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This is a big election that should be about big ideas. Instead we seem to be focused too much on gaffes and not enough on who has the 
policy gravitas to fix our country. For example, in an opinion piece written for CNN by Jason Marsh, the founding editor-in-chief of the 
online magazine Greater Good, he put Romney’s comments when he dubbed 47% of Americans victims dependent on the government 
that won’t vote for him under any circumstances into context by saying, “There’s something about the experience of high status that 
hurts our ability to connect with others emotionally. Other studies have suggested that high status makes people less compassionate, 
less generous and less interested in connecting with others in general.”

But when you look at Mitt Romney’s life this is just absurd. If Romney was not compassionate he wouldn’t have helped a dying 
teenage boy write his last will. If Romney was not generous he would not have donated $4 million to charity last year. If Mitt Romney 
didn’t want to connect with people he would not have been a successful governor in a state where Democrats controlled 85% of his 
legislature. t just doesn’t add up, yet this is what we’re hearing from the media on a daily basis when unemployment continues to be 
above 8%, poverty is at record highs, new business start-ups are at a 30-year low and abroad our ambassadors are being killed.

Marsh counters my points when he says, “Here’s why the people at that $50,000-a-plate dinner should care about this research: The 
skills that seem to be impaired by elevated status are the same skills that research has strongly linked to leading a happy, meaningful 
life. So as the super rich in this country assume an ever-loftier status above the 47% (or the 99%), they risk depleting their own reserves 
of happiness.”

I don’t know about you, but I don’t need my president to be happy, I need him to fix the mess that we’re in. My point in writing this is 
not convince you to vote for Mitt Romney, it’s to demonstrate how important it is to vote based on policy and not what the media wants 
you to focus on. We’re independent-minded people. We should get informed and vote for the person that we think can do the job best.

So, I urge everyone to get involved, and get out there and vote for the guy that you think can lead us out of the mess. It’s not just the 
mortgage industry that’s at stake, it’s our country’s future.

Editor’s NotE

Get Informed

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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Your Voice - BY Joseph Badalamenti

E levated numbers of foreclosed properties are placing lenders under significant pressure to reduce 
ballooning REO inventories, while minimizing portfolio losses. In these extreme market condi-
tions, it has become increasingly difficult to sustain property-specific marketing strategies. Time 

constraints and sheer numbers tend to reduce the focus on individual properties in favor of volume-
driven approaches. Ironically, the resulting one-size-fits-all solutions have often had the opposite of their 
desired effect, leading to longer disposition cycles and lower selling prices.

To improve results, stronger field execution is paramount. Servicers need to look for an REO asset 
manager with a nationwide network of field service specialists who can act quickly and effectively to 
optimize the value and marketability of their REO properties. This involves much more than simply 
securing and maintaining the physical asset. The provider must be staffed with REO professionals – in-
cluding vendor management specialists and broker specialist teams – capable of working closely with 
real estate professionals, vendors, title companies, law enforcement officials and attorneys to assure 
better outcomes at every phase of REO asset disposition.

A nationwide network that includes both brokers and field service professionals provides an up-close, 
informed view of each property, particularly if the asset manager also provides upstream pre-foreclosure 
services. This early and ongoing exposure arms the asset manager with the property-specific knowledge 
and experience needed to apply the most efficient, effective approach for each asset in the lender’s REO 
inventory.

In addition, field service companies must demonstrate the ability to handle both quantitative (vol-
ume) and qualitative (depth of service) market demands. Meeting this dual-track challenge requires a 
large, nationwide field service team. The key to rapid deployment of field resources on a neighborhood-
by-neighborhood, property-by-property basis. Providers who can perform at this level are re-defining 
responsive REO service.

Servicers can expect a number of benefits as they strengthen relationships with asset management 
companies capable of working effectively across both REO and pre-foreclosure fronts:

Reduced Costs – Lower commissions and/or fees, economies of scale, and stronger asset control with 
fewer compliance problems deliver substantial cost-saving potential.

Shorter Asset Resolution Cycles – Actively managed brokers move REO properties in less time than 
do unmanaged brokers. Working with asset managers offering direct local monitoring of individual bro-
kers, lenders can expect to move properties in 90 days or less. Re-assigning unsold properties to new 
brokers – a costly and time-draining process – is rarely needed. In addition, when resources are focused 
at the neighborhood and individual property level, there is a greater incidence of properties selling above 
asking price.

Smarter Property Marketing – Experience-based knowledge of each property and neighborhood leads 
to smarter valuations and more productive selling strategies. With in-depth REO expertise and proven 
strength on the ground, well-integrated asset management firms are able to create and apply the right 
marketing approach for each REO property.

Pre-Marketing – With in-depth, experience-based knowledge acquired before a property becomes 
part of the client’s REO portfolio, asset management companies offering both pre- and post-foreclosure 
services are uniquely positioned to create and apply the right marketing approach for each REO property. 
This includes recommending auction or traditional sales methods, preparing detailed property/market 

“Shorter Asset 
Resolution 
Cycles – 
Actively 
managed 
brokers 
move REO 
properties in 
less time than 
do unmanaged 
brokers.”

Relieve the Stress of 
REO Disposition
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analysis, as well as providing turnkey auction management or as-
signing a broker, as appropriate.

Marketing – REO asset managers who can offer comprehensive 
property marketing services are helping REO properties return 
maximum market value in minimum time. Qualified providers of-
fering direct local execution and oversight can mount complete 
marketing campaigns, including detailed weekly marketing re-
ports. Most important, they can and assume full responsibility for 
individual broker monitoring/evaluation, a distinct advantage over 
the arms-length relationships characteristic of many REO asset 
disposition programs.

Closing Services – Well-qualified REO asset management orga-
nizations can provide the people and expertise to coordinate and 
certify closing documents, organize and attend the closing, collect 
and distribute funds, and disseminate closing information, all in 
strict accordance with client, legal and regulatory requirements. 
Title procurement, HUD-1 review and approval, escrow/closing 
coordination. These capabilities and more are well within the 
scope of forward-thinking REO asset management organizations 
prepared to excel in the new integrated service environment.

Effective marketing is critical to successful REO asset disposi-
tion. However, to be consistently effective, REO Marketing is best 
understood as part of the overall asset management process, not a 
substitute for it.

With today’s inflated REO inventories, not all properties are 
suited for sale through traditional channels. Alternate strategies, 
particularly for low-value, high-risk properties must be identified, 
assessed and implemented, as appropriate. REO asset management 
providers with strong field service networks can be highly effec-
tive partners in helping to leverage these opportunities, whether 
large-scale bulk transactions, transfers to development agencies or 
public auction. That said, property-by-property marketing contin-
ues to represent the most effective alternative for the majority of 
REO assets.

Property-by-property optimization of REO assets requires inde-
pendent process management and localized control. What’s needed 
is an REO asset management partner who knows the property and 
its pre-sale history, can plan and execute property preservation/en-
hancement services, understands municipal ordinances and code 
compliance issue, and can objectively assess, select and manage 
local brokers.

With in-depth, experience-based knowledge acquired before a 

property becomes part of the client’s REO portfolio, asset man-
agement companies offering both pre- and post-sale services are 
uniquely positioned to create and apply the right marketing ap-
proach for each REO property. This includes recommending auc-
tion or traditional sales methods and preparing a detailed property/
market analysis, as well as providing turnkey auction management 
or assigning and managing a broker, as appropriate

The right REO service provider can deliver maximum REO 
results in minimum time. Qualified providers offering direct lo-
cal execution and oversight can mount complete marketing cam-
paigns and property-by-property follow up, including ongoing 
detailed progress reports. Most important, they can assume full 
responsibility for individual broker monitoring/evaluation, a dis-
tinct advantage over the arms-length broker relationships charac-
teristic of many REO asset disposition programs. Successful REO 
asset disposition means, first, knowing the property and tailoring 
a marketing strategy to match; and second, being able to apply 
independent, on-the-ground monitoring of the disposition process. 
Integrated REO asset management companies with strong field 
service networks are uniquely qualified on both fronts.

The fact is, disposition of REO assets is a multi-front affair. 
Success means winning a series of small but important battles: It 
takes knowledge of the property and local market awareness to 
critically assess BPOs and the brokers who provide them. It takes 
experience and follow through evaluate and monitor property mar-
keting activities. It takes strong field presence to assure the grass 
is cut, trash is removed, interiors aren’t gutted or vandalized, the 
HOA isn’t ready to enforce a lien, and fines for municipal code 
violations aren’t accruing. It takes people, skills and know-how to 
negotiate cash for keys.

Integrated REO asset management providers with proven pre-
sale and post-sale capabilities are in the strongest position to help 
lenders/servicers address these and other needs critical to REO 
asset marketing success.

