network by connecting to people you 
trust. With over 135 million users and 1.9 million businesses, 
LinkedIn is a great place to network professionally, find jobs, 
answer questions, and build thought leadership.

Business pages are called company pages on LinkedIn. To 
fully complete your profile you’ll need to get three recommen-
dations. You’ll also need to provide a general summary of your 
business. Showcase your products/services and recommenda-
tions from LinkedIn members. You should also post jobs, com-
pany messaging, outline career paths, showcase awards, etc. 
But remember: Practice the golden rule: start by giving three 
recommendations of your own.

LinkedIn company pages give you a platform to tell your 
company’s story, highlight products and services, engage with 
followers, and share career opportunities. Much like a person’s 
business profile, LinkedIn company pages provide a base from 
which your business can reach out to millions of other profes-
sionals and organizations on the network.

Like any social media site, it’s easy enough to set up your 
LinkedIn company page and professional profile, but you must 
then promote your brand to the LinkedIn community. Doing so 
will build up your professional network and your credibility. 
Prospects use LinkedIn as a resource to confirm the legitimacy 
of a business. This is reason enough to establish a presence on 
LinkedIn company pages.

Profiles that are 100% complete have a 40% better chance 
of networking success. What should you do on LinkedIn once 

you’re up and going? Here’s some ideas:
>>> Network and gain insight from top-level professionals
>>> Connect with at least 20 people
The completion bar next to your picture tells you what is 

needed to finish your company profile if you get stuck. Re-
member, executives from all Fortune 500 companies are on 
LinkedIn. Further, people with more than 20 connections are 
34 times more likely to be approached with a job opportunity 
than people with less than 5.

LinkedIn company pages provide a central place to store 
company information, but it is still up to you to build your net-
work. With millions of professionals, LinkedIn exposes small 
and medium-sized businesses to a vast repository of informa-
tion and opportunity. LinkedIn’s membership is growing every 
day. The sooner you start building your network, the sooner 
you will begin generating leads.

LinkedIn is like a 24/7 virtual tradeshow: never before has 
there been a greater opportunity for business networking. To 
make the most of this tool, you need stay engaged with your 
network by consistently monitoring posted questions and ac-
tively participating in industry groups.

Standard features of a LinkedIn group are discussions, in-
dustry news, and jobs. Try to analyze what topics your group 
members are interested in and post more on those topics. 
LinkedIn is used almost every day by the majority of its mem-
bers. You should be posting relevant content and interacting 
with your audience daily. Developing targeted buyer personas 
will help you focus your efforts on LinkedIn. Mid-level man-
agers to top-level executives utilize LinkedIn to network and 
promote their business. So set up a LinkedIn company page to 
network and promote your business.

Without question, LinkedIn is the most powerful business 
networking site, providing both individuals and companies the 
opportunity to connect with millions of like-minded profession-
als. Inbound marketing agency Hubspot found that user-gener-
ated traffic from LinkedIn generated the highest visitor-to-lead 
conversion rate at 2.74%, almost 3 times higher (277%) than 
both Twitter (.69%) and Facebook (.77%). So, get started. ❖

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.

LinkedIn is like a 24/7 virtual tradeshow: never before has there been 
a greater opportunity for business networking.
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Change is a loaded word. To some, it is a 
call of hope; a promise of new beginnings 
or righted wrongs. Yet change also 

carries a stigma of fear and trepidation. Change 
can be costly, and as the second 
anniversary of the Dodd-Frank 
law nears, the mortgage lending industry is still 
struggling with understanding what has changed 
– and the new intensity of changes to come.

When the Dodd-Frank bill passed into law in 
2010, bankers and lenders knew it would take 
time to pass the nearly 400 new individual rules 
established by the law. But the rate of passage 

has been incredibly slow, leaving many lenders 
unsure of exactly what the changes will look like 
and what the new regulations will require.

What should lenders do? The first step is to 
understand the most pressing 
changes in compliance issues. 

Once lenders grasp the new rules they must 
operate under, they can substantially reduce 
the burden of proving compliance, by taking 
advantage of automated tools to simplify the 
process of compiling information and reporting 
to regulatory agencies.As the second anniversary of the Dodd-Frank law nears, the 

mortgage lending industry is still struggling with understanding 
what has changed.

By Leonard Ryan
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Where does this leave lenders? Not 
surprisingly, the shadow cast by these 
pending regulations is causing lending in-
stitutions quite a bit of stress. Since 2009, 
QuestSoft has surveyed lenders, banks 
and credit unions on their top compliance 
concerns, and the results point to lenders 
always having to adjust to new challenges 
each year. Yet, even as some compliance 
concerns rise and fall, there are a few con-
stants in mortgage compliance.

Although the exact questions change 
each year to account for the addition of 
new regulations, there is a steady theme 
to lenders’ compliance concerns. The 
Real Estate Settlement Procedures Act 
(RESPA) has consistently remained one 
of the top concerns for lenders, but this 
year dropped to fourth due to the law not 
facing any major changes in the immedi-
ate future.

HMDA/fair lending and disclosure 
regulations also remain a top concern for 
lenders across the years. This year, dis-
closures top the list, due to the upcoming 
deadline for a ruling on a new GFE/TILA 
Disclosure.

The first step in adjusting to regula-
tory change is to understand the priorities 
of the CFPB. On their website, the CFPB 
describes its mission as threefold:

>>> “Educate: An informed consumer 
is the first line of defense against abusive 
practices.

>>> “Study: The consumer bureau 
gathers and analyzes available informa-
tion to better understand consumers, fi-
nancial service providers, and consumer 
financial markets.

