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The Crisis Is Over

According to the Security Management glossary, crisis management is 
the application of strategies designed to help an organization deal with 
a sudden and significant negative event.

A crisis can occur as a result of an unpredictable event or as an unforeseeable 
consequence of some event that had been considered a potential risk. In either 
case, crises almost invariably require that decisions be made quickly to limit 
damage to the organization. For that reason, one of the first actions in crisis 
management planning is to identify an individual to serve as crisis manager. 

Other crisis management best practices include:
>> Planning in detail for responses to as many potential crises as possible.
>> Establishing monitoring systems and practices to detect early warning 

signals of any foreseeable crisis.
>> Establishing and training a crisis management team or selecting an ex-

ternal crisis management firm with a proven track record in your business area.
>> Involving as many stakeholders as possible in all planning and action 

stages.
The field of crisis management is generally considered to have originated 

with Johnson & Johnson’s handling of a situation in 1982, when cyanide-laced 
Tylenol killed seven people in the Chicago area. The company immediately 
recalled all Tylenol capsules in the country and offered free product in tamper-
proof packaging. As a result of the company’s swift and effective response, the 
effect to shareholders was minimized and the brand recovered and flourished.

I know what you’re thinking right about now: Why is he talking about crisis 
management? I’ve been in the mortgage industry for over 15 years now, and the 
reaction of lenders and vendors alike to any change continues to astonish me. In 
the mortgage industry any change is treated like a crisis and everybody quickly 
goes into crisis management mode.

I ask myself time and time again: Why does this happen? For example, TRID 
is not a crisis. It is a big change, but it’s not a crisis. Long after the TRID dead-
line people will still need mortgages and lenders will be there to originate them. 
Nobody is going to die over this as was mentioned with the Tylenol crisis of the 
early 1980s. Everything will be just fine, trust me.

And after TRID there will be another regulation that spooks everyone. Here’s 
my advise: Instead of going into crisis mode, I hope the industry will choose 
to innovate instead. Use these new rules to genuinely improve the mortgage 
business.

EDITOR’S NOTES
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Your Voice

That may sound like a bold and foolish 
statement. There is an intense regula-
tory burden that is stretching staff re-

sources and driving up the cost to originate. 
While all of the new rules and regulations are 
certainly an important priority for all lenders, 
and one that must be properly addressed, at 
the end of the day, compliance doesn’t matter 
if you don’t have any borrowers.

Even with the flood of rules and regula-
tions and the enormous pressure to comply, 
lenders must continue to attract new borrow-
ers if they want to remain viable. In the face 
of these challenges, lenders cannot afford to 
loose sight of the importance of bringing in 
new business and constantly looking for ways 
to drive new business in the most efficient 
manner possible.

How will your company continue to thrive 
in such a demanding and compliance focused 
environment? Identifying and acting on high-
quality business opportunities is a big part 
of the answer. You need to generate leads 
quickly and efficiently, and then drive them 
to the point-of-sale. You need to convert them 
into customers with compliant in-process 
marketing. You also need to retain them and 
maximize their lifetime value through repeat 
business and referrals. It’s critically important 
to create and nourish strong relationships with 
referral partners in a purchase market.

In order to survive and thrive in this mort-
gage environment of constantly changing rules 
and regulations, heightened competition for 
borrowers and extreme pressure to produce re-
sults, you must realize the need to identify high 
quality business opportunities. It is critical to 
identify leads quickly and efficiently and then 
drive them to the point-of-sale with compli-
ant communications for converting them into 
clients. It’s equally important to retain these 
clients and to maximize their on-going value 
through repeat business and referrals. 

Engaging these prospective clients in real 
time across a multitude of channels such as 
the Internet, email, social media, print, video, 
and mobile devices highlights the importance 
of working with a proven marketing automa-
tion solution that can illuminate or emphasize 
the best in your marketing while easing your 
compliance burden.

That’s where marketing automation comes 
into play. Lenders focused on driving new 
business and attracting more borrowers are 
turning to advanced marketing technology to 
attract more borrowers in today’s highly com-
petitive and regulated mortgage market.

