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Editor’s NotE

Life Will Change

Know Before You Owe has been around for what seems like a long while, but finally the CFPB seems ready to move on it. 
They’re going to “simplify” all mortgage disclosures. In their proposal the government watchdog says:

“Sections 1032(f), 1098, and 1100A of the Dodd-Frank Wall Street Reform and Consumer Protection Act (Dodd-
Frank Act) direct the Bureau to issue proposed rules and forms that combine certain disclosures that consumers receive in 
connection with applying for and closing on a mortgage loan under the Truth in Lending Act and the Real Estate Settlement 
Procedures Act. Consistent with this requirement, the Bureau is proposing to amend Regulation X (Real Estate Settlement 
Procedures Act) and Regulation Z (Truth in Lending) to establish new disclosure requirements and forms in Regulation Z 
for most closed-end consumer credit transactions secured by real property. In addition to combining the existing disclosure 
requirements and implementing new requirements in the Dodd-Frank Act, the proposed rule provides extensive guidance 
regarding compliance with those requirements.”

No that’s not the whole proposal, that’s just a part of the summary. The actual proposal is over 1,000 pages long. Talk 
about light reading. Certainly this is a big change to the usual mortgage forms as we know them. This is major!

So, how is the industry reacting? Shock and awe. Most lenders are scared stiff. Again we’re seeing the beginnings of a 
mad rush to comply similar to what we saw a few years back when the RESPA changes came. Much smarter people then me 
are raising concerns, but I wonder if this isn’t really a good thing for our industry.

Just hear me out before you stop reading. I have talked to so many lenders throughout my career. Just like anything else, 
lenders come in all shapes and sizes and express varying degrees of technology savvy. However, most that I talk to love their 
forms. They don’t want to change any document and they believe the more they can put on a piece of paper, the better. I 
disagree. Paper forms open the lender up to potential error and manipulation. Maybe if the CFPB takes away those precious 
forms it’ll be just the medicine that lenders need to cure them of a disease that ties them to outdated paper forms. 

Yes, life as the lender knows it will change, but that change just might be for the better. ❖

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?

Every new technology comes with its fair share 
of challenges, and rudimentary imaging 
was no exception.

Your Voice - BY Mark Swift

Imaging That Really Works

The average mortgage closing package rivals War and Peace in terms of its page count. So, if the 
closing package is literally hundreds of pages long, just imagine how many pages go into pro-
cessing the loan from start to finish. Relying on a paper-based process is the wave of the past, not 

the future. So, as the market pushed lenders to be more efficient, the easy answer was to find ways of 
getting rid of physical paper by embracing some kind of imaging strategy.

In true form, the technology space responded, and tons of new imaging companies started popping 
up. As the mortgage industry soon realized, imaging alone isn’t enough. Historically, imaging (the scan-
ning and storing of physical documents) has been done at the backend of the mortgage loan process. A 
fully-closed loan file was generally sent to a centralized scanning department where they would prep the 
documents for scanning (remove staples and clips) and scan the documents on large (often expensive) 
high-speed scanners. 

However, because of the cost and time it takes to prep and index individual documents, generally 
these closed loan files were simply archived at the file level with a loan number and maybe the bor-

rower’s name. Anyone required to retrieve the 
closed loan file (for audit or investor purposes) 
would have to deal with a large multi-page file 
that would sometimes even be printed out so 
the documents could be re-shuffled for de-
livery to a servicing agent or investor. There 
were some efficiency to this process, but often 

it was the case that even when an electronic archive for the closed loan file existed, there were many who 
did not fully trust the technology or had legal questions about the scanned documents and kept a hard 
copy of the folder in an off-site storage facility as a result.

Every new technology comes with its fair share of challenges, and rudimentary imaging was no ex-
ception. In fact, imaging even hindered lenders with a far grander strategy. Those individuals or compa-
nies that had the vision of using electronic documents during the actual loan process ran into numerous 
challenges when trying to implement such systems, including the first attempts at using bar code cover 
pages and document separator pages. This proved a very laborious process for individuals tasked with 
setting up the document packages prior to imaging, not to mention the potential for human error. Deal-
ing with poor quality faxes has been another thorn in the side of those forging for an electronic process. 
In the end, these obstacles have been very hard for the lender to overcome. 

Very few companies have moved the imaging of documents to the front-end of their business pro-
cess. Those that have done so have encountered significant difficulties with identifying (classifying) 
documents efficiently and accurately so they can be used by loan processors and underwriters.

After the issues were worked out, imaging became more commonplace in the mortgage space. Scan-
ning devices are now ubiquitously available – most corporate, remote, or home offices have a device 
capable of scanning documents, so scanning can be done from wherever the documents are located. The 
technology and hardware is readily available and in use.

So, where are we going with this technology today? The possibilities are endless. We just saw 
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the Consumer Finance Protection Bu-
reau release new forms as part of their 
“Know Before You Owe” initiative. 
Complying with these new forms in a 
paper-based world or an imaging-only 
world can be a burden, but that is not 
the case in a data-driven world. In a 
data-driven world compliance with new 
forms and other rules and regulations 
becomes much easier.

If you think about it, Automatic 
Document Recognition (ADR) software 
has advanced to the point where scan-
ning operators no longer need to prep document batches with 
bar codes or separator pages. The ADR software (powered by 
Optical Character Recognition or OCR) can read the contents of 
the documents and properly identify and separate the document. 
This advance, coupled with workflow technology, can deliver 
the document to the appropriate end-user, speeding up the entire 
mortgage loan process.

Because of the improvements in ADR and OCR, it is now 
quite feasible to do automatic document classification. The next 
step for this technology is the ability to automatically extract 
data from the classified document. The capture software no lon-
ger needs the document to be in a fixed format; it can look for 
data based on the style of the data (xxx-xx-xxxx) and key anchor 
words (Social Security Number). Once this data is extracted, it 
can be displayed to a user for confirmation if the software does 
not meet the defined confidence levels. Once the capture soft-
ware has good, clean, accurate data, it can pass that data to the 
loan origination software.

So in the future, LOS users on sophisticated platforms (typi-
cally enterprise lending solutions) will be able to compare data 
from documents against data in their system to ensure accuracy, 
or new loan records could be created from ‘scraped’ data, and 
much of the due diligence done today with ‘stare and compare’ 
can be automated with rules based on whether the data is the 
same, different, or missing.

Another innovation quickly coming to fruition is the cap-
ture of loan documents from mobile devices like smart phones 
and tablets. These camera-enabled devices are everywhere 
now, and it is a natural progression to use them to capture one-
off documents that are needed for the loan process. I don’t 
think we will see a loan officer capturing a signed initial dis-

closure package with 30 pages from 
their tablet, but there is a great business 
case for capturing a borrower’s driver’s 
license or a couple page document that 
the borrower needs to sign to keep the 
loan process flowing. 

And let’s face it, tablets are every-
where. According to The IHS iSuppli 
Worldwide Tablet Market Tracker re-
port, the 126.6 million tablets shipped 
worldwide so far this year is an 85 per-
cent increase over the 68.4 million that 
shipped in 2011. In 2010, 16.4 million 

tablets were sold. Looking ahead, IHS is predicting sales to jump 
another 63 percent in 2013 with 360.4 million shipping by 2016. 
The point is that tablets are becoming commonplace. So, why 
not find the right way to use these devices within the mortgage 
space that makes sense? It’s really a no-brainer.

Tablets aside, there are a multitude of small scanners that can 
be connected to smartphones or tablets (or not connected to a 
computer at all) that can be employed in the field or at a remote 
office. One challenge with this technology is getting these docu-
ments associated with the proper loan file (we already discussed 
how the document could be automatically classified once it is 
received), so I believe you will see LOS vendors writing applica-
tions for smart phones and tablets so the mortgage professional 
can select the correct loan record and confirm the borrower’s 
name on the screen and then capture the desired documents.

It’s important to understand that we are not just talking about 
“cool” technology here. Imaging and OCR served its purpose, 
but now mortgage lenders have to demand even more. When 
evaluating lending solutions, ensure that the provider is well 
down the path of using ADR and document classification and 
that they have successful client installations of the functionality 
they are demonstrating. Ask your potential partner about data 
extraction from documents and data comparison between docu-
ment data and system data on the screen. Lastly, make sure they 
have a defined roadmap for mobile technologies, and more spe-
cifically for smart phones and tablets. 

As talk of transparency and efficiency rises, so should the use 
of the latest technologies to produce a totally data-driven lend-
ing process from start to finish. Moving to a fully data-driven 
environment saves the lender time and money and also makes 
the lender more risk averse. It’s the wave of the future. . ❖

Mark Swift is the current Vice President of Opus Product Management for Mortgage Cadence, LLC and has been with the 
company since 2004. Mark has worked with Document Imaging and Workflow technologies for over 20 years in a variety of 
industries and companies including Optika Imaging Systems and Karora Technologies. 

Imaging and 
OCR served 

its purpose, 
but now 

mortgage lenders 
have to demand 

even more.
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Stephen Margrett is CEO of The Turning Point, Inc. The company’s flagship product, MACH3, is a unified CRM and 
corporate marketing solution delivered as Software as a Service. With a master’s degree in consumer behavior from the 
University of Minnesota, Stephen has been a leader in the field of technology-driven relationship marketing.

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.

The ultimate goal for every business should 
be to transform itself into an “anytime” 
organization, where employees, customers 
and partners are empowered.

RecoveRy Tips - By sTephen MaRgReTT

How Frustrated Are You?

The current mortgage market surely presents a lot of challenges. Personally, I get a headache 
just thinking about them – and I know from my deep industry experience that lenders do as 
well. Regulatory changes, compliance updates, rate fluctuations, negative equity, foreclosures, 

defaults, loan modifications, new investor programs, wavering property values, unhappy customers 
… the list goes on and on.