>>> “Enforce: Like a neighborhood 

cop on the beat, the CFPB supervises 
banks, credit unions, and other financial 
companies, and we will enforce Federal 
consumer financial laws.”

The CFPB has drawn up a set of tar-
gets for the remainder of 2012 and of par-
ticular interest are a handful of mortgage-
focused regulations due to be finalized or 
proposed before the end of the year.

Unsurprisingly, the most urgent of 
these changes also coincide with lenders’ 
most significant concerns in the survey. 
These are the new rules and processes that 
will have to be faced sooner rather than 
later. First up will be the Truth in Lending 
Act (TILA)/Real Estate Settlement Pro-
tection Act (RESPA) Mortgage Disclo-
sure Integration, which is scheduled for 
final rule announcement on July 21.

Next up in the change pipeline is the 
definition of Qualified Mortgage (QM). 
As of right now, the CFPB has indicated 
that a ruling on QM will not come until 
after the November election.

In this year’s survey by QuestSoft, 
81 percent of the nearly 400 lenders sur-
veyed reported that upcoming changes to 
mortgage disclosures ranked a medium or 
high concern, and 63 percent cited QM 
as a high or medium concern. This falls 
in line with past results that indicate the 
highest causes of stress are usually the 
next rule revision scheduled to impact the 
industry.

As the next major rule to be announced, 
lenders are paying close attention to dis-
closures. The CPFB has announced that 
it still intends to release a ruling on a new 
disclosure that combine the requirements 
of RESPA and TILA by July 21, the date 

mandated by law under Dodd/Frank (one 
year after the bureau’s launch). The CFPB 
has been testing various prototype disclo-
sures, making the forms available for pub-
lic comment on its website.

The challenge facing the CFPB is that 
Dodd-Frank requires the new disclosure 
forms integrate both RESPA and TILA -- 
two related, but different steps in the loan 
workflow.

RESPA’s purpose is to ensure that 
consumers receive accurate information 
about the cost of closing the mortgage. 
TILA, on the other hand, discloses the 
cost of the actual mortgage credit being 
offered – interest rate, terms of payment, 
points paid down, among other items.

Once the CFPB announces the for-
mat of the disclosure, lenders will have 
until the implementation date to build the 
new forms into their disclosure workflow. 
Depending on the specifics, compliance 
checks may also need to be revised to en-
sure all fees, interest rates and other pay-
ments fall within the standards set by the 
regulations.

Of course, the problem with all of this 
is that other state and federal regulations 
still, in essence, require the industry to 
break out and maintain the old system of 
specific fees.  So fundamentally you will 
have the same or more work on the back 
end of your loan software and more edu-
cation on the front end until borrowers 
feel comfortable with the new combined 
disclosure.

One of the most important items the 
CFPB is currently working on is a defi-
nition of the “qualified mortgage.” This 
definition, required as part of the Dodd-
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Frank law, will identify characteristics for 
loans that meet a certain standard of qual-
ity and low risk. The working assumption 
is that borrowers who meet the standards 
of QM have a reasonable ability to repay 
the loan, reducing default rates.

To be legally protected by QM, a 
lender would have to meet underwriting 
standards such as verifying income and 
assets. QM loans would most likely also 
ban terms such as interest-only payments, 
balloon payments or fees and points to-
taling more than three percent of the loan 
amount.

The Qualified Mortgage rule is due 
in January 2013; the CFPB has indicated 
that a ruling will not be made until after 
the November presidential election. How-
ever, QM has the potential to have the 
largest impact on future compliance pro-
cesses, since the rules and guidelines for 
what make a compliant loan under QM 
could be drastically different than what is 
standard practice today.

While QM will still allow lenders to 
fund loans outside the QM definition, 
there will be fewer legal protections, and 
the costs will be much higher for non QM 
loans.

The third general area of compliance 
that has been a constant source of stress 
for lenders is HMDA and other fair lend-
ing regulations. Since 2010, the Federal 
Financial Institutions Examination Coun-
cil (FFIEC) has been busy working to ex-
pand the scope of HMDA reporting. How-
ever, lenders can enjoy a short reprieve on 
new HMDA rules as the CFPB has indi-
cated that these will not be officially taken 
up until 2013 at the earliest.

However, the CFPB has already in-
dicated they will immediately enforce 
more rigorous fair lending testing in their 
exams. New fields, which will probably 
end up in the new HMDA requirements, 
are already being requested for exams be-
ing conducted this year. These fields in-
clude, but are not limited to, Credit Score 
Provider, Applicant’s Credit Score, Total 
Lender Fees, LTV, DTI, Prepayment Pen-
alty Months and Appraised Value.

Already, several federal banking regu-

lators have moved forward to require a 
“HMDA plus” file that combines HMDA 
with fair lending data in preparation for 
banking examinations. In addition, states 
have been announcing reporting regula-
tions that add fair lending data to man-
dated state information submissions. 
The LEF file format for multi-state ex-
aminations contains this and other data 
to quickly determine if your institution is 
performing undesired lending in the regu-
lator’s opinion.

It’s not just the nature of these new 
directives that is proving challenging to 
lenders. It’s the speed and intensity that 
can change a lender from a trusted pro-
vider to one that is singled out for violat-
ing any number of new regulations. Con-
sequently, stress levels of executives and 
compliance personnel are at an all-time 
high. Gone are the days of one or two reg-
ulators calling the shots. Today there are 
almost 60 different agencies along with 
community groups that can determine the 
fate of your company in seconds and man-
date away your personal financial future. 
So how does the modern banker ensure 
that they survive the current pendulum 
swing toward intense regulation?