So what is marketing automation, and 
why should lenders take notice? Marketing 
automation for lenders can be described as 
software and strategies that allow companies 
to consistently attract new borrowers–that is, 
to nurture prospective borrowers with highly 
personalized, relevant content that helps con-

vert borrowers into customers and turns cus-
tomers into raving fans. 

Marketing automation typically generates 
significant new revenue for lenders and pro-
vides an excellent return on the investment, 
in addition to attracting top loan officer (LO) 
talent to the organization.

Leading LO’s demand advanced marketing 
solutions. These solutions automate engage-
ment with prospective clients and provide 

Compliance Doesn’t Matter
Here’s Why Meeting Today’s Latest Regulatory Requirement 
Shouldn’t Be Your Only Priority:

By Brandon Perry

Even with the flood of 
rules and regulations  
and the enormous  
pressure to comply, lenders 
must continue to attract 
new borrowers if they  
want to remain viable.
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software. Our cloud-based mortgage 
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relevant updates for in-process milestones while 
developing and enhancing partner relationships. 
Marketing automation employs leading technol-
ogy to maximize marketing relevance and auto-
mation of communication that capitalizes on op-
portunities to increase pipelines and profitability. 

LO’s experience:
>> Increased pipelines and 

commission potential
>> Maximize market 

opportunities
>> Experience a surge in 

response rates
>> Develop loyalty through-

out customer base
>> Gain a clear competitive 

advantage
>> Automate communica-

tions with prospective borrow-
ers and clients

>> Develop and enhance 
partner relationships

One such example of pro-
grams that mortgage mar-
keting automation systems 
include are automated loyalty 
programs.  Automated Loyalty 
programs deliver consistent 
and highly personalized mar-
keting communication.  These 
type of marketing programs automatically deliver 
powerful messages to a lender’s new borrower in 
the form of “Thank You” cards after closing, sat-
isfaction surveys, one year Anniversary cards, and 
Mortgage Reviews (terms, rate, new credit review, 
etc.) after year two to name a few.

These programs are automatically generated 
within the marketing automation solution which 
provides “Set-It and Forget-It” functionality.  Once 
set-up in the system, LOs and staff do not have to 
worry if their borrowers are receiving on-going 
communication.

This results in significant increases in client 
retention, referral business, and overall borrower 
satisfaction and on-going loyalty for future lend-
ing needs.

Another powerful tool that is part of a dynamic 

marketing automation solution is ON-DEMAND 
CAMPAIGNS.

Custom Campaigns can be run quickly and eas-
ily on demand to any mix of contact databases: 
prospects, applicants, borrowers and partners.

You’ll want to run a campaign whenever you 
spot a tactical sales opportunity – for example, a 

change in interest rates or other 
market conditions. On-demand 
campaigns are also an effective 
way of just staying in touch 
with your database – for ex-
ample, making announcements 
about significant changes at 
your company.

Fulfillment is handled 
quickly and securely at the 
providers integrated state-
of-the-art Production Center, 
whether you choose conven-
tional mail or e-mail as your 
delivery medium. Campaign 
output is always fully person-
alized to each participating 
loan officer as well as the 
recipient – and you can rest 
assured it meets all regulatory 
compliance requirements.

At the end of the day, com-
pliance does matter, but it only 

matters if you have borrowers. That’s where mar-
keting automation comes into play. Isn’t it time to 
focus as much attention on driving new business as 
you do in meeting your compliance obligations?

The Turning Point’s MACH3 is a proven enter-
prise-wide marketing automation solution that sup-
ports you and your specific initiatives to address 
these market conditions. Each person in your orga-
nization that is involved with driving growth is em-
powered to focus on what they do best. For example, 
Loan Officers are free to close more loans, instead of 
trying to create marketing materials. C-level execu-
tives are presented with sophisticated, yet easy to use 
tools for more effective oversight and management, 
while marketing managers can demonstrate their 
marketing genius and compliantly maintain brand 
consistency across the organization.v