I have some ideas for meeting these challenges that I’d like to share with you. First, let’s look 
into each one in some detail and discuss the impact it’s having on the lender’s ability to grow their 
business.

Originations are down: Rates continue to plumb historically low levels, igniting minor refi 
surges. Even so the MBA has cut its purchase originations forecast for 2012 from $415 billion 
to $400 billion as a result of sagging applications and lower expectations for home sales. The 
association now predicts existing home sales for the year will reach only 4.6 million, an increase of 
less than one percent over 2011. And when it comes to total originations, the MBA is forecasting 
that the second half of 2012 will be down by 24% on the first half.

Regulations are up: The housing crisis in 
the United States of the past several years has 
brought with it a plethora of new rules and 
regulations. These have been put in place in an 
attempt to reduce the numbers of homes going 
into foreclosure across the country. Banks have 
to understand and/or interpret the new rules, 
then ensure they are operationally enforced. 
Meanwhile the government continues to 

contemplate new regulatory initiatives for making home mortgages as safe as possible for both 
lenders and borrowers. And the CFPB is only beginning to flex its muscles.

Increased Pressure to Grow Business: Companies that are in highly regulated and competitive 
industries are under intense pressure to grow their business while maintaining compliance. How 
are you going to cope when, at the same time, you are being asked to cut back on the means to get 
things done?

Here’s the Answer: There is hope. There is a way to succeed. The ultimate goal for every 
business should be to transform itself into an “anytime” organization, where employees, customers 
and partners are empowered with the right information at the right time to meet heightened 
expectations, react to fast-changing market dynamics and grow revenue.

So now you’re asking: “How do I become an anytime organization?” The answer is: by 
integrating all aspects of the marketing process in a rules-based “Business Opportunity Engine,” 
technology that delivers a collaborative and controlled environment for driving revenue growth and 
enhancing operational efficiency—creating the next level of compliance, performance and value 
across the enterprise. ❖
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Have we hit the bottom? Who knows? But there is some 
good news regardless. CoreLogic released its May 
Home Price Index (HPI) report, which showed that 

home prices nationwide, including distressed sales, increased 
on a year-over-year basis by 2.0 percent in May 2012 compared 
to May of last year. On a month-over-month basis, home prices, 
including distressed sales, also increased by 1.8 percent in May 
2012 compared to just one month prior. The May 2012 figures 
mark the third consecutive increase in home prices nationwide 
on both a year-over-year and month-over-month basis.

Excluding distressed sales, home prices nationwide increased 
on a year-over-year basis by 2.7 percent in May 2012 compared 
to May 2011. On a month-over-month basis excluding distressed 
sales, the CoreLogic HPI indicates home prices increased 2.3 
percent in May 2012 compared to April 2012, the fourth month-
over-month increase in a row. Distressed sales include short 
sales and real estate owned (REO) transactions.

The CoreLogic Pending HPI indicates that house prices, 
including distressed sales, will rise by at least another 1.4 
percent from May 2012 to June 2012. Excluding distressed 
sales, house prices are also poised to rise by 2.0 percent during 
that same time period. The CoreLogic Pending HPI is a new and 
exclusive metric that was introduced within the April 2012 HPI 
report. It provides the most current indication of trends in home 
prices, and is based on Multiple Listing Service (MLS) data that 
measure price changes in the most recent month.

“The recent upward trend in U.S. home prices is an 
encouraging signal that we may be seeing a bottoming of the 
housing down cycle,” said Anand Nallathambi, president and 
chief executive officer of CoreLogic. “Tighter inventory is 

contributing to broad, but modest, price gains nationwide and 
more significant gains in the harder-hit markets, like Phoenix.” 

“Home price appreciation in the lower-priced segment of the 
market is rebounding more quickly than in the upper end,” said 
Mark Fleming, chief economist for CoreLogic. “Home prices 
below 75 percent of the national median increased 5.7 percent 
from a year ago, compared to only a 1.8 percent increase for 
prices 125 percent or more of the median.”

The research also concluded that:
>>> Including distressed sales, the five states with the 

highest appreciation were:  Arizona (+12.0 percent), Idaho (+9.2 
percent), South Dakota (+8.7 percent), Montana (+8.2 percent) 
and Michigan (+7.9 percent).

>>> Including distressed sales, the five states with the greatest 
depreciation were: Delaware (-9.0 percent), Rhode Island (-4.4 
percent), Illinois (-4.2 percent), Alabama (-4.1 percent) and 
Georgia (-4.0 percent).

>>> Excluding distressed sales, the five states with the 
highest appreciation were: Montana (+9.1 percent), South 
Dakota (+8.5 percent), Arizona (+7.3 percent), Idaho (+6.6 
percent) and Wyoming (+6.6 percent).

>>> Excluding distressed sales, the five states with the 
greatest depreciation were: Delaware (-7.8 percent), Rhode 
Island (-3.8 percent), Alabama (-2.8 percent), Connecticut (-2.2 
percent) and Kentucky (-1.2 percent).

>>> Including distressed transactions, the peak-to-current 
change in the national HPI (from April 2006 to May 2012) was 
-30.1 percent.  Excluding distressed transactions, the peak-
to-current change in the HPI for the same period was -22.2 
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

Have We Finally Bottomed Out?
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technology-driven marketing solutions speci�cally designed for the needs of the mortgage industry”.



Process ImProvement - By tony GarrItano

Can You Service?
Should your origination vendor be able to help you enter or automate your 
servicing business? Today some actually can.

The loan origination space is heating up for sure. We’ve seen some noted acquisitions. Let’s un-
derstand, LOS companies have to add value. Doing more within the core system of record is the 
goal. No LOS company wants a client to ever leave their system. So, when you think about it, 

what’s the one flaw of every LOS? Servicing is a hot business and no LOS offers servicing functional-
ity. They originate loans, they don’t service them.

Today that’s changing. In this one case LOS mainstay Mortgage Builder actually acquired a ser-
vicing system to help its midtier lenders maintain servicing rights over their loans and enter this new 
business. A smart move, for sure.

Mortgage Builder has entered into an agreement to acquire GCC Servicing Systems, a leading loan 
servicing software provider that shares 35 years of history with its new owner. A sale price was not 
disclosed. GCC is the creator of G/Serv, a mortgage servicing software popular with mid-tier lenders, 
community banks, credit unions and mortgage companies, a market sector also well-served by Mort-
gage Builder. The teaming of the two technologies comes at a time when many lenders are retaining 
servicing rights and responsibilities rather than using subservicers and selling loans on a servicing 
released basis.

“More lenders need servicing software now than at any time in recent history,” says Keven Smith, 
Mortgage Builder’s CEO and president. “With the acquisition of GCC, Mortgage Builder now offers a 
complete lending system that empowers lenders to control all aspects of the process,” he notes. 

“And with their common DNA, the platforms work ex-
tremely well together, making it far simpler for lenders to 
make smooth transitions into loan servicing.” The GCC 
staff will join Mortgage Builder and GCC will operate as 
a separate division with Jeff Augenstein, vice president of 
GCC, responsible for the day-to-day operations.

GCC Servicing Systems was founded in 1977 as Glenn 
Computer Corporation by Glenn Liebowitz in Southfield, 
Michigan as a mortgage servicing, loan origination, and 

accounting service bureau. The loan origination product was spun off in 1998 to become Mortgage 
Builder Software. G/Serv brings Mortgage Builder a comprehensive loan servicing platform that au-
tomates all servicing administration functions, along with default management and full reporting ca-
pabilities. 

Like Mortgage Builder, G/Serv has evolved greatly since it was first released, and is now designed 
for Software as a Service (SaaS) delivery for fast, cost-effective implementation, and is hosted in a 
SAS-70 Type II/ SSAE-16 Type II compliant data center.

“This acquisition puts Mortgage Builder into a unique class of technology providers,” says Kelli 
Himebaugh, corporate vice president of Mortgage Builder. “As a nimble, independent company, we are 
well accustomed to working with regional and mid-tier lenders” she says. 

“We can now bring our highly personalized approach to lenders choosing to become servicers to 
maximize returns and improve borrower service levels,” she continues. “A new era is dawning for the 

Servicing is a hot business and no 
LOS offers servicing functionality. 
That’s why some recent acquisitions 
make a lot of sense.
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mortgage industry and with the addition 
of GCC, we are able to provide a full 
range of exceptional technologies for 
America’s lenders.” 

But the servicing system acquisi-
tions don’t stop there. PROGRESS in 
Lending launched its Innovations pro-
gram last year. We want to recognize, 
reward and encourage innovation. One 
of our first winners was DRI Manage-
ment Systems. We now know that that 
ServiceLink, a prominent end-to-end 
origination, servicing and default solutions provider for 15 of 
the top 20 mortgage lenders and servicers, has acquired New-
port Beach, California-based DRI, the terms of which were not 
disclosed. In conjunction with the acquisition, ServiceLink also 
announced the launch of ServiceLink Fusion, the company’s 
new servicing workflow platform, which was designed and im-
plemented in response to specific feedback from the company’s 
servicing clients and incorporates technology gained through 
the acquisition.

“In response to increasing regulatory oversight, our clients 
have asked for a way to successfully centralize their servicing 
workflow management and we listened,” said Laura MacIntyre, 
ServiceLink’s Senior Vice President of Servicing Solutions. 
“ServiceLink Fusion is truly a ground-breaking workflow plat-
form, developed and configured in the default space and is ready 
to accept additional configurations across the loan servicing 
continuum.”

ServiceLink Fusion uses the newly-acquired DRI workflow 
platform to provide loan servicers with the industry’s first com-
prehensive, end-to-end workflow management solution. For the 
last four years, DRI has been intensely focused on developing 
and configuring an entirely new workflow and content manage-
ment platform for the loan servicing industry. This platform, 
which uses a common database and common user interface (UI) 
framework, is in production and is presently configured to sup-
port eight key functional areas within default. 