Improving and streamlining default and REO processes will re-
main a primary focus of servicers and their field services partners 
as elevated foreclosure rates continue and regulatory compliance 
becomes more urgent and complex. The field service provider’s 
first step in navigating these realities will be to become an even 
more capable and efficient resource – a true problem-solving part-
ner who understands both broad market forces and the servicer’s 
particular needs and business circumstances. ❖

Joseph Badalamenti (Joe Bada) got his start in the default management industry in 1967 as a HUD contractor. Now, 43 
years and over 5 million inspections later, Joe has built Five Brothers into a highly successful and respected industry 
leader offering a full range of default management services and technology solutions. His strong belief in client-
centered partnering has spawned a nationwide network of highly effective customer and field service professionals
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RecoveRy Tips - By Jim BlaTT 

During the last few years, the mortgage industry has focused on refinancing. According to the 
Mortgage Bankers Association (MBA), refinancing has constituted up to 80 percent of U.S. 
mortgage activity in recent years. Historically low interest rates have driven the refinance boom, 

offering some lenders a needed revenue source to survive the collapse of the housing market. 
Government regulation was another key driver of refinance activity. FHA regulation changes and 

programs like HARP and HARP 2.0 provided a boost in refinance activity. However, those programs will 
begin to lose momentum as qualified borrowers take advantage of them. 

While it is unclear when rates will rise, the most stable source of long term business is purchase. How-
ever, the increasing complexity of closing loans, combined with the volume of refinances and contraction 
of the industry, leave loan officers with little time to focus on building and maintaining their purchase 
business. Now is the time to start rebuilding that focus to be ready for home buying season next spring.  

The three best ways to increase purchase business are:
1. Improve relationships with referral partners – starting with REALTORS
2. Improve Customer Retention 
3. Capitalize on other relationships you already have
Real estate agents and other referral partners are a very lucrative source for purchase business. The 

first step is regular communications – keeping your name, picture and contact information in front of 
realtors through newsletters and other email campaigns is a great way to start.  

Loan officers should make sure their partners are truly up-to-date on the status of their referrals, which 
increases the confidence in the lender and re-
sults in more leads. Lenders should make it a 
priority to communicate with these partners 
through phone calls and email, providing status 
updates on current transactions. Lenders should 
also be aware of which partners refer them the 

most business so that they can more actively engage in ongoing communication.
The most cost effective and efficient way to boost purchase business is to target your own past custom-

ers. Research shows that homeowners typically conduct a mortgage transaction every five years. With 
the top lenders continuing to dominate the residential mortgage market (the top 10 lenders make up more 
than 70 percent of the market), lenders need to adapt because the old systems simply are not working. To 
truly retain customers, originators need to expand their marketing beyond the occasional email newslet-
ter or postcard. They need to prove to homeowners that they are still engaged and are actively managing 
their loan after the loan closes. 

The refinance market has been tremendously profitable for lenders. However, only those that have the 
foresight and discipline to start laying the foundation for the next purchase market will emerge successful.❖

“The most cost effective and efficient way 
to boost purchase business is to target 
your own past customers.”

Preparing for the Purchase 
Market to Maintain Profitability

Jim Blatt is the CEO of Mortgage Returns, which provides database-driven, automated marketing solutions that help 
mortgage originators maximize profitability from customers, prospects and referral partners. Through an award-
winning database management and marketing system, Mortgage Returns provides timely and relevant marketing for 
more than 8,000 mortgage originators nationwide. Mortgage Returns’ customized marketing solution also increases 
referrals and cross-sell opportunities for more than 250 financial institutions.
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Many think of the new regulatory burden as a negative, but 
it can be a positive, as well. Xerox Mortgage Service’s 
eighth annual “Path to Paperless” survey finds changing 

industry regulations and standards is having the greatest impact on 
mortgage lenders’ eMortgage and paperless initiatives, according 
to 86 percent of survey respondents. Survey participants repre-
sented mortgage professionals involved with loan origination, 
underwriting, closing, archiving, investing/funding and servicing. 
The results are very favorable for eMortgage advocates. Here’s 
the details:

Up from 28 percent in 2011, 43 percent of respondents believe 
that the mortgage industry will close more than half of all loans 
as an eMortgage within the next four years. The growing focus on 
regulatory compliance has also affected how organizations evalu-
ate the advantages of paperless mortgage solutions:

• 90 percent cited access to an audit trail as an important 
benefit of going paperless.

• 88 percent consider how well a solution supports compli-
ance for industry regulations as an important paperless 
benefit.

Almost all respondents–98 percent–said that online collabora-
tion among internal and external participants in the mortgage loan 
process is a key component of making an office paperless. This 
includes cooperation among lenders, borrowers, closing agents, 
investors and servicers working together through an electronic 
loan folder.

“BlitzDocs’ tight integration with our process-oriented systems 
enables paperless collaboration that helps us more clearly com-
municate loan requirements,” said Jim Connell, chief information 
officer, Sierra Pacific Mortgage. “We can also perform strategic 
load-balancing when loan volumes change and deliver competi-
tive turn times to loan originators and borrowers.”

“In today’s stringent regulatory environment, mortgage profes-
sionals are looking to speed their loan process and gain greater 
transparency by electronically collaborating on images and data,” 
said Nancy Alley, vice president and general manager at Xerox 
Mortgage Services. “Technology should provide the flexibility to 
help a company go digital at a pace they can handle.”

The entire survey is available for free download on Xerox’s 
website, www.xerox-xms.com. ❖

Market Pulse
The True Impact of New Regulation
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Process ImProvement - By tony GarrItano

Are you better off today? In a presidential election year we have heard this question a lot. Politics 
aside, I think this question can apply to the mortgage industry as well. When it comes to the 
appraisal space we have seen huge changes that mandate that appraisals be truly data driven and 

delivered as data. That’s a big change.
Now that the deadline for compliance has come and gone, I think it’s time for us to analyze the benefits 

of a data-driven appraisal process. First, we are certainly seeing vendors step up to use the mandate in 
creative ways. For example, Veros has updated its VeroSCORE product, which enables lenders to score 
the quality of appraisal reports in real time. VeroSCORE uses automated analysis that allows users to 
instantly determine whether an appraisal may be accepted or rejected outright, requires manual review, 
or needs further due diligence.   

The new VeroSCORE features an enhanced user interface, easily accessed via the web. It also empha-
sizes validation of the Uniform Appraisal Dataset (UAD) along with an included pre-check of each ap-
praisal against known requirements prior to submission to Freddie Mac and Fannie Mae via the Uniform 
Collateral Delivery Portal (UCDP), an industry standard technology built by Veros.  

VeroSCORE’s analytics have been made even more robust with additional rules to test the credibility 
of appraisals, as well as by leveraging the VeroVALUE automated valuation model (AVM) and the 
company’s Collateral Integrity Analysis (CIA) tool. VeroSCORE provides individual numeric scores on 
the “three Cs” of appraisal quality: completeness, compliance and credibility. Those scores are presented 

with an overall VeroSCORE ranging from 0-1000, 
along with suggested routing to achieve greater ef-
ficiency in  the appraisal review process and overall 
due diligence.

Certainly the emphasis on data has enabled what 
was a very subjective sector to be more trusted and 
scored. “Innovation some times means that you 
have to roll up your sleeves, put on your overalls 
and get to work,” stressed Mark Linne, Manag-
ing Director at AppraisalWorld. “The industry has 

been so battered with regulation that lenders and appraisers haven’t thought about innovation. With UAD 
it doesn’t matter what you do with the form because they just want the data. 

The next big thing is the analytics. Forms are a dying art. You have to do more. Lenders see this as a 
way to get statistically supported appraisals. The future is bright and ripe with opportunity,” continued 
Linne. “The appraiser with the best technology will rule. There will be appraisers that don’t want to take 
the time and they’ll go away. Just look at the movie Moneyball. When you put analytics into baseball it 
forever changed how baseball recruiting is done. Along the same lines, lenders now want a statistically 
supported appraisal.”

As a result of UAD, we’re also seeing very creative integrations to ease the transition away from paper 
and toward data. For example, Platinum Data has announced that its technology has been integrated 

Certainly the emphasis on data has 
enabled what was a very subjective 
sector to be more trusted and scored.

Are You Better Off?
This question is often viewed in political terms, but it has implications for 
our industry as well.
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within SharperLending’s systems. This integration will provide 
community lenders, credit unions and mortgage companies using 
SharperLending with seamless access to Platinum Data’s suite 
of products, including RealView, the industry’s first and only 
automated appraisal quality verification technology. RealView 
will be integrated into SharperLending’s Appraisal Firewall and 
Bundled Services platforms, while Platinum Data’s independent 
automated valuation models (AVMs), flood solutions and Real-
Condition property reports will be available through Sharper-
Lending’s Bundled Services platform.

“Players want to create business intelligence around the collat-
eral,” said Phil Huff, CEO of Platinum Data. “We have thousands 
of rules to maintain compliance. We were prepared to transmit 
data. We started the process of being data-driven back in 2006 
and 2007. It’s not just about appraisal review, it’s about pulling 
data from trusted outside sources to bring in true intelligence.”

RealView analyzes for compliance, completeness and consis-
tency by evaluating every field on an appraisal report. It cross-
checks each field against data from public and private sources 
and analyzes over 2,000 data points to help ensure each appraisal 
meets with every regional, local and state regulation. 

Despite these advances in forcing a more data-driven approach 
when it comes to appraisals, I wondered if the industry was truly 
ready for this. To get the inside scoop I turned to Jeryl L. Graham, 
the EVP of Settlement Services at ISGN with responsibility for 
Title, Valuation, Flood and Closing Products. She joined ISGN 
in 2009 through its acquisition of Fiserv Lending Services. She 
spent 30 years in the banking industry starting as a teller and end-
ing her career as COO for a super community bank in PA prior to 
becoming a solution provider to the financial industry.