Brandon Perry is President at The Turning Point. Brandon oversees all operational and administrative 
activities of TTP. Brandon brings over 16 years of experience in various financial services industries to TTP 
which enhances the Company’s ability to maintain it’s position as industry leader in providing customers 
with an advanced marketing solution.
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On-demand 
campaigns are also 
an effective way of 
just staying in touch 
with your database.
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Recovery Tips

Here is a bold statement: customer relation-
ship management (CRM) technology is 
the most impactful development for the 

mortgage industry since the advent of broad-market 
loan origination software (LOS) about two decades 
ago.  Those systems, despite being PC-based and 
just receiving their first graphical user interfaces, 
were transformative for their day.  Printers replaced 
typewriters, and data that repeated throughout the 
loan file needed to be entered only once, for the 
most part.  They seem quaint by today’s standards, 
but they were marvelous labor-saving devices at 
the time.  In the new age of extreme regulatory 
oversight, however, when exactitude is required at 
every step of the origination process, no technology 
can bring as much impact as a great CRM.

That statement is certain to run contrary to the 
feelings of many who are involved with mortgage 
technology.  But as someone who spent 20 highly 
productive years originating loans, as well as man-
aging and training mortgage loan originators to 
succeed, I know without a doubt that an advanced 
CRM can make all the difference between success 
and mediocrity in our business.  Here’s why.

Innovation is more critical now than ever before 
for lenders, particularly in view of the industry’s 
multi-agency oversight and the precision that the 
new regulatory era requires of originators.  In ad-
dition, lenders’ competitive pressures have shifted 
due to two principle factors.  First, the decreasing 
influence of big box banks is giving rise to rapid 
expansion by predominantly non-bank lenders 
who are unfettered (at least so far) by the addi-
tional regulations to which depository institutions 
are subjected.  Second, the homogeneity of prod-
ucts available due to the dominance of the GSEs in 
the investor community has made differentiation 
among lenders less dependent on products and 
more on marketing and sales efficiency.  If every 
flavor is essentially vanilla, you had better possess 
superior surroundings, toppings and service if you 
want to engage customers.

Technology ties all these changes together.  It 
represents the only truly acceptable response to 
the challenges of the new environment – and 
advanced CRM technology stands out among all 
others in this regard.

Five-Tool Players: Baseball fans are famil-
iar with the notion of the “Five-Tool Player,” 
the exceptional athlete who can run, field, 
throw, hit for average and hit for power at an 
elite level.  They are as rare as unicorns and 
immensely valuable to a winning organization.  
Back when Branch Rickey, the legendary major 
league baseball executive, coined the term in 
the 1960s, he could name only two players who 
filled the bill, Willie Mays and Mickey Mantle.  

In our business today, there are also probably 
only two five-tool players: the top-line LOS and 
advanced CRM technology.  You need a superior 
LOS to get in the game and stay there; to win con-
sistently, you need great CRM.  

Historically, several of the core functions of 
CRM technology have been left to chance by lend-
ers over the years, but in the new reality, that’s no 
longer a recipe for success.  The days of leaving 
MLOs to their own devices in the creation of mar-
keting collateral and non-standard presentations 
are over, thanks to the CFPB.  Further, marketing 
campaigns and enterprise data must go hand in 
hand today, not only to achieve outreach excel-
lence, but also to stay compliant with fair lending 
considerations, including Disparate Impact.

For the purposes of this discussion, I differenti-
ate an “advanced” CRM from the garden variety 
tools to indicate that we are not talking about 
contact management software that produces basic 
email marketing messages, which the industry has 
used for decades.  I am referring to the sophisti-
cated variety of highly responsive technologies 
that are used by most other industries, yet have 
been strangely absent from the mortgage business 
until recent years.  These are technologies that work 
with enterprise systems to maximize data usage, 

A Bold Statement
Here’s the most impactful development for the mortgage 
industry since the advent of broad-market loan origination 
software:

By  Sue Woodard

Tomorrow’s Mortgage Executive12
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develop tailored marketing outreach campaigns, pro-
duce presentations that dazzle customers with personal-
ized scenarios, and provide complete reporting to please 
data nerds and regulators alike. These technologies 
access content libraries representing hundreds of years 
of collective industry experience to produce articles, 
newsletters and informative materials that drive action, 
and create lasting bonds with borrowers and referral 
partners.  They are an entirely new breed and rival the 
best CRM systems found in every other large industry.