While use of ServiceLink Fusion is not limited to default, 
existing configurations include loss mitigation, pre-foreclosure, 
foreclosure, bankruptcy, claims, third party service ordering, 
litigation, default administration, and real-estate owned (REO) 

management. ServiceLink’s Fusion 
platform enables clients to manage op-
erational risk, while reducing the limi-
tations and constraints that result from 
hard-coded point technology solutions, 
databases, and other interfaces. As a 
result, compliance with new regulatory 
mandates, such as providing a Single 
Point of Contact (SPOC) has become 
relatively simple. Integrating with Ser-
viceLink’s existing loan origination 
system (LOS), Commerce Velocity’s 

Spectrum, the ServiceLink Fusion team now delivers solutions 
spanning the entire loan life cycle, from origination through ser-
vicing and disposition.

“For more than two decades, DRI has led the way in defining 
the default technology space,” said Duke Olrich, DRI Manage-
ment Systems President and CEO. “We are excited to join forces 
with such a forward-thinking industry leader and look forward 
to working with ServiceLink’s servicing solutions team to de-
liver new technology for the industry.”

“ServiceLink is committed to providing comprehensive ser-
vices, solutions and technology that surpass our customers’ ex-
pectations and business requirements, and ultimately enhance 
the way in which they do business,” said Chris Azur, ServiceLink 
President. “ServiceLink Fusion is a significant example of that 
commitment and we are excited to bring to market the indus-
try’s first truly comprehensive workflow platform specifically 
designed to support the servicing industry.” 

So, what does all of this really mean? As I look at these deals 
I see an opportunity for innovation. Lenders are often saddled 
with older mainframe servicing systems that don’t fit well in 
today’s market. So, why don’t they just switch off of these sys-
tems? Honestly, there aren’t many choices.

What these two acquisitions do is offer two good choices. 
Every lender trusts their LOS so why not get their servicing sys-
tem from their LOS. In the case of Mortgage Builder, the com-
pany has grown consistently. It has a reputation for providing 
good customer service. So, if I’m a lender with a history using 
Mortgage Builder why wouldn’t I look at retaining servicing 
rights, get a new revenue stream and tapping Mortgage Builder 
to help me out with the technology? It’s an easy choice. ❖

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.

Are we going
to see a dynamic

shift in the mortgage
servicing technology

space as a result of
these acquisitions?

Not immediately.
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Future trends - By roger gudoBBa

Competitive Awareness
Many organizations have failed in the past because of their inability to adapt 
their strategic vision to altered conditions of competition.

Last month we talked about why competition is good but focusing too much on the competition 
is bad. We ended by saying the key to winning market share is to differentiate your product(s) 
from your competitors. However, this does not mean that you should ignore the competition. 

If you claim you don’t have any competition, you either don’t understand your business or have a 
business that nobody wants. Neither option is good. 

Every business should include a competitive analysis, detailing their strengths and weaknesses, 
in their business plan. Competitive market research examines all aspects of a business environment. 
It asks questions about competitors, market structure, government regulations, economic trends, 
technological advances, and numerous other factors that make up the business environment. That plan 
should be updated every year to recognize changes in the market and your competitors. 

Ask yourself: Are there new requirements in the product demands from your customers? Are there 
new competitors? Have some of your old competitors left the marketplace? Have some been acquired, 
possibly by an organization that will present more of a threat? Revising this information every year 
ensures that your organization is up-to-date on the marketplace.

The mortgage industry is looking at some 
very significant regulatory changes that will 
have a huge impact on your organization. It is 
important to also recognize how your competitors 
are reacting to that environment. For example, 
we have seen several LOS acquisitions. Why? 
Because the LOS companies are looking to be 

more all-in-one or because they are looking to take over more share. The overriding reason for both 
types of acquisitions is to control the space as it changes. They want to “own” their clients so they can 
show their value. 

But how do you show true value? Is the value dollars saved per loan? In some cases it is, but more 
often today value is measured in how agile you can make your clients as they are forced to change key 
processes due to new rules. So, there has to be a plan to achieve this goal. You have to have a way to 
measure your company and your company’s overall growth strategy.

To this end, following are some excerpts from an article ‘Winning the business competition’ by 
Phil Thompson. Please visit the website www.thompsonlaw.ca for the complete article. Phil outlined 
steps to move your organization from a visionary view of your business to a list of specific and 
measurable deliverables:

Step 1
Competitive Positioning – Visionary Thinking

Our market, our place in the market, and how we must be perceived by ourselves, our customers, 
our suppliers and our competitors to be competitive in the long run.

Every plan must begin with a vision, a sense of final result, a statement of what you are trying to 
be and why and how you are going to do it. The vision must be a winning vision. It must recognize 

If you fail to plan, you plan to fail. Success 
must be measured. Without measurement 
there is insufficient accountability.
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that there is a competition going on, and that the goal of 
the competition is to “win” at some level. The vision must 
encompass the whole marketplace – customers, suppliers, 
competitors – and sustain success for you and your business 
in the long run.

Step 2
Competitive Focus – Vision Meets Strategy

What we will focus on in the near future to secure our place 
in the market as against our competitors.

In developing competitive focus 
and strategic objectives, the attributes 
of business competition must be kept 
clearly in mind, including the need 
for personal profit and the lack of 
unlimited financial resources to 
pursue that need. All strategies must 
recognize the goal of controlling the 
competition itself by imposing your 
vision onto the marketplace. Seizing 
initiative and forcing others to react 
to your lead will greatly improve 
your chances of succeeding in the 
competition. In setting strategic 
objectives, a key understanding of 
weaknesses is necessary, both yours and your competitors’. 
Attacking their weaknesses through your strengths, while 
being mindful of defending your own weaknesses, tells you 
what to do, how to do it, and what resources you need to get the 
job done. That requires a frank and honest assessment of your 
own abilities and position in the competition.

Step 3
Competitive Success Factors – Strategy Meets Management

What we must accomplish in the short run to maintain our 
focus and fulfill our competitive vision in our market.

With competitive positioning and focus in mind, short term 
accomplishments must be clearly and specifically defined, and 
resources found and allocated to fulfill those accomplishments. 
“Control” is managed by setting a clear list of accomplishments 
and objectives in a way that fosters knowledge of what needs to 
be done in a broad sense as well as a winning attitude.

People need know what they have to do and why, and what 

resources they have to get their part done, without a lot of 
interference in how they do it. In return for a certain degree of 
freedom to operate, team members must accept responsibility 
for their decisions and be accountable.

Initiative is balanced with responsibility. Subordinates must 
also become responsible for “lateral coordination”. They must 
integrate their actions and objectives with others who are in the 
same chain of command. Each has knowledge of the company’s 
overall competitive position and focus, as well as their own 
competitive success factors. 

Rather than going up the line to get 
direction on how to get things done, 
they are expected to work together, 
and only go up the line if there is 
disagreement or misunderstanding as 
to focus or vision. 

By hiring, developing and 
empowering similar types of people 
throughout the organization, people of 
initiative and imagination who accept 
responsibility and accountability, 
and who are required and capable of 
working together, and by delegating 
vision objectives and not methods, 
owner managers can ease their own 

burdens, concentrate on the areas where they should be spending 
their energies, and can benefit from a stronger, more vibrant and 
more proactive organization. 

Step 4
Measuring Deliverables – Management Meets Strategy

How we are going to know that we are achieving our 
objectives, maintaining our focus and fulfilling our vision.

Success must be measured. Without measurement there is 
insufficient accountability. Without measurement, decisions to 
stay the course or take corrective action may be made too late in 
the competition. Without measurement, jumping in at the right 
time with the right help cannot be done. 

Defining what to measure, when to measure, and what to do 
with those results, and tying it all in back in through competitive 
success factors, completive focus and competitive positioning 
– from management through strategy to vision – is essential to 
being and staying competitive. ❖

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.

If you claim 
you don’t have 

any competition, 
you either don’t 
understand your 
business or have 
a business that 

nobody wants.

21      Tomorrow’s Mortgage Executive           



Powering
Today’s
Lender

Community Banks Mortgage & Consumer
Mid - Tier Banks Hosted or Traditional

Credit Unions Rapid Deployment

Mortgage Banks

8 0 0 - 6 2 8 - 4 6 8 7
p o we r l e n d e r. c o m

Lender Refined

Loan Origination & Processing System



Business strategies - By Michael haMMond

Start Selling
Creating a sales culture takes discipline, commitment and focus but that 
should be no surprise—because excellence is never an accident.

Are your sales numbers down? In today’s economic climate it’s more critical than ever to 
consistently produce sales results. As I talk to organizations that are struggling to grow, one 
area that they need to look hard at is their current sales culture. During the boom times there 

were lots of leads coming in and sales people were essentially order takers. They took an order and 
they didn’t have to sell on the differentiators of their company or their product offering.

With the market down you need skilled sales people, not order takers. You must have a sales 
culture that knows how to drive results from your sales team if you are going to compete in today’s 
demanding market.

I read an article called “10 Steps to Creating a Top-Selling Sales Culture” by Rory Vaden that had 
some good advice. It said that excellence is never an accident. Transforming a marginally performing 
sales team into a well-oiled sales machine doesn’t happen by luck either.

Yet many companies try to grow sales by simply putting more pressure on the sales team, 
reminding them of their increasing quotas and adding up how much they’re behind. Oftentimes well 

intentioned leadership teams think increasing pay 
will be the magic anecdote, only to find that paying 
salespeople more money doesn’t make them any 
better at generating sales. Many times, it creates more 
complacency to do just enough to not get fired.

Companies invest a lot of time and money into 
better products or more marketing, which doesn’t 

hurt, but only further masks your true underlying sales problem. And it’s astounding how many 
companies know they need to increase sales, yet they spend 70 to 90 percent of their training 
time teaching their sales force more product knowledge and almost no time teaching them how to 
actually sell.