As the saying goes, “Necessity is the 
mother of invention.” Lenders are coun-
tering the pressures of keeping up with 
compliance changes by automating as 
much of the process as possible. The 
best approach is to combine this auto-
mation with well-written, established 
policies and procedures that provide for 
regular testing, analyzing and report-
ing of mortgage data. This provides the 
easiest path to staying compliant and 
reduces the risk of fines or buyback re-
quests from investors.

One interesting result of the increas-
ing importance of compliance automation 

is that lenders are expecting more out of 
their LOS when it comes to automating 
compliance and running reports. While 
compliance is not necessarily the pri-
mary reason, QuestSoft’s annual survey 
has also shown a dramatic increase in the 
number of lenders looking to change their 
LOS. There is a universal driver; lenders 
need to maintain productivity but have ev-
ery loan checked for compliance from the 
moment an originator touches a potential 
borrower all the way through secondary 
marketing and servicing.

In 2009, and 2010 the number of 
lenders considering replacing their LOS 
remained consistently around ten per-
cent. However, last year, the percentage 
of lenders jumped to 17.75 percent, with 
a new high of 18.7 percent looking to 
change this year.

Outside of compliance automation and 
report building, another key factor may be 
the reduced expense of implementation 
and conversion offered by hosted software 
companies. In addition, the recent acqui-
sitions have opened the door for lenders 
to evaluate their LOS and consider other 
platforms.

When it comes to keeping up with 
compliance changes, lenders should care-
fully consider how their LOS plans to im-
plement these changes. Specialized com-
pliance software is available -- through 
integrations with most loan originations 
systems -- that can automatically import 
loan data, apply tests and verify data prior 
to the closing table.

In the end, successful lenders will 
evolve their approach to mortgage com-
pliance as quickly as the agencies and 
lawmakers change the laws. The most 
effective lenders educate themselves on 
the changing regulations and build out a 
policy that leverages automation. ❖

Leonard Ryan is president of Laguna Hills, Calif.-based QuestSoft, a 
provider of automated compliance solutions and geocoding services 
to the mortgage industry. QuestSoft  was established in 1995 and has 
always been a leader in its space. Ryan can be reached at (800) 575-
4632 ext. 211 or leonard.ryan@questsoft.com.

A b o u t  th e  A u t h o r
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Earlier this summer, I 
had the pleasure of 
speaking at the REO 

Expo in Dallas, Texas. The 
event was packed with some 
of the best and most talented 
Realtors in the nation. I 
was on a panel about REO 
valuations, where the main 
focus was on understanding 
how to properly value REO 
and distressed properties. 
Sounds simple enough. But 
what I found out from that 
lively event was that there are 
a lot of misconceptions with 
REO valuations and there’s 
a huge gap between what a 
BPO states, what appraisal 
states and the actual sale 
price. I also learned a lot of of 
other very important things. 
Let me explain. 

REO valuations aren’t clear cut. There’s a huge gap between what a BPO 
states, what appraisal states and the actual sale price.

By Brian C. Coester
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When it comes to valuing REO, 
BPOs, appraisals and sales prices come 
into direct opposition with each other. 
The first area is market value. While mar-
ket value seems straightforward enough, 
each methodology has its own way of de-
termining what a property is worth. 

True or false? “Market value is what-
ever someone will pay for a home.” Well, 
that depends who you’re asking. If you’re 
asking Fannie Mae and FHA, the answer 
is false. These agencies actually have a 
specific definition of market value, one 
that most Realtors don't account for when 
creating their list prices or estimated sale 
prices for the valuation. Fannie Mae's and 
FHA's definition accounts for the ability 
of the property to not only be financed 
but also for the cost of being adequately 
maintained for the market area. 

The problem with most REO sales is 
that in certain areas, the home may not be 
financeable due to various HOA and con-
do restrictions—not to mention additional 
issues with the condition of the property. 
So a home that looks like it’s in good 
shape and the value should be around 
$200,000, the "market value" could in re-
ality be worth only $100,000 because it's 
not eligible for financing through FHA. 
It doesn’t matter whether it’s ineligible 
because the condo association is in ar-
rears or because the septic tank needs a 
$20,000 repair that the bank doesn't want 
to make. The bottom line is that the prop-
erty will not qualify under Fannie Mae or 
FHA guidelines. 

The reality is that there are actually 
two types of appraisals. There’s the "here's 
what I think it’s worth based on comps" 

value, and then there’s the "here's what 
it's worth with investor overlays" value. 
Those two values are very, very different 
based on guidelines and have nothing to 
do with each other. 

They say that beauty is in the eye of 
the beholder. The same thing goes for 
properties. The truth is that nobody looks 
at a property the same way. This is par-
ticularly true for appraisers and Realtors. 
An appraiser will look for certain prop-
erty characteristics. A Realtor will looks 
for something completely different. 

To give you an idea of what I’m talk-
ing about, appraisers are more nuts-and-
bolts, while Realtors are more about the 
sizzle. An appraiser will look at a prop-
erty and think, "How does this compare 
to the overall neighborhood?" The ap-
praiser more or less generalizes the prop-
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erty. However, when a Realtor looks at 
a property, he or she looks at the home 
itself and its features. It is similar to the 
way a mechanic would look at a Ford and 
say, "They make good cars," while a car 
salesman would say, "This car has a nice 
sunroof." If you’re the mechanic, you’re 
not really concerned with the sunroof, but 
if you’re a car salesman, you’re thinking 
about the way you feel when the sunroof 
is open. You’re interested in the features 
because the features often make the sale. 