So how does advanced CRM 
fit into the picture for lenders?  
Simply stated, that five-tool meta-
phor translates into functions ev-
ery lender needs in order to excel 
today.  The most advanced CRM 
technologies are cloud based, SOC 
2 audited, secure platforms that:

>> Provide a competitive ad-
vantage with marketing sophistica-
tion to accelerate sales cycles and 
enhance recruiting efforts;

>> Keep MLOs and your brand 
protected and safely compliant 
with standardized messaging;

>> Regulate and keep track of 
outgoing borrower communica-
tions and offer detailed reporting 
for audit purposes;

>> Reduce costs associated 
with production through higher 
closing ratios;

>> Leverage enterprise data 
and exponentially increase the 
organization’s reach to potential 
customers, including to under-
served markets that are affected by the Disparate 
Impact ruling and other fair lending mandates.

Excellence Trumps Freelancing: When discussing 
our CRM solutions, I am frequently asked first about 
how MLOs respond to having their freelance market-
ing efforts suddenly ended.  The answer often surprises: 
they love it.  Sure, it’s counterintuitive, because field 
loan people are quite often fiercely independent.  But 
when they see the difference between the results of their 
amateur efforts versus the consistently polished, profes-
sional and always-impressive output of the advanced 
CRM system, their objections go away.  The fact that 
the materials are produced so effortlessly wins them 
over because time is money for them. The fact that all 
are pre-designed for compliance is, in the minds of most 
MLOs, secondary.  It has never been a good idea to let 

MLOs run amok with the company’s messaging in the 
field, but that course has been the path of least resistance 
for lenders over the years.  Today, it’s an unthinkably 
dangerous practice due to compliance considerations, 
and thanks to great CRM, it can now be obsolete.  

Another early question I am asked is, predictably, 
what about the cost issue?  Until a few years ago, big 
technology improvements generally required writing 
a big check.  These days, pay as you go and success 
pricing arrangements are the rule rather than the 

exception.  You can expect some 
integration time and expense, of 
course, but those are recovered very 
quickly as the benefits of advanced 
CRM are realized.  When those 
systems are already integrated with 
the leading vendors, much of the 
implementation time and expense 
evaporates, too.  

Evaluating Prospects: Just as big 
league scouts vet prospects to find 
five-tool players, it’s important to do 
your homework before you commit 
to a CRM technology.  And don’t 
just include the tech people in the 
organization, either.  CRM is a busi-
ness-side decision, as it can have 
enormous current and future impact 
on a company in terms of data pro-
ductivity, retention marketing suc-
cess, referral partner relationships, 
pull-through rates, and recruiting 
goal achievement.  Schedule demos 
for senior production executives and 
be sure to include the operations and 
compliance leaders.  Gauge their 

input and reactions and make certain nuts and bolts ob-
servations are carefully recorded, as top CRM systems 
are highly customizable.  

The upside of putting advanced CRM to work for 
an organization is greater than ever, thanks in no small 
part to Dodd-Frank and the CFPB.  While many might 
disagree, it is a blessing in regulatory disguise; lenders 
would have benefited mightily from having these capa-
bilities over the years.  Now that everything lenders say 
to the outside world is under the microscope, they have 
the opportunity to do something truly transformative 
for their companies that is well beyond today’s regula-
tory demands.  As the competitive landscape changes 
to spotlight fewer teams chasing greater shares of the 
market, they would do well to have some truly great 
five-tool players at their disposal. v

Innovation is more 
critical now than ever 
before for lenders, 
particularly in view  
of the industry’s 
multi-agency  
oversight.