You might have amazing customer service. You could be the leading provider of cutting edge 
technology. You may have an amazing Web presence. It’s possible that you have the world’s most 
compelling value proposition. But if your revenue-generating sales team isn’t reaching its potential 
it’s because you don’t know how to build a true sales culture.

Here are 10 key elements that will get your company on its way to creating a competent sales 
culture:

1. Follow your salespeople. You really need to spend 60 days doing nothing but listening and 
watching. You need to spend that much time because when it comes to why they aren’t producing, 
salespeople can never tell you the real deal; they can only show you.

2. Monitor daily activity. A doctor wouldn’t look at you and just tell you what was wrong; he’d 
send you in for an MRI, to get blood work done or hook you up to a machine to get readings. You have 
to do the same thing for your sales team. Track the six to eight daily revenue producing activities of 
every salesperson. Whatever system you use is fine, but the data is essential for monitoring because 
numbers never lie.

3. Create talk tracks. Most salespeople are far less technically proficient at selling than they 

One of the fastest ways we get results 
for clients is helping them create an 
incentive plan for driving activity.
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think. They are scared to call on new business because they 
aren’t good at it and they don’t know what to say. While they 
will complain about being forced to say word-for-word scripts, 
you must have them available and they must work. If you don’t, 
stop everything you are doing, find the nearest consultant and 
get some. A sales team without talk tracks is like a business 
without a business plan, scattered and inconsistent.

4. Drive activity more than results. Sales is and always will 
be a numbers game. Whoever sees the most qualified amount 
of prospects in the shortest time has the best chance of winning. 
Salespeople have little control over who buys and who doesn’t, 
so spend more time pushing them to increase activity and 
results will increase as a byproduct.

5. Cut the bad apples. Our experience suggests that the 
average sales manager knows in 30 to 60 days whether or not 
a person is going to make it, yet it typically takes six to nine 
months to let that person go. Bad attitudes, low work ethic 
and people who undermine leadership are a virus to your 
sales team. The longer you let them stay around, the more it is 
costing your organization and the more they are infecting those 
around them.

6. Learn to celebrate. Start recognizing top leaders in a big 
public way. One of the fastest ways we get results for clients 
is helping them create an incentive plan for driving activity. 
While big bonuses and contest prizes usually have to stay tied 
to production, you can come up with fun affordable incentives 
that create an immediate spike in activity. Top producing 
salespeople are a different breed and it’s amazing how far 
they’ll go to get a $50 gas card or get their name called in a 
team meeting.

7. Create a creed. Selling is emotional. Selling takes energy. 
And many salespeople need to be sold on the greater good of 
what they’re doing. They need to understand that they are 
contributing to a bigger picture. You can even have them come 
up with their own creed by just capturing their responses in 
a group setting to the questions “What do we believe in and 

why are we here?” Salespeople need vision and it’s the job of 
leadership to help that vision come alive.

8. Elevate esteem. Salespeople are amazing. They are 
often (and should be) among the highest income earners in 
your organization. They battle fear and rejection every single 
day. If you want them to produce you need to promote how 
honorable and noble it is to be a sales professional throughout 
your organization. In your talk and demeanor, elevate the 
importance of the sales function to the other departments in 
your company. Anyone who has a problem with that should be 
invited to make sales calls for a few weeks.

9. Master a sales training process. It’s your company’s 
job to give your salespeople the tools and training they need 
to succeed in their position. Sales cultures have well-defined 
systems to help their salespeople grow, learn and achieve. This 
is especially important for new hires but you also need to have 
some way to deliver on-going advanced sales training ideas for 
your entire sales team. If you don’t think this is important, then 
determine how much it costs you on average to hire someone 
and multiply that by the number of salespeople who didn’t 
make it last year; you’ll quickly see it’s worth the investment.

10. Create more frequent accountability. Most good 
salespeople need and welcome regular accountability and 
partnership. Spending regular one-on-one time with your 
people not only gives you a chance to mentor and train with 
them; it shows that what they do is important and that you care 
about their success. Part of the reason why sales coaching has 
become so popular in recent years is because companies are 
stretched thin by tight budgets and managers are not able to 
spend enough individual time with their people so they seek 
outside reinforcement.

Creating a sales culture takes discipline, commitment and 
focus but that should be no surprise—because excellence is 
never an accident. It’s something that requires attention and 
skill, but it’s also an art. You can do it. So, get out there and 
start selling. ❖

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.

Selling is emotional. Selling takes energy. 
And many salespeople need to be sold on the greater 

good of what they’re doing.
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The Dodd-Frank Wall Street Reform and Consumer Protection Act 
passed in reaction to the collapse of the financial markets in 2008. 
While this may be old news, the impact of what this Act will mean to 

mortgage lenders is just beginning to become reality. One such impact was the 
creation of the Consumer Financial Protection Bureau (“CFPB”) which was 
establish as of July, 2011 with the mandate to act as an independent agency 
with regulatory authority over many of the consumer laws and regulations that 
had previously been overseen by a variety of agencies. The specific consumer 
regulations that are now under the auspices of CFPB include Regulations B 
through P, X which is also known as RESPA and Z or the Truth-in-Lending 
regulations and others.  
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“Lay a firm foundation with the bricks that others throw 
at you.” — David Brinkley

CFPB
DeFineD 

DisClosure rules

By Barbara Perino and Rebecca Walzak



At the time of their formation, CFPB 
was charged specifically with creating 
model disclosures that combined those 
required under the Truth- In- Lending Act 
and Sections 4 and 5 of the Real Estate 
Settlement Procedures Act (RESPA). The 
requirements in these regulations have 
long been a problem for lenders as their 
requirements are at times conflicting and 
overlapping which, instead of clarifying 
costs associated with mortgage loans re-
sulted in confusing borrowers, lenders 
and related entities even more.  The prob-
lem was only exacerbated when HUD, 
who previously had oversight of RESPA, 
released new requirements which con-
fused borrowers and lenders alike. These 
new disclosures were due within one year 
of the formation of the agency. In accor-

dance with these requirements, on July 
11th of this year, CFPB issued the new 
documents for comment. 

In keeping with their mandate to sup-
port consumers by simplifying and im-
proving disclosure forms, the CFPB have 
developed a combined form that will be 
approved twice during the origination 
process. These forms are designed to be 
helpful to consumers in understanding 
the relevant key features, costs and asso-
ciated risks of the mortgage product for 
which they have applied. The forms were 
developed over the past year, based to a 
large extent on what consumers found to 
be helpful and meaningful to them. The 
CFPB took advantage of the ability to ac-
cess consumers through the use of the in-
ternet and released prospective disclosure 
documents for input.  

The disclosures released earlier this 
month are a combination of what is re-
quired by RESPA and the standards set 
by previous TIL regulations. The release 
established two new disclosures, but by 
combining the RESPA and TIL require-

ments and incorporating the requests of 
both consumers and lenders, they appear 
very different than what we have come to 
expect.   

The first of the disclosure is the 
Loan Estimate. This form is expected 
to replace two current federal forms; the 
Good Faith Estimate (“GFE”) and the 
initial Truth-in-Lending disclosure. To 
assist lenders in completing the forms 
accurately, they contain detailed instruc-
tions on how they are to be completed. 
Gone are the standard HUD#1 line items 
as currently used in both the GFE and 
settlement statement. Also gone is the 
standard “Federal  Box” that provided the 
APR rate, finance charges, prepaid fees 
and total payments. Instead the multi-
paged documents include individual sec-

tions which are highlighted on the form. 
Among these sections are “Loan Terms” 
that include information about potential 
changes to the information. Projected 
Payments show, in addition to the prin-
cipal and interest payment, the estimated 
escrow/impound costs. Cash required 
for completion of the transaction is also 
shown in terms of what will be needed 
for closing as well as closing costs bro-
ken down specifically as to who will pay 
and for what costs. While this section of 
the form is organized in a fashion similar 
to the familiar HUD#1, the correspond-
ing costs have been divided into differ-
ent sub-sections and have been labeled 
using an alpha-numeric combination. 
The final two pages provide information 
previously included in either the GFE or 
initial TIL, but in an expanded and more 
easily understood format. Finally it pro-
vides contact information for the lender, 
mortgage broker (if applicable), real es-
tate broker for both the borrower and the 
seller (if applicable) and the settlement 
agent. The document must be signed to 

indicate receipt. As previously required, 
the form must be given to consumers 
within three business days after they sub-
mit a loan application.

The second disclosure is the Clos-
ing Disclosure form, which is consistent 
with the Loan Estimate form; replaces the 
traditional HUD#1 and the final Truth-in-
Lending disclosure. The bureau has also 
included detailed instructions for comple-
tion of this form as well as “Official In-
terpretations” which can be relied upon 
by lenders. In addition to the disclosures 
required by RESPA and TIL, the forms 
include additional disclosures required by 
Dodd-Frank.

As expected, the disclosures apply to 
most consumer mortgages. However, the 
new rules do not apply to home-equity 
lines of credit, reverse mortgages, mort-
gages on mobile home or homes that are 
not attached to land, such as houseboats. If 
you are a creditor that makes five or fewer 
mortgages in a year, these disclosures do 
not apply to your organization.

The Initial disclosure (the Loan Es-
timate) must be given within three days 
of making an application. Because there 
has always been confusion and inconsis-
tency between the definitions in RESPA 
and other regulations, CFPB has included 
a specific definition of what constitutes 
an “application” for the purpose of this 
rule. As has happened in the past, a bro-
ker must give these disclosures when an 
individual applies for a mortgage through 
them and the lender may rely on the bro-
ker to do so. However, it is ultimately the 
lender’s responsibility to ensure that the 
disclosures are accurate.  In most cases, 
in order to ensure the accuracy, wholesale 
lenders typically issue a new disclosure 
when they receive the application.

Collecting fees prior to providing 
this disclosure to the consumer is not al-
lowed but there is an exception for the 
collection of a fee to obtain the consum-
ers’ credit reports.