I asked her point blank: Is the industry ready for this? “Any 
time you have a change there is an adoption period,” answered 
Graham. “The changes that have come down in terms of delivery 
have gone smoothly. The noise bubble has dropped off and ev-
eryone is adopting. As an industry we are relying more on data 
and these changes also bring consistency.

“Technology as a whole can and has benefitted the lender and 
the appraiser. If we talk mobile, as we see new apps being devel-
oped to support an iPhone, a tablet, etc. that will create efficiency 
gains. Those that move to this technology will find that they can 
complete and deliver their report to the lender more efficiently. 
This technology will also enhance communication between the 
lender and the appraiser if issues arise or questions, etc.

“The other component is the data piece. As we aggregate more 
data, all of that data can be fed directly to the appraiser so the 
appraiser can use that data to gets comps and evaluate the subject 
property. The lender wants the appraiser to make the best, most 
complete assessment. So, gathering and storing all of this data 
will help everyone and the result is a more accurate report.”

The consensus is that the industry may not have moved to a 
more data-driven approach without a push, but now that lenders 
have been pushed, the process is better for it. Jennifer Creech, 
CEO of InHouse, put it this way: “Technology has made the ap-
praisal process more efficient. HVCC and other regs came into 
being that put more of a burden on the lender. We have a new cli-
ent that uses their LOS to order appraisals, but the LOS doesn’t 
follow up, do due diligence, etc. There are also some lenders 
that submit appraisals to the portal on their own. We handle that 
electronically. That saves days. If you tie in the review of the 
appraisal, you get instantaneous responses.”❖

The consensus is that the industry may not have moved to 
a more data-driven approach without a push, but now that 

lenders have been pushed, the process is better for it.

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.
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Future trends - By roger gudoBBa

I admit that I am a procrastinator. So, a recent article in the Wall Street Journal entitled, “How to Be 
a Better Procrastinator,” intrigued me. So, I decided to do a little research on procrastination. The 
author, Dr. John Perry, an emeritus professor of philosophy at Stanford University, is an admitted 

procrastinator himself. The article asks: “Why should I want to be a better procrastinator? Procrastinators 
are unproductive. No one should want to know how to be more unproductive, right? 

But are procrastinators truly unproductive? In most cases the exact opposite is true. They don’t have 
neat desks or even neat desktops. They spend a lot of time playing catch-up. But they are likely to be 
creative and on the whole amiable. The truth is that most procrastinators are structured procrastinators. 
This means that although they may be putting off something deemed important, their way of not doing 
the important thing is to do something else. Like reading instead of completing their expense report 
before it is due. Nevertheless, such people feel bad about being procrastinators.”

Structured procrastination, as the author suggests, means that you intentionally place items at the top 
of your list that aren’t actually all that important so that you end up getting all sorts of things done while 
avoiding the “important” tasks at the top of your list. This method sounds an awful lot like setting your 
alarm clock a half hour fast so that you can get to places on time, which seems to really do wonders for 
some people.

Stanford philosophy professor John Perry describes how he manages to be a productive procrastinator 
by structuring his to-do list to compensate for procrastination. 

“Procrastinators seldom do absolutely nothing; they do margin-
ally useful things... because they are a way of not doing some-
thing more important. If all the procrastinator had left to do was 
to sharpen some pencils, no force on earth could get him to do 
it. However, the procrastinator can be motivated to do difficult, 
timely and important tasks, as long as these tasks are a way of 
not doing something more important. Structured procrastination 
means shaping the structure of the tasks one has to do in a way 
that exploits this fact.”

Still you may wonder if there is some way to become less of a procrastinator. Dr. Perry has a few ideas 
that may apply to your situation and be helpful. The first piece of advice is: don’t listen to most of the 
advice offered to procrastinators by people that don’t have this particular flaw. 

For example, “Keep your commitments to a minimum, so you won’t be distracted.” If a procrastinator 
doesn’t want to work on something, it won’t help to have nothing else to do. It’s better to have lots of 
things to do, so you can work on some of them as a way of not doing the task that, for whatever reason, 
you seek to avoid.

Many procrastinators use to-do lists. And indeed they can be useful. But what exactly are to-do lists 
for?

The structured procrastinator will have in his mind, or perhaps written down somewhere, a prior-
ity list; the things he needs to do, at some time or other. The seemingly important tasks will be at the 

Not doing one thing is often  
an excellent way of doing 
something else.

Procrastination
“Never put off until tomorrow what you can do the day after tomorrow.”  
~Mark Twain 
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top, motivating him to do tasks further down the list as a way of 
procrastinating. So far so good! But it is also useful to have daily 
to-do lists. And here is where it is easy to be confused. One might 
think the purpose of such a list is to remind one what to do. And 
they can be useful in that way. But that is not their main purpose.

The main function of the daily to-do list is to give the procras-
tinator the experience of checking off tasks as they are finished. 
Putting a check in the box next to the item, or crossing it out with a 
flourish, gives one a little psychological lift. It helps us to think of 
ourselves as doers, accomplishers, and not just lazy slugs. It gives 
us psychological momentum. Thus the to-do list should be of a 
type where the task that has been completed remains on the list, 
with a check mark in a box to the side, or perhaps crossed out. (So 
computerized to-do lists in which the task simply disappears when 
you check it should be avoided at all costs.)

With a little tongue-in-cheek, Dr. Perry states: “I try to make up 
a to-do list before I go to bed, and leave it by the alarm clock. It 
starts like this:

1. Get out of bed
2. Turn off the alarm.
3. Don’t hit the snooze button
4. Don’t go back to bed.
5. Go downstairs.
6. Make Coffee

By the time I sit down with my first cup of coffee, I can check 
off six items. This feels good and looks impressive. My day of 
accomplishment is off to a flying start. I didn’t need reminders to 
do any of these things. But I need a little pat on the back for doing 
them. The only likely way of getting that pat is by having a to-do 
list, so I can cross them off.”

There is an old adage, “Never put off until tomorrow what you 

can do today.” This is quite absurd. Let’s assume each day ends 
at midnight. As long as it isn’t yet midnight, according to this ad-
age, you should be working on something, even if you could just 
as well do it tomorrow. It also means you will never get to sleep 
before midnight, unless there is absolutely nothing you could be 
doing today rather than tomorrow. It really is silly advice. Bet-
ter advice is, “Never do today any tasks that may disappear by 
tomorrow.” But if you are a structured procrastinator, you don’t 
need that advice. You will comply with it automatically. It’s like 
a fringe benefit.

Everyone procrastinates sometimes, but 20 percent of people 
chronically avoid difficult tasks and deliberately look for distrac-
tions—which, unfortunately, are increasingly available. Every-
thing that is written attempts to define procrastination and tell you 
how to cure it. Strictly speaking, this is impossible. There are an 
infinite number of things you could be doing. No matter what you 
work on, you’re not working on everything else. So the question 
is not how to avoid procrastination, but how to procrastinate well.

Procrastination encourages productive subconscious thought. 
When we put off doing something, our subconscious focuses on it, 
so then when we get around to doing it we are full of good ideas 
we wouldn’t have had if we plunged right into. Any procrastinator 
will tell you that. So it must be true.

For more information on procrastination, I highly recommend 
Dr. Perry’s book, ‘The Art of procrastination’ or visit his website; 
www.structuredprocrastination.com. 

I have a coffee cup on my desk with this slogan “I’m not wast-
ing time, I am a Structured Procrastinator.’ That I purchased from 
the website as a constant reminder that the best part about procras-
tination is that you are never bored, because you have all kinds of 
things that you should be doing. 

We will talk about this some more in a future article. Remember, 
“If all else fails, do nothing. Life isn’t all about productivity.” ❖

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.

Leaving things until the last minute 
is a way of budgeting your time.

Tomorrow’s Mortgage Executive21



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
Tomorrow’s Mortgage Executive 22



Business strategies - By Michael haMMond

I read a lot. Recently I was struck by an article called “Roadmap for Designing High-Performing Orga-
nizations” by Leader’s Beacon. In that article it said that companies are frequently facing the need to 
restructure their organizations. Changes in leadership, a shift in strategy, or changing factors within 

an organization often create the need for reorganizing. Organization design is one of the most powerful 
tools available to senior managers for shaping the direction of their organizations.

“Organization design” is often used incorrectly to refer only to an organization’s structure. However, 
organization design is much broader than rearranging the boxes on the organization chart. Simply stated, 
the organizational design process aims to maximize the organization’s chances of delivering its strategy. 
It is the deliberate process of configuring structures, processes, reward systems, and people practices and 
policies to create an effective organization capable of achieving its business strategy.

This reminds me a lot of our industry. I wonder if all of the companies serving our space are truly set 
up to succeed. 

For example, organizational leaders often lack the tools necessary to help them in making decisions 
about how to design their organizations. Further, efforts at restructuring are often uneven and lacking a 
systematic approach. Decisions to reorganize are often made with insufficient information and without a 
clear process to guide the effort. The result is that reorganization efforts often fail to produce the desired 

outcomes, leading instead to further confusion 
or problems within the organization down the 
road.