In real estate, however, appraisers are 
the mechanics. They are less interested in 
details and more interested in the nuts and 
bolts of the overall market. Their focus is 
the overall style and overall market trends 

and features. They won’t get caught up 
nearly as much in the sale points of the 
property itself. This difference in approach 
is a primary cause of the major issues and 
differences lenders will see in valuations. 
A pool, jacuzzi, sauna, built in book case, 
skylights all are great sale points for Re-
altor because they can market features 
like "your at-home spa," but an appraiser 
won’t be thinking about what a specific 
niche buyer wants, but rather that some-
one will have to maintain the property, 
and that only 10% of the properties have 
pools in the market area so it’s not a trend. 
While a Realtor is thinking that potential 
buyers may fall in love with the Jacuzzi 
spa, the appraiser is thinking that Jacuzzi 
is typically rarely used. Rather than think-
ing about finding that one unique buyer, 
the appraiser is probably realizing that 
out of all the comps reviewed, he or she 
still couldn't find one that had a sauna in 
it, so that “at-home spa” probably doesn’t 
really add any value to the property. If it 
does, it’s minimal at best. Needless to say, 
this nuts and bolts, “just the facts, ma’am” 
approach tends to send shockwaves to the 
Realtors. That not to say a home’s fea-
tures don’t matter. It’s merely to point out 

that great sale points are not really one in 
the same as great value points. 

When people say there’s no account-
ing for taste, they could be talking about 
the way that the government agencies 
value REO. When it comes to determin-
ing what REO properties are worth, there 
are three primary factors: condition, con-
dition, condition. The property must meet 
FHA and Fannie Mae guidelines— more 
so FHA guidelines because they are more 
strict than Fannie Mae—in order to be 
considered “salable.”  That means you 
could have a beautiful property, but if it 
doesn't mean FHA's “threes”—those be-
ing the three “s’s” of safety, security and 
soundness—the property is not finance-

able and to a certain extent in some mar-
kets, unsalable. 

People need to understand that an 
REO valuation and recommended repairs 
need to include all of the things that must 
be done to make the property eligible for 
FHA financing in order to determine a 
proper market value. These can include 
"nice to have" items, but are more likely to 
include variables like a refrigerator, stove, 
permanent heat source, septic inspection, 
a lack of peeling paint, and a variety of 
other FHA requirements. 

Although this may seem like splitting 
hairs, the reality is that the valuations on 
REO properties, whether conducted by 
Realtors or appraisers, effect major deci-
sions when it comes to the listing price, 
contract price and negotiated sale price. 
Lenders are being misled by reports that 
don't address the real issues with a proper-

ty, but instead address the “nice to haves.” 
When it comes to selling REO, lenders 
need to understand that there’s a big dif-
ference between emotional sales rationale 
and marketing strategies, and the nuts and 
bolts factors that actually enable a prop-
erty to be properly repaired, listed and ul-
timately sold. The question isn’t whether 
or not a Realtor is right in saying that a Ja-
cuzzi is a great selling point. Or whether 
an appraiser is more correct in stating that 
a home cannot qualify for financing with-
out the homeowners association getting 
current, or certain repairs being done to 
the property. It’s whether or not a lender 
wants to base a sales price on the notion 
that a Jacuzzi—or bay windows, or what-
ever other feature—will be enough to 
generate offers, pull the property off the 
market, and sell for a price that makes 
sense to your bottom line. 

The best way for lenders to protect 
against losses is to stay educated on the 
factors that impact the pricing, sales time 
and—in particular—the ability to secure 
financing on a property. Sales pitches can 
be awfully tempting, but before agreeing 
to let an untrained person value your prop-
erties, you should take investor overlays 
into consideration, in particular, Fannie 
Mae and FHA ways of handling valua-
tions. Take the time to read trade publica-
tions. Attend panel discussions at industry 
trade shows and conferences. And most 
of all, ask questions. If anyone, Realtor or 
otherwise, assures you of a sales price or 
turn times that seem a bit too aggressive 
or too good to be true, ask for a second 
opinion. Again, remember that good mar-
keting can’t change Fannie Mae and FHA 
guidelines, there is a cost to maintaining 
an unoccupied home, and there’s a lot 
more to determining value than reviewing 
Internet sources like Trulia and Zillow. ❖ 
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Brian C. Coester is CEO of Coester Appraisal Group, an appraiser-
owned appraisal management company that provides full service, end-
to-end valuation services for both commercial and residential properties. 
Brian is an expert in appraisal regulations, whether on the federal, state 
or local level.
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P icture it: a concierge provides a guest 
spa and dinner reservations as well 
as show tickets for a stay tailored  

to his/her interests, using his vast  
networking knowledge and contacts to 
ensure the guest is provided white-glove 
treatment. Now, picture a loan officer 
approaching a potential borrower at 
his or her preferred location with 
a tablet—that is, all the items 
necessary to pamper and serve 
the customer: trustworthiness, 
advice, the ability to explain 
complex concepts and more 
than likely close a deal.

Mobile technology represents a profitable 
paradigm shift for the mortgage industry.

By Narayan Bharadwaj
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Tablets are not only changing how 
users interact with laptops and other 
devices, but are replacing the entire 
way a loan can be originated in the 
field by introducing more personal-
ized service. The previous paradigm 
of “borrower beware” in the mortgage 
industry is shifting to a paradigm of 
transparent, streamlined customer ser-
vice that lends itself to mobile solu-
tions and therefore profit. 

Mobile applications and tablets are 
not just a passing trend; they are the fu-
ture. A 2012 Forrester Research report 
by Andrew Bartels titled “US Tech 
Market Outlook For 2012 to 2013,” 
lists mobile applications as the top area 
of software spending in 2012 compared 
to 2011, with a total of 54 percent of 
businesses planning to increase soft-
ware spending by 5 percent or more. 
That same report maintains that firms 
expect to increase hardware spending 
the most for tablets, with a total of 53 
percent planning to increase hardware 
spending by 5 percent or more. To 
stay profitable, it is imperative that the 
mortgage industry enable loan officers 
and brokers to immediately start mak-
ing the transition to tablets with mobile 
lending applications.