For lender’s who wish to provide 
written estimates before an application 
is taken, the new rule does require that 
any such estimate include a disclaimer 
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ALTA has estimated that the expected cost to 
implement these changes at $2 million to $2.5 
million per software company.
“ “





so that the consumer does not become 
confused between this estimate and the 
Loan Estimate given after application. 
One difference in providing this disclo-
sure is the requirement that it be signed. 
Previously, there was no requirement 
that the initial GFE be signed and the 
TIL rules only required that the final 
disclosure be signed.   

Similar to the Loan Estimate, the 
Closing Disclosure combines forms 
previously required by RESPA and TIL 
regulations as well as incorporating new 
Dodd-Frank additional disclosures. The 
form provides a detailed accounting of 
the financial aspects of the loan closing, 
previously provided by the HUD#1.  

One of the primary differences with 
these disclosures is that they must be 
provided to the consumer at least three 
business days prior to the closing. If the 
charges change between the time of giv-
ing the disclosures and the closing date, 
new disclosures must be provided and 
an additional three days given to the 
consumer to review the form. There are 
exceptions to this re-issuance require-
ment. If the changes occur as a result 
of negotiations between the buyer and 
seller after a walk-through of the prop-
erty, the new disclosure is not required. 
The second exception would occur when 
the changes that occur result in increased 
closing costs of less than $100.  

The responsibility for the distribu-
tion of this disclosure is still open for 
discussion. In the past, the Settlement 
Agent was responsible for providing the 
HUD#1 24 hours prior to closing and 
lenders were required to provide the fi-
nal TIL. The CFPB has not yet made a 
final determination as to which of these 
parties will be responsible for providing 
this new disclosure and are considering 
two options. The first is to require the 
lender to deliver the disclosure and the 
second is to allow lenders to rely on the 
settlement agent to provide the form but 
remain responsible for the accuracy of 
the information.  

The limits on closing cost increases 
remain in effect. The proposed rule re-

stricts the circumstances in which con-
sumers can be required to pay more for 
settlement services. Charges that cannot 
be increased, unless there is an exception 
permitted, include the lenders charges, 
the charges for services by an affiliate 
and charges for services when the lender 
does not allow the consumer to shop for 
the best price.  Other charges are gener-
ally limited to increases of 10% or less.   

There are some exceptions to these 
requirements and include such circum-
stances as when the consumer requests 
a change, the information provided be-
comes inaccurate or the Loan Estimate 
expires. Other specific exceptions are 
spelled out in the proposed rule. 

The calculation of the Annual Per-
centage Rate (“APR”) is redefined by this 
rule. The new APR calculation includes 
almost all of the up-front costs of the loan 
instead of only specific charges to be in-
cluded. This allows for a more valid com-
parison of loans by consumers as lenders 
can no longer hide fees in charges that 
are not necessarily include in the finance 
charge. It also makes it easier to lenders to 
complete the calculation.  

Retention of these disclosures is re-
quired, and can be retained in a standard 
electronic format.  In recognition that 
smaller lenders may have difficulty with 
this retention requirement the CFPB is ask-
ing for comments on whether or not they 
should be exempt from the requirement. 

In conjunction with the changes in-
volved in the Truth-in-Lending disclo-
sures, the CFPB has also issued a pro-
posed rule on the “High Cost Mortgage 
Loan”, otherwise known as Section 32 
loans. The focus of these changes is to 
strengthen consumer protection and give 

them more information about counseling 
programs that are available to assist them 
in their decision to purchase a home as 
well as provide counseling when need-
ed. The proposed rule also puts limits 
on certain fees and outlaws certain risky 
loan terms as well as the associated lend-
er practices. It would require counseling 
for consumers wishing to use these prod-
ucts and ensure that they receive a list of 
local housing counselors or counseling 
agencies. 

Through this rule, the application of 
the high cost restrictions and require-
ments would be expanded to include 
purchasing a home and obtaining a 
home-equity loan. Loans with certain 
prepayment penalties would also be in-
cluded.  

The rule would generally ban bal-
loon payments and prepayment penal-
ties; cap late fees, ban fees for modifying 
loans and restrict fees charged for payoff 
statements. The rule would also prohibit 
practices that encourage refinancing to a 
high cost mortgage loan.  

Counseling for consumers is a major 
emphasis in this new rule with require-
ments that an applicant get counseling 
before taking out a high-cost loan; that 
counseling is a requirement for every 
first time home buyer that is applying 
for a loan with an increasing balance and 
requiring lenders to provide a list of fed-
erally certified or approved homeowner-
ship counselors or counseling organiza-
tion to consumers.  

“In a chronically leaking boat, energy 
devoted to changing vessels is more pro-
ductive than energy devoted to patching 
leaks.” -Warren Buffett

These proposed changes and new 
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rules have multiple implications to mort-
gage lenders as well as vendors. The 
majority of them involve costs such as 
technology, training and additional moni-
toring to ensure they are implemented 
properly.  

One of the obvious and major changes 
is the elimination of the HUD#1 classi-
fications. Numerous technological pro-
grams are based on the HUD#1 assigned 
to fees within an origination system; for 
example, the calculation of an APR. In 
addition, these new forms will have to be 
programed into systems used by lenders, 
brokers and closing agents. The ability 
to provide the required information will 
also require additional data fields that are 
currently not captured. The American 
Land Title Association (ALTA) has es-
timated that the expected cost to imple-
ment these changes at $2 million to $2.5 
million per software company.  

Process changes and implementa-
tion of these changes must also occur. 
Just the disclosure requirement changes 
means that every process will have to 
address not only producing the docu-
ments but ensuring a means to have them 
signed and returned. This requirement 
will have to result in a significant drive to 
implement electronic signatures. The ad-
dition of a three day advance disclosure 
requirement means significant changes 
to the closing process. Although not spe-
cifically stated, the end result will be not 
only longer periods between approval 
and closing, but the need to have individ-
uals available to answer questions and 
address problems identified by consum-
ers once these documents are received. 
These process changes also mean more 
monitoring for completeness and accu-
racy. Whether lenders decide that there 
will be an immediate review of all loans 
to ensure the disclosures were complete 
and accurate or whether they include 
them in a standard sampling analysis, 
this will have to be incorporated into the 
process.  

Along with these issues comes the 
need to hire and train staff to implement 
the requirements. Training programs for 

all members of the staff will have to be 
implemented since the changes in forms, 
disclosure information and timing im-
pact everyone within the origination 
organization as well as some within the 
servicing platform.  

With the new definitions and limi-
tation placed on high-cost mortgages, 
product parameters and corresponding 
pricing will most likely change as well. 
As such the overall business model for 
lenders will most likely be impacted and 
the opportunities for lenders with a dif-
ferent vision of how a mortgage compa-
ny should operate will expand.   

From the dust of the collapsing mort-

gage market in 2008, the constant cry has 
been to place the making of mortgage 
loans safe for consumers. The CFPB has 
been charged with this responsibility and 
from the requirements evident in these 
proposed rules, they are taking this focus 
and responsibility very seriously. The 
message is clear; the determination of 
who will become a successful mortgage 
lender lies in the appreciation for and the 
fulfillment of the consumers’ need for 
safe and sound mortgage loans regard-
less of the cost to lenders.

Please note we are not attorneys and 
any information provided in the article is 
not to be construed as legal advice. ❖

rjbWalzak Consulting, Inc. was founded and is led by Rebecca Walzak, 
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the consumer lending industry. In addition to consulting experience in 
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Every loan has a story. From start 
to finish, the many people who 
work on securing that loan add to 

that story – from the borrower to the loan 
officer to the processor, to the underwriter, 
quality control, the closer, the funder, and 
all of the support staff. Everyone who 
has a hand in the loan process can make 

or break the deal. So what is the ideal 
mortgage loan? What does it look like and 

what is necessary to produce that mortgage 
with the most ease for both the borrower and 

the Loan Officer?
Crafting the ideal loan is part art and part 

science. It goes without saying that it takes an 
intimate knowledge of the ins and outs of the 

business, but communication with the borrower 
is also key. The mortgage process is a science, and 

communication is an art form; to create a loan that sails 

Every loan has a story and everyone who 
has a hand in the loan process can make 

or break the deal.

 By Edmund “Chip” Poli
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through to completion requires both. 
The loan process at its core is a se-

ries of steps that must occur in sequence, 
each building on the next. Every single 
link in the chain is essential; it is vital 
that all of the links work together in 
unison to fashion the most seamless 
process possible. And it all starts with 
the loan officer, whose contact with the 
borrower is crucial.

Loan officers who do their jobs thor-
oughly kick off the loan process smooth-
ly. Those who take immediate control of 
a potential loan make sure to do their due 
diligence – yield the best results. They 
don’t just check boxes and bury their 
noses in application forms when judging 
whether a loan deserves approval. They 
talk to borrowers and get to know them 
well, learning the subtleties that will ulti-

mately craft each borrower’s perfect loan. 
Successful LOs make certain that their 
borrowers understand the entire loan pro-
cess from start to finish, including timing 
and deadlines, and they realize that they 
must ensure that each borrower delivers 
the necessary documents needed to com-
plete their file. 

Borrowers don’t always know what 
kind of information they must provide, 
but loan officers do. Those LOs who give 
helpful explanations and lay out clear ex-
pectations will pass borrowers smoothly 
down the line through processing, under-
writing, and beyond. If there are gaps in 
information, savvy LOs identify what is 
needed and know how to pursue the de-
tails in order to fill in the blanks. Rather 
than waiting for borrowers to volunteer 
information, a thorough LO will ask for 

it up front and avoid playing catch-up. It’s 
the LO’s job to explain the loan’s intri-
cacies to the borrower and to be able to 
forge a positive relationship that will last 
throughout the entire loan process. 