A popular organizational design framework is 
the Star Model, developed in the 1960’s. The 
framework is designed to be used as the basis 
for an organization’s design choices. The frame-
work is made up of five components, which can 
be manipulated by management and leadership 

to shape an organization and the behavior of the people within it. Let’s look at each of them briefly.
Strategy is the first component to be addressed in the Star Model. Strategy defines the direction of the 

organization. It is important to tackle strategy first because any organizational form we end up with will 
involve compromise, so by setting the strategy first, it enables us to make the right compromises.

Now let’s move on to structure. Structure determines the location of decision-making power. Struc-
tural decision can be divided into four areas:

• Specialization: refers to the type and numbers of job specialties used in performing the work. 
• Shape: refers to the number of people constituting the departments (that is, the span of control) at 

each level of the structure. Large numbers of people in each department create flat organization 
structures with few levels.

• Distribution of Power: refers to centralization vs. decentralization along with whether we push 
power down through the organization to the lowest levels where the issues and information are, 
or whether we want all decisions to go through decision-making bodies.

• Departmentalization: refers to the basis for forming departments at each level of the structure. 
The standard dimensions on which departments are formed are functions, products, workflow 

It is important to tackle strategy first 
because any organizational form we end 
up with will involve compromise.

How Are You Organized?
Are you doing your best to succeed? If not, maybe you should take a closer 
look at how you’re organized.
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processes, markets, customers and geography. Matrix 
structures are ones where two or more dimensions report to 
the same leader at the same level.

Now let’s talk process. Processes information and decision 
processes cut across the organization’s structure; if structure is 
thought of as the anatomy of the organization, processes are its 
physiology or functioning. Management processes are both verti-
cal and horizontal. Processes determine the flow of information 
and decisions in the organization. Vertical processes allocate the 
scarce resources of funds and talent. Vertical processes are usually 
business planning and budgeting processes.

Rewards come next. The purpose of the reward system is to 
align the goals of the employee with the goals of the organiza-
tion. It provides motivation and incentive for the completion of 
the strategic direction. The organization’s reward system defines 
policies regulating salaries, promotions, bonuses, profit sharing, 
stock options, and so forth.

Lastly, it’s about people. This area governs the human resource 
policies of recruiting, selection, rotation, training, and develop-
ment. Human resource policies – in the appropriate combinations 

– produce the talent required by the strategy and structure of the 
organization, generating the skills and mind-sets necessary to 
implement the chosen direction.

Beyond these five principles, its how the organization design 
gets created is almost as important as the design itself. The com-
plete process can take a few weeks to several months, depending 
on the size and complexity of the organization. Determining the 
organization’s strategy is often done by the company’s leadership 
and executive team. 

Designing the organization’s structure, processes, rewards sys-
tems, and people is typically the responsibility of the leadership 
team. Once the high-level designs are established, the detailed de-
signs are often crafted by a steering committee or working group. 
Implementation of the new design should be accompanied by a 
robust transition and a change management plan.

Components of the Star Model may be more or less important 
depending on the unique needs of your organization (e.g., standing 

up a brand new organization versus tweaking an existing organiza-
tion). What is most crucial is to ensure that the five categories align 
with each other, and for you to stay focused on strategy each step 
of the process.

Phil Harkins, CEO and chairman of the board of directors of 
Linkage, Inc., put it this way:

“Well-integrated, high-performing teams - those that ‘click’ - 
never lose sight of their goals and are largely self-sustaining. In 
fact, they seem to take on a life of their own. And it’s all down to 
leadership.”

In every case that has been studied at the Europe-based Cen-
tre for Organizational Research, teams that ‘click’ always have a 
leader who creates the environment and establishes the operating 
principles and values that are conducive to high performance. The 
evidence for this is clearly seen in organizations where a manager 
who creates high performance moves to another part of the organi-
zation, or a different organization, and within 18 months they once 
again establish a high performing team.

He believes that these leaders operate in an organized, sys-
tematic way to build successful teams, and that the formula not 
only involves what leaders should say and do, but also what they 
should not say and do. It also involves working backwards - lead-
ers should envision the future before dealing with the present.

The four most significant behaviors consistently demonstrated 
by high-impact leaders are:

• defining clear goals or a vision of the future in accordance 
with overall organizational aims (the ‘big picture’)

• creating blueprints for action to achieve those goals
• using language to build trust, encourage forward thinking 

and create energy within the team (‘powerful conversa-
tions’)

• getting the right people involved (‘passionate champions’). 
Imparting a clear vision of where the team should be 
headed, and inspiring its members to make it a reality, is 
fundamental to team success.

In the end these are things that we should all consider as we 
navigate a very tough mortgage market. ❖

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.

Organizational leaders often lack the tools necessary to help them in 
making decisions about how to design their organizations.
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Do you know SPOC? No, it’s not a character in an 
outer space science fiction movie, nor is it the name 
of your new neighbor’s dog. “SPOC” stands for 

Single Point of Contact, the requirement that every bor-
rower have one individual who is their link between them-
selves and the servicer when working through a default 
management issue, be it forbearance, loan modification or 
short sale. It first became a requirement when established by 
the Treasury Department as they struggled with the massive 
delinquency and loan modification programs which began 
in 2008 and continue to this day. This concept, the idea 
that a borrower can call one representative of the servicer 
at any time and receive information as to the findings, is-
sues and status of their problem or requested option, has 
not been an easy one or even a welcomed one by servicing 
organizations. Yet it seems, at least on the surface, to be 
a win-win for everyone. The borrower can get up-to-the-
minute information with just one phone call and servicing 
personnel are freed from the handling of numerous inter-
ruptions and frequent phone calls made by frustrated bor-
rowers. Yet servicers, from largest to smallest, seem to be 
slowly working through this “evolving process” rather than 
stepping forward to embrace the idea as they implement a 
single point of contact program. Is this concept so new that 
we are struggling to understand exactly what is required? 
Is it so labor intensive that the volume of work completed 
comes to a near standstill in order to take a customer call? 
What exactly is the problem? 

By Barbara Perino and Rebecca Walzak
There is nothing more difficult to take in hand, 
more perilous to conduct, or more uncertain in its 
success, than to take the lead in the introduction of 
a new order of things, said Niccolo Machiavelli.
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The idea of a single point of contact was 
not a new concept developed by regula-
tors in response to mortgage consumer 
complaints, but has been adapted from 
other industries faced with an overwhelm-
ing volume of calls that they attempted to 
manage through dysfunctional, outdated 
methods for providing customer support. 
Technology companies were among the 
first adaptors of implementing a structured 
unit within an organization whose objec-
tive was to be the communication link be-

tween the company and those that it served. 
The focus of the “customer service” unit 
was a means to provide information, accept 
orders, resolve issues and satisfy customer 
needs in an organized, efficient environ-
ment that is easily scalable to meet the ebb 
and flow of customer volume. Once initial 
implementation was achieved, the satis-
factory rating of consumers skyrocketed. 
Companies continued to enhance the use of 
these units and expanded them to include 
assigning specific “order” numbers to calls 
so that any responder could identify the 
issues in the customer service program 
and answer questions and/or give updates. 
The next step of course was to assign each 
individual caller with their own service 
provider. This individual would take re-
sponsibility for a specific caller, their needs 
and concerns, until such time as the caller 
was satisfied with the result.  

Despite concerns about the potential 
costs associated with creating this spe-
cial unit the use of “call centers” proved 
very successful. Management found that 
through this process they were able to re-
move the ambiguity of issues and quickly 

identify what the “real” issues were. This 
allowed the customer service represen-
tative to more easily address the core 
problem and resolve the callers’ issues. 
Ultimately this produced results showing 
higher productivity numbers for companies 
as other employees were not haphazardly 
interrupted with phone calls that took them 
away from their assigned work load. It also 
eliminated the customers receiving redun-
dant responses or conflicting information 
which ate up even more of employees’ time 

as they attempted to untangle the issues and 
resolve the problem.  

One of the most beneficial results of this 
single point of contact concept was the 
move from constantly being in a reactive 
state to one of proactivity. Customer ser-
vice representatives began to more effec-
tively manage the process of correction and 
improvements as requested and took the 
initiative to begin placing calls to custom-
ers on a regular basis to advise them of the 
status of their issue. The responses to this 
type of proactive calling were overwhelm-
ingly positive. 

This practice also had more easily quan-
tifiable economic benefits as well. As the 
data on issues and problems was collected 
in a single source database, it was much 
easier for management to identify the com-
mon issues and sources of problems. Once 
these were isolated, improvements to pro-
cesses and new technological innovations 
could be developed. Funding for opportu-
nities established through this information 
source was routinely successful in creating 
more effective and/or efficient products 
and services.  

Today there are world-wide call centers 
for just about every major industry and 
global company. While the number of 
companies that assign specific represen-
tatives to specific callers is smaller, the 
overall nature of the calls has moved from 
one of calling when a problem arises to 
one of seeking resources and information 
in implementing some new aspects of the 
servicers provided or attempting to answer 
a question that may arise.  

Unfortunately the status of the mortgage 
servicer “SPOC” programs does not appear 
to be quite as successful. The implementa-
tion of the single point of contact program 
by servicers programs have received only 
mediocre reviews and lawmakers have 
been focusing on national foreclosure re-
form legislation. Although this legislation 
seems to be stalled, many states have or are 
beginning to consider this issue.  