Sue Woodard is president and CEO of Vantage Production, an advanced CRM technology provider based in 
Red Bank, New Jersey.  An award-winning 20-year mortgage originator, Sue is a renowned speaker, trainer 
and writer for the mortgage origination community.
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Contact Mortgage Builder today and learn more about 
our next generation LOS.  800.460.5040 • www.mortgagebuilder.com

Architect, Mortgage Builder’s 

next generation LOS, is an  

all-inclusive residential lend-

ing solution that manages 

your loans from prequalifica-

tion through interim servicing 

and delivery.  Built with the  

latest technology, Architect  

offers browser based access in 

the cloud and expanded applica-

tion enhancement capabilities.  

See how Architect is helping move 

our clients and the industry forward.  
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Generation 
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MARKET PULSE

Clean Workflows are No Longer Optional!
By Tammy BuTler

R egulation is forcing cleaner workflows and massive 
changes to the way we “used” to do business!  It 
can seem quite overwhelming at times, because nu-

merous required changes are hitting our industry so rapidly.  
Many are trying to fit the round peg into the proverbial square 
hole when making business decisions.  As most are finding 
out, this increases costs and reduces profitability through 
redundancy and manual tasking that could be automated, as 
well as a lack of communication between business units and 
a failure to be compliant.  No business can sustain this type 
of dysmorphic behavior for too long.  

The main objective is simple — Build 
a workflow that is compliant, efficient, 
decreases costs, and increases profit.  

Step One:  The regulators are con-
cerned about how our industry treats 
consumers, so you’ll need to start here.

>> What does your company look 
like to the consumer?

>> Is your message consistent (mar-
keting, social media, LO Pages)?

>> Are consumers receiving accurate 
information?

>> Is this information being deliv-
ered on a timely basis?

>> Are you compliant?
Step Two:  In order to accomplish 

your goals, your systems have to work 
toward that goal.

Is your data organized, scrubbed, and consistent through-
out your two databases of record (PPE/LOS)?

>> Do you have a proper integration for accurate data flow 
(Push/Pull Integrations)?

>> Can you demonstrate consistent and compliant pricing?
>> Is your LO Compensation being monitored?
>> Do you have the ability to produce historical pricing 

data electronically?
Step Three:  Because compliance flows through ev-

ery piece of your company workflow, this is an overlay to 
demonstrate monitoring, in addition to standard workflows.  
Doing this without the assistance of technology is considered 

by the experts to be impossible, because regulations overlap 
into each area of your workflow.  Proper technology can re-
move redundancy.

>> How are you monitoring each piece of the workflow for 
consumer experience and compliance?

>> How will you be dealing with the intricacies of docu-
mentation and timing on TRID?

>> How does each piece of your workflow affect your 
companies’ Fair Lending and Disparate Impact results?

>> What other workflows do you have to monitor for all 
additional regulations?

Step Four:  At the end of the day, you have to maintain 
customer service and satisfy the cus-
tomer so much that they send their 
friends and family!

>> How do you monitor that your 
products and pricing are competitive, 
and keep the clients from going to 
another lender?

>> How do you ensure that you are 
meeting customer deadlines?

>> What do you do to ensure that 
the customer experience was a good 
one, and how do you manage what 
needs to be changed based on con-
sumer feedback?

Step Five:  And finally the “Piece 
de resistance” or the prize; how is your 
company going to continue to make 

money and do all of this?  After all, you are in business to make 
a profit and these next items are the test of your workflow.

>> Are you maximizing every little basis point when sell-
ing your loans to the secondary market?

>> Have you streamlined the workflow to increase both 
profit and efficiency?

>> Are you avoiding operational mistakes through strong 
monitoring?

>> Are you perfecting profit potential in all areas?
>> Do your clients sing your accolades?
This is tough stuff, but a little bit of effort in researching 

solutions, you can quickly get your company where you want 
and need to be!v

Tammy Butler, Master CMB is the Director of Fair Lending and Compliance for Optimal Blue. Her diverse background in 
origination, operations, compliance and technology allows her to offer practical solutions to her clients that bridge the gap 
between regulatory requirements and workflow methodology.



Flexibility That Drives Lending

Envision a technology partner that can deliver an advanced platform for all your unique lending 
needs.  A solution that is so flexible it drives consumer and mortgage lending that goes beyond 
traditional LOS technology by enabling growth while dramatically lowering your costs.  Envision 
training your staff on a single lending platform so that your team can focus on closing more loans.  
Envision a solution that is so flexible that it can conform to your precise lending processes today 
and well into the future.