The paper trail on the path to an ide-
al loan must be perfect. It goes beyond 
names, contact information and social 
security numbers. It’s the very first step 
in the process, and it gets the borrower 
in the right state of mind to provide ev-
ery financial detail imaginable. A savvy 
LO gets the borrower on board with clear 
checklists of necessary documents. The 
borrower will need to provide two years 
of employment history including current 
proof of employment – complete with 
names and addresses of each employer 
and income earned as well as a current pay 
stub; two or more months of bank state-
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ments (and not just the summary on the 
first page – the entire statement for both 
checking and savings, as well as account 
numbers and contact information for the 
bank); W-2 forms dating back two years; 
a record of complete addresses for the past 
two years, including contact information 
for landlords and copies of mortgage pay-
ments or rental lease agreements; 401K, 
IRA, and mutual fund statements; records 
of additional stocks, bonds, and other 
investment income; disclosure of credit 
card debt and other current loans, includ-
ing account numbers and addresses of the 
loan holders; and detailed information 
surrounding any other properties owned 
by the borrower, including addresses, cur-
rent value, and remaining debt on each 
property. When the borrower is co-filing 

for a loan, the LO will need to pursue this 
information for both parties.

Every borrower has a different story 
of his own, and each borrower’s special 
circumstances may warrant compiling 
additional documentation. Those who 
can claim income from alimony or child 
support should be prepared to show court 
records of that income, while borrowers 
who have previously declared bankruptcy 
will need documentation surrounding the 
process. Those who collect disability or 
workman’s compensation must provide 
documents showing that they will con-
tinue to do so for at least three years. And 
different types of loans may warrant addi-
tional documentation to prove eligibility; 
a VA loan, for example, requires specific 
eligibility paperwork.

It’s always better to have too much 
information rather than not enough. 
Documents should be double- and triple-
checked for authenticity and accuracy, 
and while going through these records, 
the LO has the opportunity to really get 
to know the borrower and be on the look-

out for any areas of concern that can be 
tackled up front. This is also a great time 
to get the borrower on board with the un-
derstanding that thoroughness counts and 
to prepare him for the possibility that ad-
ditional documentation may be requested. 
If the borrower is given the right knowl-
edge and direction, the entire loan process 
will move along more smoothly – and a 
clear expectation that future paperwork 
may need to be submitted will contribute 
to a good attitude.

Getting the borrower on board with 
the paperwork process is critical. It’s im-
portant that the borrower understands that 
every piece of information required needs 
to be submitted in exactly the manner re-
quested and by the deadline the LO sets, 
no matter how redundant it may seem. 

Full disclosure is a must, and any proac-
tive LO must vigorously pursue all perti-
nent information, investigating any areas 
of confusion or concern. Financial docu-
ments should be submitted with attention 
to detail and in the most thorough manner 
possible. As each important record is care-
fully added to the file, the LO should keep 
sight of the final goal of creating the most 
complete possible file to pass on. A good, 
thick sheaf of paperwork is most likely to 
contain any information that could later 
be needed to support the loan.

Effective LOs collect nuanced infor-
mation at every step and keep careful 
notes that may not seem important in the 
immediate term, but sometimes turn out to 
be useful later on down the line. They dig 

deep, cover all the bases, and make sure 
that they attack every issue that arises. 
A successful LO keeps a comprehensive 
list of names, phone numbers, email ad-
dresses, and other pertinent information 
about the borrower that will make it easy 
for any member of the team to follow up 
on questions that come up. If questions or 
challenges do arise, it’s important to also 
keep track of them in case they warrant 
further follow-up from the processor or 
underwriter; thorough notes are the key 
to avoiding having to go back to the bor-
rower for supplementary information.

The LO is by no means “done” after 
completing the borrower’s file. While the 
file may be ready to pass on down the 
line, the LO hasn’t finished the job until 
the loan has closed. It’s important to hang 
onto all collected information and keep 
tabs on where the file is in the loan pro-
cess – especially in case the borrower has 
any questions or concerns.

Due diligence is also important as far 
as the property is concerned. LOs should 
do thorough research about the property’s 
history, and rely on the many resources 
available to help do this. The last thing 
that should crop up once the file has left 
the LO’s hands is an unforeseen issue re-
garding the property in question.

It all comes down to quality and re-
sponsibility, and teams with these attri-
butes are destined for success. Quality 
and responsibility are the hallmarks of 
craftsmanship in any industry, and they 
are all traits that serve to facilitate the 
smoothest possible loan process. Craft-
ing a new loan is like writing a story 
from start to finish – and a story with a 
happy ending is satisfying to everyone. 
Crafting an ideal loan is like writing a 
bestseller. In the end, everyone is happy 
with the result. ❖

Edmund “Chip” Poli is President and CEO at Poli Mortgage Group, Inc. 
Chip has 20 years of experience in the real estate industry and has been 
consistently ranked in the top 1% of mortgage originators in the country. 
Chip and his brother, Chris, founded Poli Mortgage Group, Inc. in 2001. In 
a few years, the company has grown to encompass a dedicated staff.
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Successful LOs make certain that their borrowers 
understand the entire loan process from start to 
finish, including timing and deadlines.
“ “
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M
ortgage lending is a complicated, document-intensive and highly regulated 

business that lends itself well to technology. Producing a mortgage 

note requires a lot of moving parts, so lenders are 

constantly in search of tools that will improve productivity and 

lower their costs. In light of drastic regulatory changes and increased scrutiny over 

the mortgage industry in general, more lenders than ever are contemplating major 

technology upgrades as a way to boost their business efficiencies, even to the extent 

of rebooting their entire strategic plan.

It can be overwhelming for a lender to know exactly what pieces of 

technology are going to have the greatest impact on their business.

Better Technology

Decisions
By Binh Dang



The good news is that the emergence 
of new technologies such as cloud and 
mobile computing makes the prospect of 
change very appealing. But like a kid in a 
candy store, it can be overwhelming for 
a lender to know exactly what pieces of 
technology are going to have the great-
est impact on their business. Given this 
context, lenders need a better way to un-
derstand technology and what it means 
for their business. They need to have the 
insight and objectivity that allows them to 
understand the root causes of problems 
before they begin looking for solutions. 
An Enterprise Process Assessment (EPA) 
presents a model for lenders to evaluate 
technology and the process changes it in-
duces, but within a tangible and measur-
able framework.

Why are lenders contemplating major 

technology upgrades? There are a number 
of forces that are motivating lenders to 
make major changes to their technology. 
According to a recent survey released by 
QuestSoft, nearly one in five lenders is 
looking to change their entire loan origi-

nation software (LOS) in 2012, almost 
double the rate of years past. Merely con-
templating a change in LOS technology 
involves a considerable amount of time 
and resources, so the growing number 
of lenders that are putting themselves in 

a position to implement a new LOS indi-
cates that a significant market shift is tak-
ing place. 

There are several factors driving 
lenders to search for new solutions in-
cluding increased regulatory and compli-

ance demands, shrinking profit margins, 
vendor consolidation and the emergence 
of new technologies. For certain, the af-
termath of the mortgage meltdown has 
forced lenders to scrutinize the capa-
bilities of their technology to keep pace 
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with regulatory and compliance changes. 
Technology providers must incorporate 
new forms, documentation and calcula-
tions in order to ensure that their systems 
aren’t obsolete.

But the impact of regulatory and com-
pliance changes go further than just up-
dating documents or calculations. Inves-
tors and regulators, such as the recently 
developed Consumer Finance Protection 
Bureau (CFPB), are demanding greater 
transparency of a lender’s process, re-
quiring more detailed and better quality 
data. As a result, data that was sufficient 
in the past is being taken to task, espe-
cially for lenders that rely on integra-
tions between more than one system to 
run their operations. Multiple databases 
and incomplete transfer of data make it 
difficult for lenders to locate information 
that is accurate and can be relied upon 
for critical business decisions. The po-
tential impact can be catastrophic for a 
lender given the increased scrutiny and 
penalties that can be levied on lenders by 
agencies such as the CFPB.

According the Mortgage Banker’s As-
sociation (MBA), secondary marketing 
profit margins have declined the past two 
quarters and this had a substantial impact 

on lender profitability. Between the third 
and fourth quarters of 2011, average sec-
ondary marketing profits dropped 15 basis 
points and average net production profit 
fell to 58 basis points, reducing lender 
profitability by 25%. Therefore, lend-
ers are looking for new platforms to help 
them lower their cost per loan and im-
prove profitability to mitigate the impact 
of falling secondary marketing gains.

Since 2006, more than 80,000 mort-
gage brokers have exited the business as 
loan volume dropped from a peak of $3 
trillion in 2005 to an expected volume of 
less than $1 trillion in 2012. As the overall 

industry struggled, so did mortgage tech-
nology vendors. According to industry 
experts, the mortgage technology vendor 
market shrank from approximately 600 
vendors in 2005 to just 300 today. And 
the contraction continues as merger and 
acquisition activity heats up. Already, a 
number of mortgage technology provid-
ers have made some major moves:

2008: ISGN acquired Dynatek, Mort-
gageHub, Diamond, and LenStar

2008: Fiserv acquired Portellus
2010: Fidelity National Financial ac-

quired Commerce Velocity
2010: Wipro acquired Gallagher
2011: Lender Processing Services ac-

quired PCLender
2011: CoreLogic acquired Dorado
2011: Monitor Clipper Partners Inc. 

acquired Mortgage Cadence, Inc
2011: Davis + Henderson Corporation 

acquired Mortgagebot
2011: Ellie Mae acquired Del Mar 

Datatrac
2012: Davis + Henderson Corporation 

acquired Avista
2012: Mortgage Builder acquired 

GCC Servicing Systems.
This consolidation activity is causing 

lenders to question the long-term viabil-

ity for continued vendor support of their 
platforms, especially if the vendor has 
recently been involved in a merger or ac-
quisition. As a result, lenders are taking 
pre-emptive actions to search for a tech-
nology vendor that provides a greater 
degree of comfort related to a long-term 
commitment to support and enhance 
their platforms.