Tablets can significantly improve 
the odds of profitability through shorter 
sales cycles and faster loan processing. 
For instance, a tablet’s location-based 
services provide more predictive cross-
selling opportunities to the customer 
based on what that transaction is at that 
time, where the customer is at that time 
and exactly who the customer is, imme-
diately feeding the loan officer or broker 
with everything needed to be completely 
aware of the customer’s profile and lend-
ing history. Lenders can also use a tablet 
to send instant information to loan of-
ficers to enable the sale. Typically, loan 
officers receive important third-party re-
ports and documents by fax or e-mail af-
ter meeting with the borrower and must 
deal with a time-consuming information 
exchange, but employing a complete 
productivity suite app on a tablet allows 

loan officers and brokers to access these 
documents and return this important in-
formation in real-time while the loan of-
ficer is sitting with the borrower. In the 
event of a delay, the tablet can provide 
instant alerts and push notifications when 
the results are ready.

Tablets present a number of other in-
herent advantages to lenders that laptops 
and traditional paper applications lack. 
Apart from the obvious fact that tablets 
are easier to carry, more user-friendly, 
more intuitive, and have considerably 
fewer Wi-Fi connection issues, the tab-
let can provide flexibility in the form of 
a multi-channel, location-agnostic en-

terprise lending solution to maintain 
a single customer view across any 
platform. Loan officers can use the 
tablet to populate application forms, 
save loan data and transfer that data to 
their loan origination system. Borrow-
ers can e-Sign directly on the tablet’s 
screen, turning a several-day process 
into a matter of hours. By streamlin-
ing the lending process to this degree, 
loan officers can expect more funded 
loans per month, which directly im-
pacts profits.

Loan officers can rely solely on a 
tablet app to originate loans from be-
ginning to end, or loans can begin on 
a tablet and be completed by using any 
other channel, such as an online por-
tal. This means users can be on any 
platform, originating any kind of loan 
while continuously monitoring custom-
ers’ needs and leveraging business in-
telligence to provide the best customer 
experience and service.

The tablet enables loan officers to 
offer a one-on-one experience with the 
borrower that positions the loan officer 
as a trusted advisor. Loan officers armed 
with a tablet can consult with borrow-
ers, answer any questions, advise them 
on the best mortgage products that meet 
their needs and educate about the lend-
ing process. The tablet’s ability to ac-
quire built-in rate product and pricing 
engine calculators, maps and indexes 
makes it easier for the loan officers to 

understand the intricacies of what they 
are selling so they can effectively com-
municate as needed. For example, this 
is especially beneficial when discussing 
complex rate sheets, which are typically 
difficult for the average borrower to un-
derstand. Increased trust, informed advice 
and a thorough understanding of complex 
concepts which leads to better commu-
nication all build stronger customer rela-
tionships and increase the chance of clos-
ing a deal.

From a borrower’s perspective, tablets 
make personalized services and attention 
from loan officers or brokers—lending 
concierges—available regardless of his or 
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her economic status. Tablets eliminate the 
requirement of borrowers physically go-
ing to a branch. Tablets also eliminate the 
time a borrower would spend researching 
online before applying for a loan. Now, 
the borrower can simply call any bank, 
and the first loan officer to respond with 
a tablet can meet the borrower anywhere 
to educate the borrower on the entire loan 
origination process, explaining in person 
all that the borrower would need to know. 

The bottom line: The tablet will be-
come ubiquitous over the next few years 
as their sales steadily climb. Gartner, an 
information technology research and ad-
visory company that published the “iPad 
and Beyond: The Future of the Tablet 
Market” research report, forecasted that 
more than 320 million units will be sold 
in 2015, with more than 900 million sold 

overall by the end of that year compared 
to the 17 million units sold in 2010 or the 
approximately 60 million units sold in 
2011. If the mortgage industry joins and 
embraces this development, tablets can 
help by:

>>> Positioning the industry in a pro-
gressive, positive light, allowing negative 
borrower perceptions to fade. 

>>> Providing higher productivity 

and more efficiency for loan officers and 
brokers in the field, which leads to an in-
creased number of closed loans that equal 
more profit.

>>> Enabling an open dialogue be-
tween loan officers and borrowers that not 
only improves the borrower experience 
through enhanced education and consul-
tation, but that potentially leads to more 
referrals and future business. ❖
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Narayan Bharadwaj is the business head at Wipro Gallagher Solutions, 
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I n this ever-changing market the doc prep has to stay on its toes. As a result, 
Document Express, Inc. launched its latest document services platform, 
EliteDocs. The new platform has replaced DX’s current CyberDocs online 

system with an enhanced and more engaging doc prep solution for its users. 
Utilizing cutting edge SaaS model technology, 
EliteDocs will continue to showcase DX’s 
comprehensive array of document preparation 
and mortgage closing solutions consisting of Closing Documents, Initial 
Disclosures, High Cost/Predatory Lending Analysis and Flood Zone 
Determinations, while also adding additional features, expanded functionality 
and a streamlined look. The totally revamped system is centered around a 
“new age” method for document preparation and compliance. Lori Johnson 
and Erika Klein talk about the new system and the future of the doc prep sector.

Executive Interview

Lori Johnson (left) and Erika Klein of Document Express, Inc. 
discuss how they see document preparation evolving.

PreP

TalkIng
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Q: Why did you get into the mortgage space?