The PowerLender platform delivers you with a single customer vantage point across consumer 
and mortgage lending channels which improves customer engagement, opens up cross-selling 
opportunities and streamlines your lending processes while mitigating risk enterprise wide.  

For more than 35 years, we have been providing exceptional solutions and outstanding service to 
the lending community. PowerLender, flexibility that drives lending.

800‐628‐4687      powerlender.com

Enterprise Lending Solutions

Enterprise LOS for Banks, Community Banks & Credit Unions



Process Improvement

Politicians say the craziest things. Just look 
at the comments made by some of the 17 
Republicans running for President. It’s out 

of control really. However, mortgage technology 
vendors should take notes about what not to do from 
these blowhards. Here are five things to avoid:

1. Don’t Complain. Nobody likes to deal with 
someone that continually makes excuses for short-
coming. Here’s what I mean:

“Can you imagine, if after the bridge investiga-
tion began, I came out and said ‘Oh, I’ve done all 
my business as governor on a private email server. 
And, I’ve deleted now 30,000 of those emails. But 
trust me none of it had to do with the bridge.’ Give 
me a break,” Chris Christie said to CNN.

But the only email he provided to the Legislature 
last year came from his private Yahoo account. 
Christie turned over just one set of emails to the New 
Jersey Legislature in response to its subpoenas about 
Bridgegate. That email conversation contained edits 
that Christie made to a statement announcing the res-
ignation of Port Authority official David Wildstein, 
who has since pleaded guilty for his role in the lane 
closures.

Democratic Assemblyman John Wisniewski, who 
led the investigation, told WNYC that Christie sent 
those emails in December 2013 from his personal 
Yahoo account. The public documents had previously 
been released but the email address was blacked out. 
Don’t complain when you’re doing the same thing 
yourself.

Similarly, Carly Fiorina’s campaign slammed 
CNN and the RNC, accusing both of them of “put-
ting their thumb on the scale.” She’s complaining 
about being shut out of the debates.

“If the RNC won’t tell CNN to treat post-debate 
polling consistently with pre-debate polling, they 
are putting their thumb on the scale,” Fiorina 

spokeswoman Sarah Isgur Flores said in a press 
release.

Flores ratcheted up the attack even further during 
an interview on Fox Business.

“This is the status quo trying to protect the status 
quo, trying to protect their power, their prestige, and 
so they want the same people on the stage as before, 
and they’ve set up a system that will do that,” said 
Flores. In the end none of this complaining is going 
to get Fiorina into the debate.

Too often I hear technology vendors complain 
about the lack of media coverage that they get or 
the fact that certain vendors are always in the news. 
Don’t complain about media coverage, form good 
relationships with the media so they cover you more.

2. Don’t Namedrop. You just don’t speak ill of the 
competition because you end up looking bad. For ex-
ample Rick Perry blasted rival Donald Trump in the 
harshest terms — even comparing him to a “cancer” 
and “false prophets.”

“Let no one be mistaken – Donald Trump’s can-
didacy is a cancer on conservatism, and it must be 
clearly diagnosed, excised and discarded,” Perry said, 
according to a transcript of his prepared remarks. “It 
cannot be pacified or ignored, for it will destroy a 
set of principles that has lifted more people out of 
poverty than any force in the history of the civilized 
world – the cause of conservatism.”

Similarly, George Pataki also called out Trump 
directly. Former Pataki slammed fellow Republican 
presidential candidate Donald Trump, who he said 
has been “disrespectful” toward Latinos with recent 
disparaging comments about Mexican immigrants.

“Yes, clearly, they’re disrespectful,” Pataki told 
Business Insider of Trump’s comments in a brief 
interview before the annual New York Republican 
Party’s gala.