Servicers in the meantime have been 
working on and experimenting with ideas 
for the best method for implementing the 
program. Not all of the plans have materi-
alized into effective programs while some 
have been more successful than others.  

The most common implementation 
approach appears to be the expansion of 
the more traditional call center. In this 
scenario, the standard 800 number is still 
used as the primary point of contact for the 
borrower. Once the borrower has reached a 
representative of the company, they iden-
tify the reason for the call and determine 
which employee would be best able to 
address the issue. In the case of modifica-
tions in progress, the individual assigned 
to handle the application then becomes 
the single source of contact. This process 
may attempt to minimize the modification 
specialists’ phone time, by arranging for a 
call back time, but the process still requires 
a great deal of consumer interaction time.  
There are several other iterations of this ap-
proach as well. One of these is to advise the 
consumer that the individual who is han-
dling the case will call them back. Unfortu-
nately, many times this results in a game of 
“telephone tag.” Complications further oc-
cur when the individual to whom they are 
assigned calls them and leaves a message 
to return the call. Then when the borrower 
returns the call, they are sent to the main 
number and the individual answering the 
phone has no idea about the issue and can-
not transfer the caller to the modification 
specialist.  

“This concept, the idea that 
a borrower can call one 
representative of the servicer at any 
time and receive information as to 
the findings, issues and status of 
their problem or requested option, 
has not been an easy one.”
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Another approach is to create a program 
that will update information about the 
status of the application or request. Then 
when the consumer calls into the assigned 
number, any individual answering the call 
can refer to the system to identify the status 
and provide updated information. Unfortu-
nately these calls often leave the consumer 
with unanswered questions because the 
individual on the phone has no knowledge 
of the required steps in the process or can-
not provide specific information on how 
to address a problem. Ultimately these ap-
proaches are not successful because they 
do not meet the standard established by 
the requirement; a single point for the con-
sumer to call and get questions answered 
and issued resolved.  

How do we move beyond the stumbling 

blocks of today’s approach to SPOC? One 
way is to look at those who have been suc-
cessful in implementing such a program. 
In reviewing information about other 
programs similar to what is required of 
servicers, there is one common thing that 
stands out. These companies see the person 
answering the phone, as the most important 
in the company since they are “customer 
facing.” In order to be assigned to these 
positions, individuals at these companies 
are assessed for their level of profession-
alism and overall attitude. In addition, 
they are required to have a comprehensive 
knowledge about the products and services 
that the companies provide so that ques-
tions can be answered correctly the first 
time. However the most stringent require-
ment mentioned consistently within these 
companies was the ability to communicate. 
These employees must be skilled empa-
thetic communicators; not just talking, but 
excelled at listening to the customers to iso-
late and identify the issues so that they can 
be resolved. Training for these positions is 
in many cases extensive and rigorous. As 
a result, these employees are highly-valued 
and highly compensated.  

In today’s servicing world many manag-
ers see these positions as entry level and 
low paying positions. They are hesitant 
to invest in these individuals who openly 
admit they are looking to advance to other 
positions in the organization. While some 
may have training in call center work, 
rarely do they have anything but a limited 
knowledge of the mortgage industry and/
or the servicing process. While there are 
attempts to overcome this with prescribed 
scripts, the end result is less than effective.    

In addition to the lack of appropriately 
trained and skilled professionals to work 
in a SPOC center, our industry has not yet 
grasped the opportunities that this type of 
function can provide. As mentioned earlier, 
many companies utilize the data obtained 
from documenting and tracking these calls 
through to final resolution to identify where 
there are productivity and cost-reducing 
gains to be made. While today’s servicing 
managers worry about absorbing the costs 
associated with hiring and training these 
individuals they have failed to balance 
these costs against the savings that can be 
achieved.  

While today’s focus is on providing a 
single point of contact for the servicing or-
ganization, it is impossible to overlook the 

potential of this approach for the origina-
tion end of the business. One of the biggest 
failings of the mortgage boom was the bor-
rower’s total comprehension around how 
these loans would work; what future pay-
ments would be and how they would affect 
the borrower’s equity in their homes. It is 
not a large leap to envision a resource for 
borrowers beginning the process of origi-
nating a loan to want and/or demand this 
type of resource from their chosen lenders. 
This idea has great appeal to consumer 
advocate groups. An originator whose ap-
proach provided this level of support and 
knowledge to their customers would un-
doubtedly be able to draw consumers to 
them.  

Whether you think of SPOC as an alien 
here to take over your organization or as an 
opportunity to differentiate yourself from 
the competition, it is safe to say that the 
idea is not going away any time soon. And 
with the repercussions from regulators and 
state legislative interest in this idea grow-
ing, management, ready or not, is going to 
have to implement these programs. 

So bottom line is; there is tremendous 
opportunity to embrace the value of putting 
a highly effective SPOC program in place 
in your company and create benchmarks 
that can be tracked for success, allowing 
room for any needed adjustments. It starts 
at the top. Leadership has to embrace the 
importance and value of this new require-
ment. If you don’t have leadership buy-in 
on the significance of this program you are 
going to be in the spotlight, under scrutiny 
and setting your company up for failure. 
Some things to think about:

• Leadership creates a strategic meet-
ing of the leadership team to talk 
about how they can implement a 
highly effective customer centric 
program. What needs to be done 
to get this in place? Who are ideal 
candidates for our SPOC program?

• Leadership has to get very clear on 
the ROI of doing this process and 
exemplify it throughout the com-
pany. (walk the talk)

• Possibly create a survey to be given 
to every employee in the organiza-
tion to flush out possible candi-
dates for these positions, including 
managers. Craft questions about 
what SPOC means, how it works; 
and some questions (or personal-
ity assessments) to find out which 

“The 
implementation 
of the single 
point of contact 
program 
by servicers 
programs have 
received only 
mediocre 
reviews and 
lawmakers have 
been focusing 
on national 
foreclosure 
reform 
legislation.”
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employees are perfect candidates 
to be the SPOC because of their 
knowledge of the loan programs, 
policies and procedures and just as 
important, their customer service, 
relationship building, organized 
skills, great with follow up, etc.

• Create benchmarks and matrixes 
on the goals and results that will be 
needed and designate timeframes 
when to review how well the pro-
gram is working going forward.

• Create chain of command for prob-
lem solving if something gets es-
calated and a manager needs to get 
involved

• Create ongoing training, motiva-
tional exercises, coaching of the 
SPOCs. 

• Compensate these people as they 
aren’t just answering phones and 
passing on calls; this position is a 
very important position that will 
impact the success of the SPOC pro-
gram so promote and hire the best.

The government is here to stay for a long 
time and these types of programs are not 
going to go away so find how you can em-

brace this change and decide you are going 
to do it well. Take the bull by the horns and 
go for it. It will serve you in the long run. ❖

About the Author
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T he mobile revolution is expanding at an unprecedented pace.  In a research 
report called “The Mobile Revolution & B2B” by Christina Kerley, she 
says,  “with over 5 billion mobile subscriptions worldwide, that eclipses 

the combined penetration of PC’s, landlines and TV’s”.  
But it doesn’t stop there, as nearly 6 out of 10 U.S. consumers 

use smartphones, while tablets are used by more than one-third, 
according to a new survey from Frank N. Magid Associates. 

Smartphones are now used by 58% of American consumers and by 76% among 
those under the age 44. Meanwhile, tablet usage has risen to 34% from zero just 
two years ago.

The facts are resoundingly clear, mobile is huge. What does all of 
this mean for the mortgage market you might ask? Despite signs of 
continued housing market distress, everyone is mobile.

By Randy Schmidt

The Mobile Impact
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Here are some additional mobile statis-
tics that reflect the growth and importance 
of the mobile channel for reaching your 
potential borrowers:

• Global internet usage will more 
than double by 2015, and most of 
these users will be mobile. (Boston 
Consulting Group, Mary Meeker, 
Kleiner Perkins, Morgan Stanley 
Research, Berg Insight via Business 
Insider)

• Adults spend more media time 
on mobile than newspapers and 
magazines combined. (eMarketer 
December 2011)

• In 2012, the U.S. saw a 55% in-
crease in smartphone subscriptions 
to make for 98 million smartphone 
subscribers, representing nearly 
42% of all U.S. mobile users. (com-
Score 2012)

• In the U.S. alone, there were more 
than 400 smartphone devices on the 
market at the end of 2011. (com-
Score 2012)

• In 2011, smartphone adoption 
increased 99% among 6-person 
households, 98% among those 
making less than $25,000, and 92% 
among retirees. (comScore 2012)

• Apple and Android represent more 
than 75% of the smartphone mar-
ket. (comScore 2012)

• QR code scans increased 300% in 
2011 over 2010. (ScanLife)

• QR code usage jumped 617% from 
January to December 2011 in top 
100 magazines. (Nellymoser)

• In 2012, the audience of internet us-
ers in the U.S. will expand by 3.1% 
to 239 million, representing 75.6% 
of the total population. In other 
words ... more than 3/4 of the total 
population will be online in 2012.

• Mobile Internet users will reach 
113.9 million in 2012, up 17.1% 
from 97.3 million in 2011. 

• Smartphone users will reach 106.7 
million in 2012, up 18.4% from 
2011. 

• In 2012, 94% of smartphones users 
will be mobile Internet users. 