LORI  JOHNSON: Document Express was 
established out of my partner Paul’s real 
estate practice. He had a law practice and 
was approached by a client to be a doc prep 
because they were not happy with what 
was out there. I was Document Express’ 
second employee. I knew nothing about 
the industry. If you asked me 20 years 
ago what I would be doing, I wouldn’t 
have said this. Now I have a passion for 
it. I wouldn’t change it for the world. I’ve 
worked my way up and now I’m a 50% 
partner. When I started in the mortgage 
space I just needed a job. I started in 1992 
and here I am today, loving it.

ERIKA KLEIN: I’m similar to Lori. I was 22 
years old going to college and working 
in a restaurant. Someone I knew found 
out that Lori was looking for customer 
service support. I applied for the job and 
started part time. I moved to full time af-
ter finishing school with an advertising 
and marketing degree. Nine years later 
I’m full time, I do marketing here, project 
management and customer support. 

Q: How has the mortgage space changed?

LORI JOHNSON: The industry has changed 
drastically. We went from a paper-based 
world to an electronic world where speed, 
accuracy, efficiency and integrations are a 
must-have in order to succeed. It has been 
a dynamic shift.

ERIKA KLEIN: When I started here we print-
ed all of our doc packages and sent them 
out. We printed out hundreds of pages, by 

hand and in person. We reviewed every 
page for errors and if errors existed it was 
back to the drawing board and everything 
had to be re-printed. It was labor-inten-
sive, it was slow moving and human error 
occurred. Now we integrate with all the 
LOS systems out there. It’s nothing like 
that anymore. We don’t print anything 
anymore.

LORI JOHNSON: What used to be printed and 
shipped can now be completed in seconds 
with the push of a button.

Q: Talk about the story behind the creation of 
EliteDocs.

LORI JOHNSON: Our prior system was ASP 
and we needed something that would take 
us to the next level. We moved to a .NET 
framework so we could create partner-
ships with the big players out there like 
eLynx, Interthinx, LPS, and others. We 
wanted a software that can be customized. 
We think customization is our niche. We 
want to be super responsive to our clients. 
There are industry-based rules that every 

lender has to follow of course, but we also 
understand that each individual client has 
their own rules that they want to put in 
place. This is the client’s solution. We are 
a part of their company. From that Elit-
eDocs was born.

ERIKA KLEIN: The old system was fine, but 
we wanted more. We took all of our cli-
ents’ feedback to build this new product. 
It was a long time in the making, but it is 
what the mortgage industry needs.

Q: What makes EliteDocs different?

LORI JOHNSON: We can deliver a system that 
can streamline a lender’s process better as 
compared to any of our competitors. We 
can easily handle customization. For ex-
ample, we just signed one of the top 20 
credit unions and we had them custom-
ized, up and trained within 30 days. We 
also just got a contract signed from a top 
VA lender. They chose us because of our 
ability to customize the docs and yet they 
still rely on us for the legal/compliance 
aspect of the docs.

ERIKA KLEIN: EliteDocs really is our clients’ 
system. If they want a field turned off it gets 
turned off. If they want the system to check 
that the loan number is so many digits or 
you can’t go any further, that quality control 
is built in. We customize all our forms at no 
additional cost. We do all of our training for 
no additional cost. We want the system to 
be what they need.

Q: How has the term document preparation 
changed over the years?

LORI JOHNSON: We are changing so much. 
The industry is becoming more data driv-
en. You don’t want to wait to get a form 
changed. You want a document created 
dynamically, on the fly, that is compliant. 
Integration with the LOS is important as 
well. Everything starts in the LOS so it is 
important for the LOS to be the system 
of record. We’ve improved on the integra-
tion so that when docs are ordered in the 
LOS we require that all the data needed to 
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Lori Johnson is president of Document Express, Inc. She is responsible 
for the day-to-day operations of the mortgage document preparation 
company that has been serving the needs of lenders throughout 
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InsIder ProfIle

Executive Interview

Industry PredIctIons
Lori Johnson thinks:

1The IRS and FHA will accept the use of 
eSignatures by the end of the year.

2We will see more lenders re-entering 
the mortgage space as housing finally 

bottoms.

3Finally, home prices will start to 
increase.





complete the docs be in their LOS. For ex-
ample, if they forget to put data in a certain 
area our competitors will alert the lender 
and provide a field within the doc prep to 
enter the missing data. That approach can 
push a lender out of compliance because 
now you have data that exists in your doc 
prep system that is not in your system of 
record, your LOS. So we send out the 
same alert, but we direct the lender to en-
ter that data into their LOS and we pull 
the data from the LOS once they make the 
update. If the client doesn’t use their LOS 
to the fullest, we offer a data write back 
function so we can push that data back to 
the system of record if they only want to 
enter it into the doc prep.

ERIKA KLEIN: When I started here we were 
just doc prep. Now we are a doc prep and a 
compliance company. The lender doesn’t 
want to be bothered with the new rules, 
they want us to handle that. We have the 
doc prep side covered, but we also have 
the compliance side covered as well.

Q: What is the future of document preparation?

LORI JOHNSON: There is a lot in phase two 
of our new product. Our clients don’t just 
want initial disclosures and closing docs, 
they want more. They want pre-applica-
tion docs, wire documents, pre-closing 
documents, post-closing documents and 
everything in between. The LOS doesn’t 
have the state-specific documents within 
the LOS. In some states loan lock agree-
ments are state specific and even 1003s 
are state specific in some cases. We are 
also the only doc prep that supports the 
1003. We built every aspect of the 1003 

into the software. Small clients may not 
have an LOS, so what do they do? All of 
our competitors support the data that goes 
into the 1003, but they may not have ev-
ery field built into their system so that a 
small lender can operate without an LOS 
in some cases.