Trump characterized Mexican immigrants in his 

Learn From The Politicians
With the Presidential Election right around the corner, here’s what 
you can learn not to do from the candidates:

By Tony Garritano

As a mortgage technology vendor, you can’t just use 
buzzwords and acronyms that you think people want to 
hear to sell your product.
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campaign launch speech as “rapists” and drug runners 
when talking about how he’d focus as president on 
reducing illegal immigration. What happened to both 
Perry and Pataki? They sunk in the polls.

If you are a mortgage technology vendor don’t slam 
your competitors by name. You need to clearly ar-
ticulate your value proposition, not waste time talking 
down about others.

3. Don’t Over-Generalize. Lenders want specif-
ics. Speaking of Trump, the king of over generalizing 
is Donald Trump. When it comes 
to immigration he says building a 
wall will solve everything, and that 
Mexico will pay for the construc-
tion of the wall. When pressed 
about what to do with illegal im-
migrants in the country already, he 
said that he would round them up 
and send them home. How would 
he accomplish this? By hiring 
good managers. Obviously this is 
an over generalization that won’t 
solve the real problem.

Women make up a large vot-
ing block and Trump is not doing 
well among women so he over 
generalized again. “I will take care 
of women’s health and women’s 
health issues better than anybody 
and far better than Hillary Clinton, 
who doesn’t have a clue, “ he told 
reporters after an afternoon rally. 
Notice that he doesn’t give any 
specifics? As a mortgage technol-
ogy vendor, you can’t just use 
buzzwords and acronyms that you think people want to 
hear to sell your product. You have to know your solu-
tion’s specific value proposition.

4. Don’t Pander. You can’t tell lenders what you 
think they want to hear, you have to clearly articulate 
your value propositions. Politicians tell people what 
they think they want to hear instead of the truth and they 
suffer for it all the time.

Former Florida Governor Jeb Bus changed his po-
sition on the Iraq War three times in the same week. 
In his clearest declaration yet on his feelings about his 
brother’s invasion of Iraq, Jeb Bush said that “knowing 
what we know now, ...I would not have engaged.”

“I would not have gone into Iraq,” he said. But earlier 
in the week he told Fox News that he would have en-
gaged, then he tried to backpedal because he knows that 
public sentiment is not in favor of the Iraq War.

Wisconsin Governor Scott Walker did the same 
think when talking about birthright citizenship. In the 
end Walker said, “My point is any discussion that goes 
beyond securing the border and enforcing laws are 
things that should be a red flag to voters out there who 
for years have heard lip service from politicians and are 
understandably angry.”

That’s a far cry from how the Wisconsin governor 
answered the same question last Monday. “Yeah, abso-
lutely,” Walker said when asked by an MSNBC reporter 

at the Iowa State Fair whether he 
wanted to end birthright citizenship. 
The bottom line is that you should 
learn from these politicians and just 
tell it like it is instead of delivering 
falsehoods to make your system 
sound better.

5. Don’t Exaggerate. Nobody 
likes a person who stretches the 
truth and goes over the top. To this 
end, many politicians have exag-
gerating the impact of the nuclear 
agreement with Iran. Presidential 
candidate Mike Huckabee called 
the Iran deal “idiotic,” and likened 
it to events of the Holocaust, say-
ing that President Barack Obama 
will ultimately “take the Israelis 
and march them to the door of the 
oven.” The Iran deal might not be 
perfect, but comparing it to the 
Holocaust is just wrong.

Politicians make the same 
exaggerated claims about the 
Affordable Care Act. Ted Cruz 

gave an impassioned speech on the Senate floor, a few 
hours after the Supreme Court ruled 6-3 to uphold the 
Affordable Care Act’s subsidies nationwide. The sena-
tor from Texas, who is also running for president, called 
the decision “judicial activism, plain and simple.”

“Today, these robed Houdinis have transmogri-
fied a federal exchange into an exchange, quote, 
‘established by the State,’” he said. “This is lawless. 
As Justice [Antonin] Scalia rightfully put it, without 
objection, words no longer have meaning.” Another 
crazy exaggeration.

If you’re a mortgage technology vendor, speak hon-
estly and frankly with lenders. Don’t tell them that your 
system does things that it doesn’t. Exaggerating will 
only get you in to trouble. 