• All mobile phone users will reach 
242.6 million in 2012, up 2.3% 
from 2011.

• Tablet users will reach 54.8 million 

in 2012, up 62.8% from 33.7 mil-
lion in 2011.

• iPad users will reach 41.9 million 
in 2012. 

• In 2012, 76.4% of tablet users will 
be iPad users. 

• Adult-aged eReader users will 
reach 45.6 million in 2012, up from 
33.3 million in 2011.

Are you overwhelmed yet? Well, you 
should be. The facts are resoundingly 
clear, mobile is huge. What does all of this 
mean for the mortgage market you might 
ask? Despite signs of continued housing 
market distress, most homeowners and 
perspective buyers are optimistic about the 
housing market, according to a survey by 
real estate website Trulia.

In the biannual American Dream Sur-
vey, 78 percent of homeowners said their 
property was the best investment they had 
ever made. But 20 percent said they felt 
trapped in a home that was worth more 
than their mortgage, and 14 percent told 
surveyors that they would walk away from 
their homes if they could.

The people least likely to be affected 
by the housing crisis, 18 to 34-year-olds 
referred to as ‘millennials,’ were most 
optimistic about a recovery. According to 
Trulia, 26 percent had become more posi-
tive about owning a home over the past six 
months compared to 18 percent of 35 to 44 
year-olds and 45 to 54 year-olds, and 22 
percent of baby boomers.

Millennials—also commonly referred 
to as Generation Y and echo boomers—
are the first generation to come of age in 
the new millennium. Unsurprisingly, the 
internet’s role is paramount among the 
age group’s media habits and usage. From 
shopping to socializing to watching TV, 
they do it all online.

“Millennials represent a critical target 
for marketers, and the best place to reach 
them is where they are—online,” said 

Jared Jenks, eMarketer analyst and author 
of the new report, “Demographic Profile—
Millennials.”

According to Wells Fargo, there are 51.5 
million potential first time homebuyers 
born between 1979 and 1991, people born 
in between these years are also known as 
the Millenials. Approximately 6 million 
more of these Millennials are making of 
these years the prime home buying age.

Millennials comprise nearly a quarter 
of the total US population, and are evenly 
split between males and females. Less than 
six in 10 are white, and aside from children 
under 18, millennials are the most ethni-
cally and racially diverse generation in the 
country’s history.

Virtually all members of this age group 
are online, and nearly as many are social 
network users. Millennials are ahead of 
the curve by almost any digital metric: 
online video viewing, mobile internet us-
age, mobile commerce, and location-based 
services.

Their presence on such a wide variety of 
digital media offers marketers a plethora 

of opportunities to target them, but mil-
lennials are typically unenthusiastic about 
advertising and prefer to avoid marketing 
messages that seem insincere.

“What appeals to them is authentic-
ity,” said Jenks. “They are not opposed 
to connecting with brands, but do so only 
when there is an exchange of value and, of 
course, when it is on their terms.”

Millennials were also more likely to as-
pire to own homes, with 88 percent of the 
18 to 34-year-olds surveyed saying they 
planned to buy property. Many argue that 
this demographic will be key to reviving 
the real estate market.

Kerley points out, “In the mobile 
revolution, what is most important—yet 
not widely understood—isn’t that we’re 
changing our technology, but that this 
technology is changing us. Mobile is driv-

“Going mobile today means that you 
can conduct business; with anyone, 
from anywhere, and at any time.”
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ing sweeping changes across the needs, 
expectations and thresholds of today’s con-
sumer and business audiences.  Mobile is 
pervasive in every aspect of our lives”.

After all, what is more personal to you 
and your borrower than their mobile de-
vices?  Mobile devices are:

• Always on
• Always with them
• Tailored to their preferences
Going mobile today means that you 

can conduct business; with anyone, from 
anywhere, and at any time. Can your busi-
ness do this? If not, now is the time to start 
thinking of ways to accomplish these very 
goals. The days of needing to be tied to 
a single location to conduct business are 
over. It’s time to cut the cord and move into 
the mobile arena where information can be 
easily accessed from anywhere.

All of the tools to make this happen are 
readily available today. Almost every part 
of the lending process is available via the 
web. Online point-of-sale and consumer 

portals are available to allow you to reach 
out and communicate with your prospects 
and customers. Cloud-based document 
storage allows you to collaborate with 
customers and business partners. Online 
LOS systems let you process loans from 
anywhere by using only a web browser. If 
you are considering purchasing or upgrad-
ing any part of your lending process, now 

is the time to think mobile.
So, what should you be doing as lender 

active in the space today? Align your prod-
ucts and services with this profound, per-
manent shift that mobile is driving across 
your core audiences... or risk your compa-
ny’s relevance in a business world forever 
changed by anytime, anywhere, always on 
access to critical lending information. ❖

About the Author
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New regulations are forcing 
lenders today to implement 
new quality control processes.

EvErything
Must Change 

The one thing we all know 

about change is that it’s in-

evitable. And in the mortgage 

industry, change is not only 

inevitable it’s relentless. Step 

back and con-

sider where the 

industry was five years ago. 

The average 30-year fixed rate 

has been halved. Housing prices 

plummeted and now they are 

bouncing back, even bidding 

wars are taking place in some 

markets with low inventories. 

The correspondent lending 

market has almost disappeared. 

Origination volume crested in 

2007, then it bottomed out, 

and now it is again on the rise. 

But all this change does not 

necessarily mean that we our-

selves will change. Nor, does 

it mean that change will lead 

to progress, in the mortgage 

industry or anywhere else.LOS
 – Even your 

By Tim Anderson
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Take, for example, the loan origina-
tion system (LOS). When it comes to the 
level of technology and what lenders truly 
require to excel in a fast-moving environ-
ment, the traditional LOS is slowly losing 
relevancy. The LOS business model is 
changing as well, due in large part to un-
precedented regulations and oversight of 
the industry by the Dodd-Frank Act and 
the Consumer Financial Protection Bureau 
(CFPB). It’s no longer about how fast you 
can process loans. Regulators now want 
to be able to see historical data on every 
application as it moves through the mort-
gage process.  Meanwhile, lenders not 
only need to be compliant with the fast-
changing rules, but for obvious reasons, 
they desire to reduce buyback risk as well. 

Over the years, the level of innovation 
in the mortgage industry evolved to the 
point where an LOS should be able to han-
dle these demands. Some of the brightest 
minds in our industry have already created 
the tools. In other words, the technology 
has progressed. It also has the potential 
to lead to better risk management, which 
could, for example, help resurrect corre-
spondent lending. And yet the bulk of LOS 
providers, and by extension, lenders them-
selves have neglected to change along with 
these innovations. In fact, there are only a 
couple of LOS and technology providers 
in the market today who have realized this 
strategic shift and have adjusted their busi-
ness models accordingly. 

Out With the Old…
This stagnation among the LOS market 

has truly dire consequences for lenders. 
Never before have lenders faced such a 
groundswell of scrutiny than they have 
over the past five years, from Wall Street 
investors, federal regulators and the 
American public. To help lenders be suc-
cessful in the new regulatory environment, 
LOS must become aggregators of loan 
data supported by a common data set and 
language, capturing data from application 
to closing and beyond. By doing this, not 
only will they help lenders originate loans 
in compliance with new regulations, they 
will give lenders the data to prove it. 

But what is holding things back? In 
today’s mortgage industry, loans have 
become highly commoditized. The vari-
ety of loan products has shrunk with the 

mortgage meltdown. There isn’t much 
difference between a 30-year-fixed FHA 
loan at Chase versus a 30-year-fixed loan 
at Wells Fargo. Likewise, there isn’t much 
difference in LOS products, either in qual-
ity or level of technology.  There are only 
slight variations between them. And with 
more and more LOS solutions hosted in 
the cloud through a web transaction model, 
the playing field has been leveled further, 
making price the only real competitive 
advantage.

While the LOS is not changing, the 
industry certainly is. When the CFPB 
begins auditing lenders on suspicion of 
discriminatory practices or overcharging 
borrowers, it will not matter how inexpen-
sively priced your LOS is. Regulators will 
only be interested in the loan and applica-
tion data that either demonstrates that a 

lender made proper disclosures to borrow-
ers at the right time, even if the loan did 
not close, or if the GFE was accurate, or 
whether the loan fell into the category of a 
high-priced loan. 

Today’s LOS must reflect and respond 
to regulatory and investor demands on 
how loans are to be processed. The real 
competitive edge is not on price, but rather 
on managing risk and being able to prop-
erly validate data to certify the quality of 
the loan and proving it to regulators and 
investors. In every aspect of the mortgage 
business, we witness signs that risk man-
agement and compliance have become the 
industry’s number-one priority. We see it in 
the rise in borrower verifications that lend-
ers are conducting, to the increase in loan 
reviews that take place before closing, to 
the number of correspondent lenders that 
are dropping out of the business because 
they do not want to assume third-party risk. 

The technological building blocks of 
this new, risk-adverse dynamic in the 
LOS industry are already in place. Aided 
by new industry standards, companies 
that become aggregators and analyzers 
of loan data will become the new systems 
of record for regulators, investors and 
the industry.  With its Uniform Mortgage 
Data Program (UMDP) loan quality initia-
tive, the Federal Housing Finance Agency 
(FHFA) embraced MISMO 2.6 for its 
Universal Appraisal Dataset (UAD) and 
MISMO 3.0 for its Uniform Loan Delivery 
Dataset (ULDD)  delivery of mortgages 
into the secondary market. Thus the stage 
is set for the new LOS aggregator of loan 
data to transform the market. 