ERIKA KLEIN: We strive to be ahead of the 
curve. Every integration will be lights out 
in the future. The doc prep will just be be-
hind the scenes doing the work.

LORI JOHNSON: A doc prep company will 
no longer survive if they don’t provide e-
sign, e-disclosure, e-delivery, e-storage, 
everything in one system. Doc preps 
won’t survive unless they can keep up 
with industry changes.

Q: How would you define innovation?

LORI JOHNSON: Innovation is about con-
tinuing to increase efficiency. Innovation 
is not just embellishing on your system 
though. Innovation is about creating a 

new and better way to do business. You 
have to strive to make the whole mortgage 
process better.

ERIKA KLEIN: I agree. At Document Express 
we are continuing to make our system 
better. However, innovation is also about 
offering new things. For example, a new 
client asked us to register the MIN num-
ber after the loan closes. We now do that 
out of the box. It takes lenders 20 minutes 
or more to log in to MERS, now that’s 
done with one button in our system.

Q: How will the mortgage industry look five years 
from now?

LORI JOHNSON: In five years the doc prep in-
dustry will all be electronic. The investor 
and every local county recorder will accept 
electronic documents. There is a green ele-
ment to going electronic, but beyond that it 
is faster and safer. In five years we’ll have 
bounced back from the meltdown and ev-
erything will be looking up. We’re seeing 
applications go up and down from week to 
week, but in five years our industry will be 
more stable and fully electronic.

ERIKA KLEIN: The mortgage industry has to 
go electronic. If you look outside of the 
mortgage space, everything is electronic 
today. You pay your bills online. You pay 
for your groceries with an e-signature. It’s 
abnormal to get paper documents. I just 
don’t see how our industry can’t be fully 
electronic in five years.

LORI JOHNSON: Imagine a company that 
you can trust to take care of all of your 
compliant lending documents and secure 
delivery needs so you have the freedom 
to focus on what you do best, closing 
more loans. Imagine a stress free lend-
ing environment where rapidly chang-
ing compliance issues are resolved by a 
trusted partner before you even have to 
worry about it. Imagine a team of excep-
tional people that is always there, when-
ever you need them, delivering extraor-
dinary results. That’s what we strive to 
deliver today. So, we’re ready. ❖
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Industry PredIctIons
Erika Klein thinks:

1Home values will continue to drop this 
year.

2Foreclosure activity will remain the 
same for the remainder of the year but 

could pick up again at the beginning of 
next year.

3Short sales will continue to increase 
into the future.

Executive Interview

Erika Klein is project manager of Document Express, Inc. She has been 
with Document Express since 2002 and oversees all client-relations for 
the company, heads up project management and provides customer 
support. Klein is actively involved in client implementation from start to 
finish. She is the main contact for new clients and is responsible for client 
customizations, software training and continued customer support. She 
also works directly with the sales team to provide marketing services for Document Express 
and also trains and supports the customer support department personnel.

InsIder ProfIle
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Some say that the only way to see the future is to seek the advice of a fortune 
teller. Or maybe read your horoscope every day. These days of constant 
change and turmoil are enough to make the strongest and most confident 

of us question what is going to happen, to try and see where we are headed. 
However, the simplest way is to look for the signs. There are signs everywhere. 
Signs of what the future will look like, what the result of previous adventures 
will cost and what we can expect from the newest home buying populations. 
Everywhere we look, whether it is the news on our TVs, on our iPads and on 
our smart phones or through Twitter, Facebook, etc. there is no doubt that the 
technology in use today, as well as what is still emerging, will drive business 
success in the future. For the generations that are now fully engaged in various 
phases of the home buying cycle, technological tools are just part of their actions 

“Even those who fancy themselves the most progressive will fight 
against other kinds of progress, for each of us is convinced that our 
way is the best way.”                 

   — Louis L’Amour - The Lonely Men

Look out For the SignS

By Barbara Perino and Rebecca Walzak



and decisions making thought process as 
their dependence on it continues to grow. 
These two signs alone tell us a lot about 
what is going to happen and what we 
have to do to prepare.  

Overall the signs are telling us that our 
conventional wisdom must change. Many 
of our long held beliefs that have been the 
foundation of our business practices are 
shifting. For example, in a recent edition 
of the South Florida Sun Sentinel the front 
page article announced that single women 
of all ages are now earning more than their 
male counterparts; at least in South Flor-
ida. The women who have reached this 
high level of income are focused on two 
things, says the Sun Sentinel; buying a 
house and setting up a retirement account. 
Furthermore, in many cases, women are 
more likely to have a college degree and 
more likely to earn more money than their 
husbands so the idea of the primary wage 
earner being a man is just not necessarily 
the case anymore. The downside of this 
situation however, is that the traditional 
expenses that were considered predomi-
nately male, such as the payment of ali-
mony and child support, is now falling to 
the women when a marriage dissolves. 
The idea that a married couple is still the 
most likely first time buyer of a home or 
buying up just doesn’t ring true anymore. 
The idea of household formation, which 
is one of the indicators used to predict the 
potential housing market, will have to be 
adjusted to accommodate these changes. 

The signs tell us that how individu-
als make a living is changing. Previously 
the majority of borrowers were salaried 
in long-term stable employment or in 
a professional capacity. As individuals 
saw their job protections crumble and 
job losses occur many decided to seek 
opportunities that provide a greater lev-
el of control over their income and ad-
vancement opportunities. This may mean 
starting up a new company or moving 
into a new industry, just like the cupcake 
ladies. Ten years ago if someone told you 
two sisters would make a fortune selling 
cupcakes for $8.00 each, would you have 
invested? Probably not! Or how about 

the woman who makes homemade dog 
treats just for certain types of dogs; an-
other fortune waiting to be made?  

