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T he buzz about mobile banking apps is growing, with early-adopter vendors and 
financial institutions seemingly announcing new apps daily. No less than the Federal 
Reserve cites that 20% of financial institution customers are using mobile banking 

today. However, this momentum has not yet crossed over to the lending side. Lenders 
understandably want to make sure the time is right to make the investment required to move 

into the mobile channel. Is the borrower ready to take that 
next step? Are the benefits worth the effort? Is the 

technology established enough to warrant committing the necessary 
skills, bandwidth and budget? A look at recent data and market 

conditions suggests that we may be reaching an inflection 
point where mobile lending crosses the threshold from being 

a novelty technology for early adopters to a must-have 
capability for lenders who want to reach a broad segment 

of borrowers.

Lenders understandably want to make sure the time is right to make the 
investment required to move into the mobile channel.

By Alec Cheung

Mobile Lending

Is The TIme RIghT?
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Just earlier this year, smartphone pen-
etration finally reached parity with feature 
phones in the U.S. The Nielsen Company 
reports that as of February 2012, 49.7% of 
US mobile subscribers own smartphones 
compared to just 36% a year ago, an in-
crease of 38% in just a single year. What’s 
more, the rate of growth continues to in-
crease. Two-thirds of mobile devices pur-
chased in the first three months of 2012 
were smartphones. At this rate, it won’t 
be long before the smartphone becomes 
the standard phone type. The adoption 
rate for tablets is even more impressive. A 
recent report by the Online Publishers As-
sociation projected that today’s 74 million 
U.S. tablet users will grow to 117 million 
by the end of 2013.

This level of market share and growth 

is important because smartphones and 
tablet devices have the clean interfaces 
and larger screen sizes necessary for 
lenders to create an acceptable and effec-
tive user experience. But will smartphone 
and tablet users actually conduct lending 
transactions via a mobile device?

One way to assess this is to look at 
retail banking statistics. Adobe Systems 
recently conducted research – the Adobe 
Mobile Experience Survey: What Us-
ers Want from Media, Finance, Travel 
and Shopping – that reported that 83% 
of men and 73% of women surveyed had 
accessed a mobile financial services web-
site during the previous six months. Even 
more compelling for lenders? In the key 
demographic of 30- to 49-year-olds, over 
50% of those surveyed spend at least an 
hour a week accessing mobile financial 
services websites. While checking bal-
ances (70%) and bill payment (52%) are 
the predominant banking applications, it 
shows that users in a prime loan-buying 
demographic are very comfortable with 

conducting financial transactions from 
mobile devices.

The ROI
Now that we’ve established consumers are 
comfortable mobile banking transactions, 
are there business reasons to move lending 
there, too? The answer, unquestionably, is 
yes. The mobile channel can significantly 
reduce inefficiencies inherent in the tradi-
tional loan application process. Let’s look 
at three key areas of benefit:

Latency – When processing a loan ap-
plication, the lender and the borrower will 
need to exchange several documents. The 
traditional method of printing and mail-
ing these documents requires a cycle time 
that is measured in days, and incurs pa-
per, printing, and postage expenses. This 

problem is compounded when documents 
need revision and then must be re-mailed. 
Even just communicating the need to re-
view or return a set of disclosure docu-
ments can be time consuming by itself.

Mobile technology provides a means 
to securely and electronically deliver im-
portant documents such as disclosures and 
appraisals to borrowers in minutes with 
automatic notifications. With a stream-
lined experience, borrowers can consent, 
sign, and return disclosures to their lender 
almost immediately. This shortens the 
time necessary to process and approve the 
loan by at least three days and frequently 
more. These time-based benefits are even 
higher when documents are revised and 
must be re-disclosed.

Time to Respond – Consumers today 
live busy lives. We are almost always on 
the go, personally and professionally. How 
do lenders get loan documents reviewed 
or signed by a borrower who cannot come 
into a local branch or office? For that mat-
ter, how do lenders get all the supporting 

documents returned from the borrower to 
satisfy stipulations and conditions?

The mobile channel allows borrowers 
to interact throughout the process from 
wherever they happen to be. Knowing that 
borrowers will have the ability to immedi-
ately access communications and take ac-
tion enables lenders to create a dynamic, 
highly responsive process as opposed to a 
drawn-out, paper-driven one. This level of 
convenience and timeliness helps produce 
a positive customer experience.