…And in With the neW 
Not only compliance, but technology is 

driving change. Two models in the LOS 
industry have started to come to the fore. 
The first is a middleware cloud-based sys-
tem where a mortgage technology provider 
takes over the traditional responsibilities 
of the LOS in order to aggregate loan data 
and provide an automated loan quality 
audit. Such a system makes it possible for 
large banks to remain in the correspon-
dent lending business, as the middleware 

“When it comes to the level of 
technology and what lenders truly 
require to excel in a fast-moving 
environment, the traditional LOS is 
slowly losing relevancy.”

Tomorrow’s Mortgage Executive39



MortgageFlex recognizes that all lenders have unique needs and has 
focused on meeting the mortgage industry’s lending system requirements
for the past 30 years. The result is LoanQuest, a versatile loan origination
system that can be adapted to shifting market needs quickly and easily.

We listen to our customers and our systems reflect that commitment.
MortgageFlex. Call today to experience the difference.

800.326.3539
www.mortgageflex.com
jacksonville, florida

Some are more comprehensive...

Not all loan origination
systems are the same,
see how a little flex 

can help your business.

Call 800.326.3539 
or scan.

Origination and Servicing Systems

Transforming Mortgage Lending



system perfects the process to certify loan 
quality. Hence, providing the bank with 
a level of quality assurance and certified 
data process to fund without recourse.

The second model to emerge is to em-
bed this process with the LOS itself. This 

allows lenders to deliver an electronic au-
dit to show investors and regulators that it 
is able to meet their loan quality standards. 
It’s an uncomplicated process in which the 
lender is able to retain control over all data 
and documents at all times while validat-
ing the data through the workflow. It is not 
about how inexpensive, quick or efficient 
the LOS solution is. Fannie Mae, Freddie 
Mac and other investors, and brand new 
investors, are demanding proof of loan 
quality, not proof of how quickly or cost-
effectively lenders are able to originate. 
It’s about which system can best prove that 
the loan followed a validated data process.

Being able to collect and validate loan 
data and integrate this process into the loan 
production chain has other benefits too. 
The current lack of LOS solutions that can 
consistently implement a true automated 
loan quality workflow process around 
investor guidelines is one reason why cor-
respondent lenders left the market. When 
the market sees the new LOS standard in 
use, and when it can be assured of no third-
party risk, I believe correspondent lenders 
will return to the market.

In the past, I helped develop a system for 
credit unions that mirrors some of what is 
going on today. To assist Fannie Mae’s ac-
ceptance of their loans, the system enabled 
credit unions to aggregate their loans onto 
one platform. The loans were run through 
Fannie’s Desktop Underwriter. And based 

on the findings it implemented a lights-out 
workflow process that continually revali-
dated the information to ensure it still met 
the credit quality criteria to receive a DU 
approval. It continued to perfect this pro-
cess to the point where Fannie Mae could 

trust the data process and did not have  
to re-underwrite a majority of the  loans. 
This not only saved time, but obviously 
increased the quality of loans as well.

lOOking AheAd
What’s next? I predict the leading LOS 

shops that have implemented intelligent 
investor data validation workflow pro-
cesses might even start giving away their 
LOS to lenders. The value really is not in 
the software itself but in what it derives as 
an end product. Using a different business 
model, these providers will instead make 
their money on providing data-driven 
analytics. Lenders will pay for loan qual-
ity. As for the smaller LOS shops, they are 
expanding their presence in the market by 
buying servicing software platforms to 
complement their origination systems. It 

will be interesting to see if they can com-
pete with the giant servicing machines. 
But in the end, they will have to become 
data aggregators to deliver a validated 
loan product and process across the entire 
loan transaction as well, in order to create 
their own niche in the LOS market.

Those companies that can aggregate 
loan data all the way through the mortgage 
process, including origination, servicing, 
foreclosures and loss mitigation, will take 
the new LOS model a step further. This 
full life and loan cycle data approach will 
create the ability to pinpoint errors at any 
point during the life of the loan, and enable 
anyone to find out why loans defaulted or 
were bought back. The real goal is to go 
beyond the traditional LOS and use the 
data to fix any problems before a loan gets 
to the servicing shop.

Meanwhile, obtaining, aggregating, 
storing and sorting through all the elec-
tronic loan evidence will take place on the 
cloud. The cloud will become a centralized 
repository of loan data, like an enterprise 
system of record. This is simply practical, 
since no LOS or lender can recreate a loan 
for a regulatory audit in a paper world.

The bottom line is that the mortgage 
industry will continue to change, and if 
lenders want to stay relevant, the traditional 
LOS must evolve and change along with 
it. Right now we are dealing with sweep-
ing changes associated with Dodd-Frank 
and the CFPB. In another five years, it will 
be something else. While the bulk of LOS 
companies have struggled to adapt, the ones 
that do will have the world at their feet. ❖

“Never before have lenders faced 
such a groundswell of scrutiny than 
they have over the past five years.”

About the Author
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Staying       
        AheAd 
of the Times
After 30 years in the business, Lester dominick 
of MortgageFlex remains a big player. he talks 
about how the company has adapted.

The loan origination system is the system of record. Lenders depend on it. 

Despite their dependence of the LOS, we still see a high turnover in terms of 

lenders switching their LOS every five years or so. Why is this the case? Many 

LOS systems are still legacy-based systems in their first generation and they 

just can't keep up. So, what's the secret to maintaining a thriving LOS? You have 

to know the market and offer a system that is agile enough to morph with the 

market. That's why we at PROGRESS in Lending named 

MortgageFlex a top innovation. 
Executive Interview
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Simply put, MortgageFlex has stood the 
test of time having been around for over 
30 years and they just rewrote their LOS 
to offer a truly next-generation product. 
Lester Dominick of MortgageFlex talked 
to us a bit about his road to success and 
how the LOS must function if it’s going 
to last.

Q: MortgageFlex has been providing mort-
gage technology solutions for over 30 
years. How has the industry changed?

LESTER DOMINICK: The players come and 
go fast. It looked like Countrywide would 
be a brand but we know what happened 
there. This makes the vendors look stable 
in comparison. I don’t know of many lend-
ers that have been around for 30 years.
In terms of technology, everything was 
manual 30 years ago. The first wave of au-
tomation was to make the documents eas-
ier to prepare and audit. The second wave 
concerned risk. Lenders would monitor 
their risk using spreadsheets back then. 
Now the big wave is to go paperless. The 
MISMO standard has been huge because 
we can now talk to each other in a com-
mon data language. The next wave will be 
trusting and verifying the data instead of 
ever using paper.

Q: How have you been able to apply that 30 
years of industry experience to meet the 
challenges of today’s market?

LESTER DOMINICK: Experience helps a 
lot. The market goes in cycles. Right now 
compliance and loan quality are very im-
portant again. We saw that trend 15 years 
ago and now it’s back again.  Over time 
that will loosen up again. We’ve seen three 
major crashes. In each case the lenders 
have emerged better because the govern-
ment stepped in. We see evidence of that 
today with the sheer number of purchases 
made by the GSEs.

Q: MortgageFlex invested a significant 
amount of money and resources to com-
pletely rewriting your system. What was 
the driving force behind that decision?

LESTER DOMINICK: It goes back to being in 

the business for 30 years. We go through 
these cycles. We don’t know how long 
they’re going to be, but we have to take 
advantage. In our case, 30 years ago I 
adopted the strategy that when the market 
gets bad, you need to use your resources 
to build the next generation of your prod-
uct. You need to take your best resources 
and put them on this project. This was our 
third complete re-write. We don’t take the 
lipstick-on-a-pig approach. We think these 
products last 8 to 10 years. You can’t just 
patch things and expect the product to 
last forever because that’s when you run 
into real problems. I believe that when 
the market is struggling, that’s when you 
reinvest and put out the next generation of 
your product.

Q: How does the new solution differentiate 
MortgageFlex in the marketplace? How do 
lenders benefit from this new automation?

LESTER DOMINICK: The fact that we’ve 
had so much experience, we know what 
works and what doesn’t. The most impor-
tant thing is to listen to your customers. 
What are they looking for? What are their 
pain points? What are they looking for to 
provide relief? It’s like building a house. 

We have now built a new foundation so 
we can take orders to rebuild and remodel 
the house as needed. We can move with 
the needs of the industry. 
In terms of market trends, we saw a big 
wholesale market that moved to pure re-
tail and now we’re seeing a mix. We’ve al-
ways been big on continuous compliance. 
As you are putting data in, it needs to be 
validated. Now everyone wants and needs 
that, but we’ve always done that. We also 
redid the GUI. There is a lot of heads-
down work that can be a challenge if your 
system is not designed well. We can do the 
1003 in half the time as our competitors 
because of how the data is collected and 
how the system looks and is designed. 
That efficiency adds up.

Q: How has the new solution been received 
in the market?