These actions that announce the desire 
by Generations X and Y to control their 
own future seems to be reaching busi-
nesses loud and clear. There is now a TV 
show that allows individuals with new 
ideas but who need investment capital, to 
present their business opportunities and 
hope that they can sell it to an interested 
venture capitalist. “Shark Tank” is back 
for its second season and there does not 
seem to be a lack of ideas to present. 

So, what does this combination of 
technology and control tell us about what 
we should be focused on in the mortgage 
industry? Some of the obvious signs are 
a re-evaluation of credit policies and 
how they mesh with today’s borrower. 
Borrowers who control their own busi-
nesses and their own lives are probably 
not going to accept a loan denial based 
on an antiquated approach to determin-
ing income. The industry has long been 
frustrated, as have borrowers, with the 
way we identify a self-employed borrow-
er’s income. In fact, it was so frustrating 
that we started the “no income verifica-
tion” just so these individuals would not 
have to try to explain where their income 
came from. Of course, that didn’t work 
out too well.  

To add to the frustration, many of 
these individuals will have the abil-
ity to control their income and spending 
through sophisticated technology that is 
available at the tip of their fingers. Virtu-
al wallets are now being offered by many 
banks. This allows individuals to pay 
bills, make deposits and manage their fi-
nances on a daily basis. They will have 

more knowledge each day about their 
cash position than most of us old-timers 
had at any time, whether it’s by month or 
by year. No longer will they be worried 
about balancing a checkbook at the end 
of the month, they can do it every day. 
Try telling these folks that they don’t 
have the income to qualify for a particu-
lar loan when their virtual wallet shows 
them exactly how much cash flow they 
have each month to allocate to housing.  

Customer service is now the name of 
the game in this industry. While Dodd-
Frank is force feeding us “consumer 
interest” with the same vigor as your 
mother used to feed you your vegeta-
bles; the reality is that lenders who have 
focused on superior customer service 
have gained market share even in the 
down economy. As originators seek to 
find ways to be more responsive to the 
consumer, the technology propels us in 
the same direction. There are tools out 
there today that make conversations with 
applicants as easy as having them at the 
next desk. Real time questions and real 
time responses will make the idea of 
meeting with loan officers and waiting 
for answers to be relayed from under-
writer to applicants not only antiquated 
but business killers. This meshing of 
technology and the new borrower has to 
be recognized and adopted by lenders if 
they want to survive.  

What about the loan products? While 
the secondary market is still struggling 
to recuperate from the 2008 collapse, it 
will rebound. In the world economy in 
which we live, the need for a healthy and 
robust secondary market is a necessity. 
With the opportunity of global inves-
tors, is it not only possible, but probable 
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that there will be new ideas for mortgage 
products as well. Or is there a possibil-
ity that new types of insurance and credit 
enhances will emerge to produce more 
sophisticated risk- attribute pricing. With 
automated process assessment tools will 
we see the integration of lender process 
risk as one of this attributes? The signs 
tell us any and all of these things are un-
der consideration.

One of the most critical elements of 
the technology world that we continue 
to struggle with is the data itself. Every-
thing we do involves data and capturing 
that data accurately and having the abili-
ty to store and access it is something that 
we need to tackle. This ability and the 
associated knowledge is a core compe-
tency that every company must address, 
particularly as the amount of financial 
information continues to grow at a pace 
some say is 150% a year.  

The signs of a changing industry are 
also seen in the type and volume of work. 
Will loan officers be able to retain their 
level of control and influence in compa-
nies that can not only reach borrowers 
through technology but be dealing with a 
population comprised of borrowers who 
prefer it that way? What happens to the 
loan officer function in a company that 
sources loans from a myriad of techno-
logical markets and advertises on Twitter 
and Facebook? One idea being discussed 
is that of the “trusted financial advisor” 
role. Of course this means that loan of-
ficers must be knowledgeable about nu-
merous types of financial options and 
have the skills necessary to utilize the 
technology that is available to them. Is 
the day not far off when a loan officer 
gets a call from one of their borrower’s 
asking how to modify their mortgage 
payment and incorporate the savings 
into their retirement account? The focus 
on customer service, the knowledge base 
of the newer generations and the technol-
ogy advances says it has to be.  

Servicing is also seeing the signs. It is 
very hard to miss them when regulators 
are beating you over the head with them 
every chance they get and a whole new 

government agency has been created to 
deal with the issues, fairly or unfairly, 
blamed on servicers. The once back of-
fice “red-headed step-child” is now front 
and center and struggling with ways to 
automate outdated systems, processes and 
reports. While these new regulations are 
forcing them into a more updated version 
of customer service, the reality is that the 
new generation of borrowers would have 
forced them to change anyway. The new 
technological oriented consumer will de-
mand more sophisticated ways to obtain 
information about their mortgages. They 
will want to be able to select who ser-
vice’s their loan and will want to be able 
to analyze their position on the debt just 
as they do in every other financial trans-
action. It is not unrealistic to believe that 
they will want options for modifying or 

refinancing when they feel it works best 
for them; maybe as frequently as every 
couple of months. And they will not want 
to pay all those fees. The idea of new 
types of refinancing options that alert bor-
rowers to improved payment options has 
already been tried. It not only allows these 
borrowers the control over their finances 
they want, but gives servicers the ability 
to develop long-term beneficial relation-
ships; what many banks have been strug-
gling with for years.  

In today’s world you really don’t have 
to read tea leaves or tarot cards to see the 
signs of change. It is all around us. Some 
people and companies just like to keep 
those blinders on. The successful people 
are those that see the signs, plan and take 
action so that they arrive at the place just 
when the business need is there. ❖
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