Transparency – The loan application 
process, particularly for mortgages, often 
seems complex and disjointed to the typi-
cal borrower. It is difficult to understand 
who is doing what, when and why to ad-
vance to the next step.

Mobile technology opens up an in-
teraction channel between loan proces-
sor and borrower. Email, SMS or in-app 
messaging can be used to communicate 
the next step and what’s required to pro-
ceed. Using a device that most borrowers 
are already carrying with them, the lender 
can keep the borrowers informed about 
the status of their loan. Given the grow-
ing ubiquity of mobile devices, borrowers 
today anticipate and, arguably, expect this 
level of transparency.

BReakIng BaRRIeRs

Technology is often a hurdle to imple-
menting process improvements, but this 
is now easier to handle due to methods 
and tools proven not only in the general 
app market, but also specifically in the de-
ployment of mobile banking apps. In fact, 
lenders have the advantage of the market 
talent in mobile apps that didn’t even exist 
five years ago.

Mobile apps fall into one of two es-
tablished categories: web apps and native 
apps. SMS can be part of the lending ap-
plication, but is impractical as the primary 
method for interaction because of its lim-
ited message length.

A web app is a web site that is ac-
cessed using the device’s mobile browser. 
The app is a collection of Web pages writ-
ten in HTML and Java. This means web 
apps can generally be used by most de-
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vices that can surf the web regardless of 
the operating system or brand of phone. 
According to comScore in their 2011 
State of Online and Mobile Banking re-
port, web apps are the dominant channel 
used to access banking-related services 
from a mobile device. Web apps offer two 
significant advantages: 1) they can be up-
dated without the need for the customer 
to take any action, and 2) account infor-
mation can be stored on a secure server 
rather than on the mobile device.

BuIld OR Buy

When jumping into the waters of mobile 
lending, lenders will have to decide how 
to develop, launch, and support the ap-
plication. Fortunately, this isn’t as scary 
a prospect as it was just a few years ago. 
As with most IT projects, it comes down 
to evaluating build versus buy scenarios. 
Building entails developing a custom ap-
plication yourself or commissioning a 
third party to do so, and then taking on the 
hosting and maintenance responsibility. 
Buying allows the lender to take advan-
tage of vendor-developed applications, 
many of which are offered on a software-
as-a-service (SaaS) consumption model.

Few lenders have the luxury of excess 
capital budgets and resources that would 
be required to build, host and maintain 
an in-house solution. Fewer still have 
resources readily available to develop 
and integrate a mobile channel into their 
lending workflow. For most lenders, the 
path with the lowest initial capital outlay, 
simplest integration, and shortest time 
to market is a SaaS solution. However, 
there are several factors lenders should 
consider when evaluating SaaS options 
for mobile lending. Based on hundreds of 
SaaS-based solutions that eLynx has put 
in place for our clients, these are some of 
the most important considerations we’d 
suggest:

<<< Custom branding. Most lend-
ers have established a certain look and 
feel to their brand, and if the lender’s 
mobile presence does not inherit that 
look and feel, users are likely to be 
confused, or even worse, mistrustful of 

the communication.
<<< Incorporate other lending and 

banking products. Leverage the mobile 
channel to include all of the customer’s 
interaction with the lender, including car 
loans, lines of credit, payments, and de-
posits. 

<<< Integration with lending work-
flow. The advantages available from the 
mobile channel can be lost if there isn’t 
a seamless integration with your estab-
lished workflow. Loan processers should 
not have to do anything different for a 
customer who elects to use the mobile 
channel for some or all of their interac-
tions with the lender. 

<<< Consistent user experience. The 
user experience should be the same across 
all of the online channels used to interact 
with the lender, from a smartphone to a 
tablet device to a laptop computer.

Jump In?
Each financial institution has its own cri-
teria for determining when to invest in 
new technology but there are growing in-
dications that the time is ripe for a well 
thought-out venture into mobile lending. 
In addition, there are deployment options 
available to financial institutions that can 
reduce the risk of taking the plunge. Mo-
bile will not replace the channels financial 
institutions currently use to interact with 
their customers. But by adding mobile ca-
pabilities that are in line with usage pref-
erences and trends, lenders can strengthen 
customer relationships and make it easier 
to conduct business. In a competitive en-
vironment, this customer-centric focus 
can make the difference between custom-
ers remaining loyal to their financial insti-
tution or seeking out one that is more in 
touch with current technology. ❖
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