LESTER DOMINICK: We’ve signed 18 new 
clients with several others in the pipeline. 
We are doing well in the midtier and the 
upper midtier. They like that the compli-
ance is all built in and the efficiency is 
there. You can produce more loans with 
fewer FTEs. The economies of scale pay 
off when you’re at a certain volume. If 
you’re a smaller lender it may be too much 
technology. In terms of going paperless, 
we get a lot of demand for that. We also 
order the services electronically, which is 
a nice feature that lenders want. 

Q: What should lenders be looking for in a 
LOS solution? 

LESTER DOMINICK: The stability of the 
vendor and the vendor’s experience is 
important. There are a lot of products 
still in their first generation. We are in 
our third generation. We wouldn’t be here 
if we were not meeting the needs of our 
clients. You also have to make sure that 
the underlying architecture is something 
you can grow with. Lenders have to ask 
if the technology can support them if their 
volume grows. You want technology that 
can change with the marketplace from a 
compliance and regulatory standpoint. 
The support just isn’t there for legacy 
technology, for example. 

Industry Predictions

Lester Dominick thinks:

1. At some point we will see 
rates increase and it’ll be 
interesting to see what that 
does to home prices over 
the long term. 

2. On the technology side, 
consumer education will 
determine the future health 
of our industry. The move 
to mobile is big. 

3. Social media will peek 
and people will go back 
to wanting a one-on-one 
trusted advisor. Mobile 
will help that along.
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Q: What types of due diligence should the 
lenders be performing to make the correct 
LOS investment?

LESTER DOMINICK: The first thing lenders 
need to do is see if that product is a fit for 
their business. A few of the consulting 
firms are good at that. You don’t want a 
product that is just wrong for you. At that 
point, you need to look at the company’s 
commitment to the space. For example, 
look at Fidelity dropping Commerce Ve-
locity. At the end of the day it’s a people 
business. You need to make sure that 
people can deliver. Ask: How long has 
senior management been at the technol-
ogy company? How long has that product 
been around? If there’s a lot of turnover 
you need to ask why. Those are the kind 
of things that I’d look for. After you get 
through those steps, do a deep dive into 
the product. Don’t buy anything without 
doing a deep dive. I would want the ven-
dor to show me the product instead of just  

looking at a bunch of PowerPoints.

Q: What will the LOS of the future look and 
act like in your view?

LESTER DOMINICK: When we can start 
looking at data as the end result product 
instead of paper, that will be the biggest 
change and advance in this industry. We 
can’t do that as a vendor without support 
from lenders and investors, but it is a win-

win. We all have an eye that this is where 
things need to go. After this election maybe 
we’ll get some clarity over the next two 
years. Once we know where QM and QRM 
are going there are steps that can be taken 
to move this process along. There will be 
a lot of support for this from vendors and 
you’ll see some shake out because they 
can’t afford to build that, as well. However, 
that’s good because you’ll see who is really 
committed to this industry. ❖

Lester Dominick is the president and founder of 
MortgageFlex Systems. MortgageFlex has been providing 
the mortgage industry with loan origination and servicing 
software solutions for over 30 years. From a beginning 
as one of the first microcomputer based LOS systems in 
the early 1980s to MortgageFlex’s current state-of-the-
art .NET offering, Lester has led the company’s efforts 
to provide its customers with robust systems using the 
latest technology. Lester is heavily involved in daily 
operations with his management team and developers. 
Lester can be reached at LDominick@mortgageflex.com 

Follow us On Twitter @engageprogress
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By Eric Kujala

Conquering
the PaPer

Monster
there are a lot of hot trends going on in the paperless processing industry

that lenders should know about.

I t’s been over 12 years since Congress passed the 
Electronic Signatures in Global and National Com-
merce Act. Many thought that this would change 

forever the loan origination industry. 
While much has changed, the industry is still playing 

the waiting game — waiting for the majority of loan 
origination companies to realize the benefits of going 
paperless. And with the introduction of new develop-
ments like e-disclosure support and web-based loan 
origination systems (LOS), many expected the industry 
would have been completely transformed by now. But 
that is far from happening. Change is happening, but 
it’s been evolutionary rather than revolutionary. 

The following article looks at the reasons and trends 
occurring in the loan origination industry. So, whyis 
the industry is hesitating? Let’s face it, paper is a great 
technology, but in reality it’s not going anywhere. For 
those who are not using an imaging platform, paper 
will remain business as usual for the most part. There 
might be more questions around clean desk policies, 
security, etc., but paper will remain a feasible way to 
do business.

It’s really the fear of the unknown. Our industry 
tends to be traditional. They know paper; they can see 
it, touch it. The thought of moving to paperless mort-
gages may seem overwhelming. But I can tell you from 
our company’s own experience, once the fear subsides, 
it’s a necessary and easy switch.

In order for the switch to happen we need more 

education and increased awareness. In the origination 
world, it’s all about being compliant. This is especially 
true because the technology reduces human errors and 
manual data entry. Also, paperless processing allows 
all documents associated with a loan to be monitored 
throughout the life of the loan. 

Liz: Also, for most originators, it’s really about time 
management and saving money. By reducing the time 
spent on each loan document package, originators can 
then focus their time on improving customer service, 
increasing loan volume and lowering their costs. And 
as Eric said, we continually look for ways to stay com-
pliant. There are many new government regulations 
coming out and paperless technology tends to keep up 
with the ever growing changes coming from Congress. 

So going back on how to have the industry embrace 
paperless, I’d like to add that the fear of security needs 
to be addressed. Originators need to realize that paper-
less mortgages are more secure than paper-based loans. 
Because electronic files can be encrypted for secure 
transmission and storage, this prevents any unauthor-
ized access to the data. Also, with paperless, you can 
see what changes were made to the file, when they 
were made and by whom. 

In the end, as more regulations are introduced, it will 
become increasingly difficult to manage the loan process 
in a paper environment. If you look at those companies 
that use paper in their workflow today and analyze their 
process, you’ll notice they are doing a lot of work elec-
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tronically already. For example, they get 
emails from borrowers, use efax, pull docu-
ments from a website, upload to investors, 
etc. Once they realize the work already be-
ing done electronically it will be an easy gap 
to fill in where paper exists. 

The younger generation is obviously 

more comfortable with and fully under-
stands technology. When they move into 
management, they will be the innovators 
and risk takers. And I think innovators defi-
nitely tend to push the envelope. Remember 
when loan origination systems really hit the 
market? People used to hand-write loan ap-
plications 10–15 years ago. Now there is a 
very small population of loan officers that 
still do it that way. Eventually it will be the 
same thing for paperless workflows. 

As we go forward, for the paperless 
documents industry, I believe new more 
advanced technology will be introduced. 
Also, look for the customer to be the focus. 
For example, during all of the regulatory 
changes over the past several years, many 
organizations’ initial reaction was to add 
more steps to the “assembly line.” This in-
cluded the mortgage process to handle dis-
closure, re-disclosure, etc. Over time these 
trends have changed somewhat and compa-
nies are looking to minimize the customer 
touch points. In doing so they can improve 
customer service and hopefully expand re-
sponsibilities of the existing staff without 
having to hire in reaction to these changes. 

For the mortgage origination industry, 
look for domino effect to take place. As 
people realize that paperless saves more 
than trees and time — it saves a great deal 
of headaches and money. For example, this 
will have a huge effect on disaster recovery 
regulations.  Think about it, neither torna-
dos, hurricanes or even fires will destroy 
paperless. We don’t have to worry about 
keeping the real estate to house the docu-
ments safe from weather or fire.

If we’re talking industry changes as a 
whole, I see more consolidation not only 
with technology companies, but with 
lenders, brokers, banks, etc. Even though 
there are fewer mortgage companies in 
the industry, the existing ones appear to be 
getting bigger and expanding their reach 

geographically. This means the reliance on 
technology becomes even more important. 
There was a report not too long ago that 

17 percent of the mortgage companies are 
in the process of changing their LOS plat-
forms. They are asking more and more of 
their technology providers to keep them in 
compliance and provide accurate business 
intelligence to manage their rapidly grow-
ing businesses effectively. 

I think we’ll also see a great deal of 
“work from home” employees — some-
thing our company is piloting. Without the 
worry of printing the documents, this opens 
up a whole new industry of employees — 
those who have a secure connection and a 
computer are able to work from home and 
collaborate and connect electronically.

The loan origination industry is definitely 
changing. It will be a much greener indus-
try, with more home-based employees not 
driving their vehicles to work each day, less 
printing and copying of the documents and 
the elimination of mammoth warehouses. 
And with that, keep an eye on new technol-
ogy designed not only for the industry, but 
also expanding into new territories. ❖

“Our industry tends to be traditional. 
They know paper; they can see it, 
touch it. The thought of moving to 
paperless mortgages may  
seem overwhelming.”

About the Author
Eric Kujala is Vice President at DocVelocity. Kujala started at 
Flagstar Bank as a home loan advisor in 2002 with respon-
sibility for originating new residential mortgage business for 
Flagstar Bank’s Direct Lending department. In 2003, he was 
named team leader in the department, and in 2004 he was 
appointed assistant vice president, responsible for the entire 
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Do You Know How to Cut Through the
Challenges Limi  ng Your Business?

If you listened to Lykken on Lending, you would!
Lykken on Lending is a weekly, 60-minute radio program hosted by David Lykken – 
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Doctor” - Managing Partner of MBS.
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