
Tomorrow’s Mortgage Executive Tomorrow’s Mortgage Executive35 36

vices that can surf the web regardless of 
the operating system or brand of phone. 
According to comScore in their 2011 
State of Online and Mobile Banking re-
port, web apps are the dominant channel 
used to access banking-related services 
from a mobile device. Web apps offer two 
significant advantages: 1) they can be up-
dated without the need for the customer 
to take any action, and 2) account infor-
mation can be stored on a secure server 
rather than on the mobile device.

BuIld OR Buy

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

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

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

the communication.
<<< Incorporate other lending and 

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

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

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

Jump In?
Each financial institution has its own cri-
teria for determining when to invest in 
new technology but there are growing in-
dications that the time is ripe for a well 
thought-out venture into mobile lending. 
In addition, there are deployment options 
available to financial institutions that can 
reduce the risk of taking the plunge. Mo-
bile will not replace the channels financial 
institutions currently use to interact with 
their customers. But by adding mobile ca-
pabilities that are in line with usage pref-
erences and trends, lenders can strengthen 
customer relationships and make it easier 
to conduct business. In a competitive en-
vironment, this customer-centric focus 
can make the difference between custom-
ers remaining loyal to their financial insti-
tution or seeking out one that is more in 
touch with current technology. ❖
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Over the past couple of years, we have authored many articles on the need for change in the 
mortgage industry and how progress in lending is evolving. There have been articles on the 
various generations and how they view mortgage lending, both from a management per-

spective and from a consumer perspective. We have talked about innovation; entrepreneurship; 
leadership challenges; the importance of focusing on corporate culture during mergers and 
acquisitions; technologies evolving and the need for more integrity in the industry. Creating 
structure around corporate change creates the cement that holds the organization together 
as it moves into excellence. 

There are *four foundational building blocks to creating a structure. Most companies 
have some of these in place already and may find value simply going back and review-
ing them on a regular basis while others could benefit from shaking it up and breaking 
down the model giving it some new energy or a whole new focus and way of being. 
The four blocks are: 

• Vision – which frames a shared picture of what the organization is becom-
ing, stretching their capabilities into the future.

• Mission – what the organization does best everyday on its way to achiev-
ing the vision; it also provides the roadmap that defines the purpose, core 
objectives and KPIs.

• Values – the guiding beliefs about how leaders and their teams behave ev-
ery day.

• Leadership  - from a view at 25,000 feet, asking strategic questions of to-
day’s plan and the plans of the future of the organization; responsible for 
predicting, listening, reflecting, adjusting and delegating throughout the 
organization in a spirit of collaboration. 

All of this change has to start with strong leadership who create an environment 
where people embrace the mission, values and vision. Leadership is responsible for 
modeling the values and creating clarity and transparency of the mission. The build-
ing blocks come together, connected through the people, the plan, the process and the 
performance. The plan’s focus is on the Strategy; the process incorporates the Structure; 
the People drive the success so staffing focus is crucial; Performance is measured through 
the Systems put in place. 

The key to a successful Strategy is to understand the value of having a strategic plan in place. 
It should create excitement. It should clarify expectations. It should set the tone for change. It 
should embrace action plans and it should give staff hope that they will be able to contribute to the 

Creating
StruCture 
Around Organizational Change
Creating structure around corporate change creates the cement that 
holds the organization together as it moves into excellence.

By Barbara Perino and Rebecca Walzak
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success of the organization. So what do you 
need to do? (Looking at it from a fresh new 
perspective) Identify the approach through 
brainstorming from the grassroots level up 
to the leadership team. Create goals; start 
with the end result in mind and work back-
wards; identifying each step that needs to 
be taken to get to the end result wanted; 
create benchmarks that are achievable.

When creating new Structures, a good 
question to ponder is: “How can we lever-
age and maximize the resources already 
in place?” And one would think to ask 
the question: “What is the value of this?” 
It invites emotional commitment. It en-
courages teamwork. It calls for expertise 
within organization and maybe outside the 
organization. It creates a mutual history of 
the organization. It promotes pride in ac-
complishment. It documents and preserves 
intellectual capital. It promotes inclusion.

New Structures can be created by imple-
menting the strategy; leveraging resources 
of the organization; maximizing the re-
sources of the organization; living out the 
Mission; fulfilling the Vision and inviting 
commitment by all.