In spite of the industry’s struggles, 
mortgage technology continues to innovate 
with the rest of the business world. The In-
ternet, cloud computing and mobile tech-
nology are just three examples of newer 
technology that are beginning to establish 

themselves as key drivers of growth.
The emergence of cloud computing is 

by far one of the biggest advances that is 
changing mortgage technology, especial-
ly in the LOS space. The fact that lend-
ers are able to reduce their total cost of 
software ownership (TCO) by as much as 
70 percent using a cloud-based or hosted 
solution, and the ability to scale software 
more efficiently are factors that are sway-
ing lenders to change their technology.

Although still relatively immature, 
lenders are also taking a serious look 
at mobile technology as a way to drive 
more efficiency and to attract volume-
producing talent to their organization. 
While completing a 1003 application on 
a smartphone is still a ways off (at least 
practically speaking), linking originators 
to information in their LOS and real-time 
pricing tools are already here. The direc-
tion mobile goes is unknown, but many 
predict that it’s only a matter of time be-
fore lenders are expected to have some 
form of mobility built into their technol-
ogy strategy.

It’s been a long time coming, but the 
Internet has finally become a legitimate 
business channel for lenders. Although 
the concept of using the Internet to market 
home loans is as old as the Internet itself, 
actual usage by consumers was scant until 
recently.

LendingTree.com, one of the pioneers 
of Internet mortgage lending, recently re-
ported that fully 21 percent of consumers 
now use the Internet to shop for a home 
loan. With the concurrent growth of on-
line mortgage marketplaces like Lending-
Tree and Zillow, mortgage lenders of any 
size can look to the Internet as a legitimate 
source of loan volume.

These are just a few examples that 
demonstrate the transition that is taking 
place with mortgage lenders. The con-
vergence of compliance, consolidation of 
providers and new technology are provid-
ing the impetus for lenders to consider 
giving up their legacy systems and estab-
lishing a new technology foundation for 
their business moving forward.

But, why do lenders make bad deci-

Multiple databases and incomplete transfer of 
data make it difficult for lenders to locate information 
that is accurate and can be relied upon.
“ “
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sions on technology? When we face a 
problem, our natural instinct is to solve 
it. When we see an opportunity, the in-
stinct is to go after it. So in the fast-paced 
world of mortgage lending, it’s only nat-
ural for lenders to have a reactionary re-
sponse to problems and opportunities.

However, this type of reactionary 
behavior can be counter-productive and 
ultimately lead to poor decision making. 
Moving quickly to quash a problem or 
take advantage of a new opportunity can 
turn into a game of whack-a-mole: as one 
problem or opportunity is solved, anoth-
er one appears. Since not every problem 
can be solved nor can every opportunity 
turn into The Next Big Thing, a reser-
voir of frustration builds into a crisis, at 
which point the executive staff calls for a 
technology makeover.

This reactive model of decision mak-
ing creates a list-driven process of tech-
nology evaluation. Lenders gather all of 
their identified problems and opportunities 
into a ‘wish list’ and embark on a search 
for a provider that can meet these needs. 
The provider that is best suited to satisfy 
their wish list at the lowest cost is the one 
that is selected. In response, technology 
providers market and sell their products 
using ‘feature lists’ to make it easier for 
lenders to identify their value.

Why, then, do so many lenders end up 
having buyer’s remorse? Although data is 
scant, one study showed that only 60 per-
cent of lenders were happy with their LOS 
technology investment. Many were disap-
pointed with rollout times, cost overruns 
and customer service. But more telling is 
that in this study, 1 in 4 lenders felt that 
their provider over promised on function-
ality and ended up delivering vaporware. 
In fact, almost half of all lenders believed 
that vaporware is a common occurrence 
in the mortgage technology industry.

But what would vendors have to gain 
by not delivering a solution that they 
promised? And why would lenders con-
tinue working with a company that they 
felt did not follow through on their prom-
ises? We believe that the real cause of dis-
satisfaction with technology outcomes is 

not dishonesty, but a lack of understand-
ing. A lack of understanding between 
lenders and vendors, as well as a lack of 
understanding that lenders have about 
themselves.

When a lender goes through their wish 
list of desired functionality and say they 
need a document imaging system, for in-
stance, they don’t communicate the rea-
son why they need it or the actual prob-
lem they’re trying to solve. Is it because 
the cost of handling paper is too high? Is it 
because their staff has a hard time finding 
documents because they’re in different lo-
cations? There are several reasons behind 
a request for a feature or tool.

Therefore, it’s easy to see how a 
lender’s needs can easily become lost in 
translation, and how that can result in dis-
satisfaction with their technology choices 
buyer’s remorse. Vendors aren’t necessar-
ily guilty of delivering vaporware; they’re 
simply making wrong assumptions about 
lender expectations. Lenders need to un-
derstand the root causes of problems.

So how do lenders get beyond this 
gap in understanding? The first step is to 
recognize that every problem or opportu-
nity has a root cause (or goal, in the case 
of opportunities). Asking questions and 
spending time tracing where a problem 
originates from will inform lenders about 
real solutions, instead of blindly grasping 

at features. For example let’s look at that 
document imaging system your opera-
tions manager keeps bringing up? It turns 
out that even though all of your docu-
ments are already in an electronic format, 
processors keep printing out documents 
because the current system doesn’t allow 
them to look at a loan file and an elec-
tronic document simultaneously. Alter-
natively, if a lender is unwilling to invest 
in hardware like multiple monitors, their 
staff will resort to inefficient methods 
such as printing paper documents in or-
der to complete their tasks. Without this 
level of understanding, chances are that a 
lender won’t achieve the ROI they expect 
when they buy new technology.

The second step is to look at prob-
lems or opportunities in a way that can 
be measured, so that relative value can be 
established. A lender’s wish list typically 
doesn’t have any rhyme or reason; ev-
erything is deemed important. But that’s 
not reality. A problem or opportunity will 
have differing impacts on a lender’s busi-
ness, so it’s essential to understand ex-
actly how much that impact is. And when 
it comes to mortgage lending, nothing is 
more important than the bottom line, usu-
ally expressed in terms of cost per loan.

Cost per loan can be divided into two 
categories: hard costs, such as costs paid 
to third parties, and soft costs, which can 
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Lenders Feel that Vendors Over-Sell and Under-Deliver.

Source: Dynatek Customer Satisfaction Survey
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be attributed to labor costs. While hard 
costs are relatively easy to quantify, as 
most of it is captured in the LOS database 
via the HUD-1, soft costs are much more 
difficult to ascertain. But according to the 
Annual Mortgage Bankers Performance 
Report conducted by the Mortgage Bank-
ers Association, labor costs make up as 
much as two-thirds of the cost per loan.

With these two viewpoints in mind, 
LendingQB developed Enterprise Process 
Assessment (EPA), an objective, well-de-
fined, comprehensive process that helps 
overcome the challenges associated with 
complicated technology evaluations. The 
EPA is a deep-dive analysis of a lender’s 
workflow process that provides a method 
to model and measure process improve-
ments using objective standards. The EPA 
gives lenders direct access to know what 
their labor costs actually are. The goal is 
to help lenders make better decisions and 
achieve a high level of ROI from their 
technology investments.

The EPA consists of five steps that 
help lenders understand the value of any 
given technology investment. The EPA 
uses an objective analytical process that 
strips out the influence of opinion or emo-
tion. The process may reveal new prob-
lems or opportunities, or it may even help 
the lender reach the conclusion that no 
technology change is necessary at this 
point in time. Whatever the case, the goal 
is to give lenders a greater understanding 
of themselves, and to see that technology 
is but a means to an end, not a goal in and 
of itself.

STEP 1: Model workflow activities.
The first step of the EPA is to get a ho-

listic picture of a lender’s entire workflow 
process. From origination to delivery, 
the EPA presents a series of questions to 
lenders that are designed to literally draw 
a detailed picture of current business pro-
cesses. Within this workflow visualiza-
tion, activity costs are derived in order 
to understand the value of each step and 
calculate a net cost per loan based on the 
aggregate of all activities.

STEP 2: Identify value-added activity 
costs.

In order to ensure that the workflow 
model is accurate such that it can clearly 
identify where necessary work is being 
performed, the modeled cost per loan is 
compared with the actual cost per loan 
using accounting data. A variance analy-
sis reveals any oversight or inaccuracy in 
the model and allows lenders to identify 
value-added activity costs.

STEP 3: Identify non-value-added ac-
tivity costs.

Now, with a clear understanding of 
value-added activity costs, it becomes 
easier to see where lenders are potentially 
wasting resources on activities that don’t 
add value to their process. Some examples 
of nonvalue-added activities are re-keying 
of data, toggling between different appli-
cations, spending too much time answer-
ing loan status questions, locating paper 
documents, correcting errors, or even web 
surfing. This analysis provides an addi-
tional benefit to the lender because some 
of the process improvement opportunities 
that will be identified can be solved with-
out any changes to technology.

STEP 4: Discover the causes of prob-
lems.

Next, a lender’s wish list is dissected 
and compared to the improvement op-
portunities identified in the workflow 
model and activity analysis to prioritize 
the original features list. This compari-
son, coupled with interviews with dif-
ferent stake holders, will help determine 
which features are really needed and what 
problem(s) did the lender envision the 
feature would address. During this step, 
it’s not uncommon for lenders to dis-
cover that the original feature request is 
no longer relevant, or that the root cause 
could have been solved better through an 

entirely different feature or tool.
STEP 5: Quantify the impact of solv-

ing a problem.
Using all of the information that is 

gathered in the aforementioned steps, 
lenders gain a solid understanding as to 
how to improve their processes, what 
those process improvements are worth, 
and whether root causes of problems are 
being addressed. Any given solution - be 
it a document imaging system, a prod-
uct and pricing engine or an entire loan 
origination system - can now be evaluated 
in terms of actual dollar figures to deter-
mine the overall cost per loan savings 
offered by the solution versus its actual 
cost. Therefore, every potential technol-
ogy solution can be measured in terms of 
ROI. Lenders can now express their needs 
and expectations to vendors in a way that 
doesn’t need translation.