People drive the strategy and implement 
the structure. Consequently it’s imperative 
that there is staff buy in and alignment with 
the same characteristics as the organiza-
tion’s mission and values. Focusing on the 
quality of the people who are hired and 
promoted says something about who you 
are as an organization. Leadership needs 
to know what is needed in the skill sets 
and personalities of the people who are 
brought into the organization. The value 
of focusing on People includes allowing 
for the engagement of the stakeholders. It 
allows everyone to contribute. It converts 
passive participants into informed partners. 
It changes novices into experts. It aligns 
the organization and it focuses on perfor-
mance.

The process starts by getting a pulse of 
what’s going on now in the organization. 
Answers can be found through surveys and 
360-assessments. Leadership needs to be 
open to hearing feedback and be willing 
to make changes if they are needed and 
wanted. By identifying people’s strengths, 

building strong teams, getting clarity on 
roles and expectations and working on 
changing behavior can be done through 
training and coaching. 

Finally we come to the fourth block, 
Systems which is really measuring per-
formance. Streamlining through a collab-
orative approach is the style of the future 
which is generation driven and may be hard 
for some to embrace. This is important be-
cause it clarifies the company’s objectives. 

It aligns focus throughout the organization. 
It forces deep reflection about measures 
that really matter. It promotes benchmark-
ing and the search for best practices. It 
creates ongoing action planning and it fa-
cilitates continuous improvement.

The value of reshaping Systems includes 
aligning individuals and teams; creating 
shared goals; creating a clearer focus; 
breaking down silos; allowing for inno-
vation; developing benchmarks and best 
practices throughout the organization and 
it allows for collaboration to take place.

Something to think about when con-
sidering reorganizing: (its hard work as 
significant change is not an easy process). 
It’s an unending process, not “a flavor of 
the month”. This journey becomes the 
foundation for meaningful success. It will 
take a strong leader to embrace the need 

to change, but it actually requires less ef-
fort to lead a successful organization than 
a mediocre one. Leaders can’t produce 
organizational excellence and change by 
themselves, but they can discourage it with 
no help at all. The strategies that success-
ful leaders adopt in their pursuit of excel-
lence – while always customized to their 
own organizational culture are remarkably 
similar. Embracing and acknowledging 
that trust, collaboration and inclusion are 
vital to change is important. Leadership 
must have open and honest discussions 
about the organization’s direction. They 
must believe that the value and assump-
tions being fostered are very important 
to the success of the organization. They 
must create a common understanding and 
response to the organization’s mission. 
Staff must know who you are and what you 
stand for. Leadership must believe in but 
also manifest in their actions a passion for 
the organization’s mission, vision and val-
ues. Excellence depends on deep alignment 
around the intangibles and there has to be 
consistency between value of individuals 
and the organization.

A next step could be reviewing the or-
ganization’s Core Values, Mission and 
Vision Statements. It’s important to think 
about whether everyone in the company to 
know what these are; what they stand for 
and from a leadership perspective asking 
oneself, how important is this? Leadership 
could do some self-reflection and think 
about what it takes to be a successful leader 
in the organization and get clarity on what 
the employees need to do to be successful 
in the organization. It’s a good practice to 
also list the current challenges and priori-
tize them (these show up on company as-
sessments very clearly if the assessment is 
taken by everyone in the organization). An 
independent impartial third party should 
be used to compile the results. From these 
discoveries, a thriving culture can be de-
fined by acknowledging what will have 
to change and be implemented and define 
why this is important. Creating structure 
around ownership of leaders driving the 
change through teamwork, timelines, ac-
countability and creating action items will 

“Leadership 
needs to be 
open to hearing 
feedback and be 
willing to make 
changes if they 
are needed and 
wanted.”
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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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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.

“ “

allow for change to occur successfully. 
If this seems overwhelming, get an im-
partial third party to help in creating the 
processes and structures.

The old ways of doing things are 
changing and being driven by govern-
ment intervention. Transparency, open 
communication and regulatory require-
ments are mandating a whole new nor-
mal way of conducting business. How do 
you embrace this as a leader?

“People want guidance, not rhetoric. 
They need to know what the plan of ac-
tion is, and how it will be implemented. 
They want to be given responsibility to 
help solve the problem and authority to 
act on it,” said Howard Schultz in Pour 
Your Heart Into It: How Starbucks Built 
a Company One Cup at a Time. ❖
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