The EPA is designed to be a tool that 
lenders can use to empower themselves 
when making any type of technology 
decision. In fact, we encourage lend-
ers to incorporate the EPA model into 
their business development strategy as a 
way to drive continuous profit improve-
ment. The EPA should not be treated as 
a one-time event but should be applied 
again and again, on an annual basis, in 
order to identify activities that could be 
improved or eliminated. Using this ap-
proach, lenders become truly innovative 
businesses that lead the transformation 
of the mortgage industry, instead of fall-
ing victim to change.

We believe that by focusing on an 
objective and process-oriented approach, 
lenders can remove the fear, uncertainty 
and doubt associated with technology 
evaluations. ❖

Binh Dang is the Founder and President of LendingQB, a web-based 
end-to-end LOS platform. For the past 18 months, Binh has focused on 
perfecting the system and recently started to officially market the solution 
and company. Unique to the LOS is its ability to seamlessly connect the 
entire lending workflow, which is proven to reduce cost per loan and 
increase productivity. Before LendingQB, Binh oversaw the creation of 
PriceMyLoan, a leading PPE and AUS.
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T
here is no denying that the mortgage space has seen an 
onslaught of new rules and regulations since the meltdown. 
And guess what? More are on the way. One area in particular 

that has been hit hard with these new rules and regs is the appraisal 
space. First, new rules were put in place to prohibit lenders from 
influencing appraisers. Following 
that rule the GSEs have sought to 
reshape how appraisals are done by 
mandating that they be delivered as data in compliance with the 
MISMO standard. Through it all a la mode has stepped up and 
used these changes as a way to innovate. In fact, we at PROGRESS 
in Lending named their DataCourier tool a top innovation for its 
huge industry contribution. To this end, Jennifer Miller, president 
of a la mode’s Mortgage Solution Division talked to us about her 
company and the future of the entire appraisal space.

Executive Interview

Jennifer Miller of a la mode details how technology has helped 
appraisers and lenders deal with sweeping change.

Blooming 
Appraisal 

Innovation
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Q: Let’s start by talking a little bit about you. 
What’s your primary role at a la mode?

JENNIFER MILLER: My focus is Mercury Net-
work, our vendor management platform. 
Mercury Network is used by lenders and 
AMCs to manage their appraisal opera-
tions, cut overhead expenses, improve ap-
praisal quality, and remain in compliance 
with state and federal regulations. Our 
team is responsible for maintaining Mer-
cury Network to support tremendous traf-
fic (over 20,000 appraisal deliveries a day 
and growing), and also responsible for 
supporting our client base, and continu-
ing to add features that improve appraisal 
management workflow for our clients.

Q: But what makes Mercury Network different 
from other appraisal management platforms out 
there?

JENNIFER MILLER: That’s an interesting ques-
tion because most of the other platforms 
are also integrated with Mercury Network 
to offer their clients expanded options 
and more control over their operations. 
We work with many of those platforms 
in what we call a “co-opetitive” manner, 
so lenders and AMCs get the tools they 
really need regardless of the platform 
they choose. In many cases, even if you 
use another platform, you’re still relying 
upon the Mercury Network backbone. 
Over half the nation’s residential real 
estate transactions pass through the a la 
mode Operations Center, so many of the 
different software platforms out there are 
relying upon the Mercury Network core.

Q: Let’s move on. Your DataCourier service has 
received a lot of press lately, including the PROG-
RESS in Lending designating the solution a top 
innovation. Can you tell us a little about what 
DataCourier does?

JENNIFER MILLER: First, we definitely want 
to thank the board at PROGRESS in 
Lending. The award and your recognition 
really mean a lot to the dozens of devel-
opers and analysts that worked tirelessly 
to release DataCourier before the GSE’s 

requirements went into effect.
We released DataCourier in the Fall 

of 2011 so appraisers (regardless of the 
formfilling software they use) could easily 
deliver the newly required MISMO XML 
appraisal files to their lender and AMC 
clients. Recall that the GSEs mandated 
the new file format, effective in Septem-
ber of 2011, but appraisers didn’t have 
an easy way to bundle those files and get 
them delivered to their lenders and AMCs 
in a compliant and secure manner. With-
out DataCourier, this new GSE require-
ment would have caused significant and 
serious delays in lender pipelines, when 
the industry and this economy could least 
afford delays. Appraisers jumped on the 
free service and are using it every day.  
Since we released it, DataCourier has 
been used to send over 2.6 million ap-
praisal reports.

Q: Let’s take it one step further: What kind of im-
pact has DataCourier had on the industry?

JENNIFER MILLER:  We had high expectations 
before we released it, but the stats have re-
ally been shocking. There are a few points 
in the appraisal transaction that DataCou-
rier affects, so I’ll briefly describe a few. 

First, DataCourier also offers lenders 
a free, direct integration to UCDP. It’s of 
huge significance to the nation’s smaller 
lenders and AMCs. Their percentage of 
the nation’s overall origination volume 
continues to climb, yet they do not have 

the same technology and financial re-
sources found at larger institutions. Instead 
of these UCDP and appraisal compliance 
requirements significantly impacting their 
operations expenses, they can sail through 
UCDP without paying a dime or slowing 
down to adopt complex new processes. 
And having the connection to UCDP 
available inside DataCourier eliminates 
the need to save out the XML file and then 
manually upload it to the portal.

Second, since DataCourier packages 
the appraisal data and delivers it in com-
pliance with the Gramm Leach Bliley 
Act, it shields lenders and AMCs from 
potentially catastrophic violations of 
GLB. If appraisal reports (which contain 
federally protected non public informa-
tion or “NPI”) are just e-mailed rather 
than sent through DataCourier, lenders 
and AMCs are exposed to tremendous 
GLB compliance risks. With the rise of 
compliance exams, it’s critical that every 
institution mitigate their risks so Data-
Courier has been instrumental in helping 
small and large lenders get their opera-
tions in compliance.

Third, DataCourier has other very 
helpful tools to help the lender. It includes 
the ability to send a copy of the appraisal 
to the borrower in a GLB compliant man-
ner and record that the borrower has actu-
ally viewed the appraisal. This gives the 
lender a free solution to the Dodd-Frank 
requirement that the borrower must re-
ceive a copy of the appraisal prior to clos-
ing.  Another tool available is the ability 
to request a revision from the appraiser 
via the DataCourier platform with those 
change requests stored in the audit trail of 
the DataCourier file. 

Q: Looking ahead, what’s next for Mercury Net-
work and the appraisal space? 

JENNIFER MILLER: We think lenders and 
AMCs really need additional analytics 
to more effectively monitor both what 
the appraisal is telling them and isn’t 
telling them about the property. Based 
on extensive market research and direct 
communications with the largest lend-
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Executive Interview

Industry PredIctIons
Jennifer Miller thinks:

1Lenders and investors will start to 
demand additional analytics for deter-

mining collateral risk.

2Community banks and credit unions 
will continue to grow in terms of mort-

gage lending market share.

3Appraisal fees will continue to rise 
due to expanding scope of work and 

compliance considerations.



www.WingspanPortfolioAdvisors.com  888.634.0808

SPECIAL SERVICING   |   FORECLOSURE ALTERNATIVES  |   LOAN MODIFICATIONS

ENHANCED BORROWER OUTREACH  |   COMPLAINT ESCALATION

AUDITS & REGULATORY COMPLIANCE  |   PORTFOLIO VALUATIONS

SERVICER EVALUATIONS & OVERSIGHT  |   ACCELERATED SHORT SALES

PROPRIETARY ATTORNEY NETWORK  |   REAL ESTATE NETWORK

INSURANCE SERVICES  |   ASSET/PROPERTY MANAGEMENT

S E R V I C I N G  S U P P O R T  F O R  P R I M A RY  S E R V I C E R S

Wingspan_8.5 x 11.indd   1 7/14/12   8:55 PM



ers and AMCs in the country, it’s clear 
additional tools are needed to gauge ap-
praisal quality and more effectively man-
age compliance.

Over the next few months, we’ll be 
working on new services in Mercury 
Network that give lenders and AMCs 
even more control over their appraisal 
quality. We’ll be focusing on evaluating 
risk related to the market, neighborhood, 
accuracy, completeness, and value. We’ll 
also include tools to help our customers 
more effectively track their vendor’s per-
formance over time. The most important 
aspect of the new system, is it will aug-

ment and expand on what our customers 
are already doing when they are review-
ing appraisals. We aren’t removing the 
human element, but we will be making 
it more efficient and we will be me-

morializing the results of the review so 
it can travel with the loan file to prove 
that the originator did their due diligence 
when evaluating the merits of the ap-
praised value provided. ❖
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Jennifer Miller is president of a la mode’s Mortgage Solutions 
Division. Her focus is Mercury Network, the nation’s premier vendor 
management platform responsible for 20,000 appraisal deliveries a 
day. She manages the daily operations of the division, the continuous 
additions of new features to Mercury Network, and the support of 
the growing client base. Jennifer can be reached at Jennifer.Miller@
alamode.com.  
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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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A look at recent data and market conditions 
suggests that we may be reaching an inflection 
point where mobile lending crosses the 
threshold.

“ “



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. ❖

Alec Cheung is Vice President of Marketing at eLynx where he is 
responsible for product management, corporate marketing and 
corporate communications. Alec is a seasoned B2B marketer with 14 
years of experience in software and outsourced business services. He is 
passionate about customer experience and service delivery. Alec earned 
a BA in Economics and an MBA degree from UCLA.
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