I hope you learned a lot about what not to do from 
these politicians. v
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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.

If you’re a mortgage 
technology vendor, 
speak honestly and 
frankly with lenders. 
Don’t tell them 
that your system 
does things that it 
doesn’t.
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Future Trends

The goal for my articles is to provide my 
readers with something that will pique 
their curiosity and in turn stimulate them 

to look at things differently. Recently I read the 
book “Start with Why,” by Simon Sinek. 

Why Start with Why? In the introduction, 
Sinek practices what he preaches and starts with 
the “why” himself. His book, he states, is “about 
the naturally occurring pattern, a way of thinking, 
acting and communicating that gives some lead-
ers the ability to inspire those around them....We 
can all learn this pattern. With a little discipline, 
any leader or organization can inspire others, 
both inside and outside their organization, to help 
advance their ideas and their vision.” Unlike so 
many other authors presenting a business or en-
trepreneurial philosophy, Sinek makes clear that 
his intention is not to supplant other approaches 
to leadership development and social influence. 
“However,” he suggests, “if we’re starting with 
the wrong questions, if we don’t understand the 
cause, then even the right answers will always 
steer us wrong … eventually.” 

Let’s look at Apple Computer: Sinek then 
presents three examples of leadership, each il-
lustrating how the individuals responsible for 
shepherding business and social sea change were 
not necessarily first, or perhaps even unique 
voices, in their respective causes. He focuses at-
tention throughout the book on Apple, Inc., and its 
founders, Steve Wozniak and Steve Jobs. He notes 
the cultural ground conditions in play in the mid 
1970s when Apple was established. In the wake 
of the Vietnam War, the Civil Rights Movement, 
and the student demonstrations of the 1960s, the 
American social fabric had been stretched to ac-
commodate challenges to authority, to collective 
standards, and to conventional wisdom as never 
before. The revolution that was launched in 1976 
was not one of arms or even ideas; it was an evo-
lution of nothing less than the system itself, of 
the parts and principles that coordinate into the 
whole. Sinek describes the business realities faced 

by Wozniak and Jobs when the Apple 1 personal 
computer kit (yes, kit) was launched in 1976.  

“The personal computer revolution was begin-
ning to brew when Wozniak built the Apple 1. 
Just starting to gain attention, the technology was 
primarily seen as a tool for business. Computers 
were too complicated and out of the price range of 
the average individual. Wozniak saw the personal 
computer as a way for the little man to take on 
a corporation. The personal computer could level 
the playing field and change the way the world 
operated. 

No matter how visionary or how brilliant, a 
great idea or a great product isn’t worth much if 
no one buys it. Steve Jobs knew exactly what to 
do and would prove to be more than a good sales-
man. He wanted to do something significant in the 
world, and building a company was how he was 
going to do it. Apple was the tool he used to ignite 
his revolution.

In their first year in business, with only one 
product Apple made a million dollars in revenues. 
By year two, they did $10 million in sales. In their 
fourth year, they sold $100 million worth of com-
puters. And in just 6 years, Apple Computer was a 
billion-dollar company with just 3,000 employees.

Jobs and Wozniak weren’t the only people tak-
ing part in the personal computer revolution. They 
weren’t the only smart guys in the business; in 
fact they didn’t know much about business at all. 
What made Apple special was not their ability to 
build such a fast growth company. It wasn’t their 
ability to think differently about personal comput-
ers. What has made Apple special is that they have 
been able to repeat the pattern over and over and 
over. Unlike any of their competitors, Apple has 
successfully challenged conventional thinking 
within the computer industry, the small electron-
ics industry, the music industry, the mobile phone 
industry and the broader entertainment industry. 
And the reason is simple. Apple inspires. Apple 
starts with WHY.”

Sinek asks us to consider a concept he calls the 

Start With Why 
This is about a book for those who want to inspire others and for 
those who are looking for inspiration themselves.

By Roger Gudobba
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“The best way to predict your future is to create it,”  
said Abraham Lincoln.

Golden Circle. The Gold Circle is inspired by the golden 
ratio of mathematics, a ratio that itself inspires archi-
tecturally and artistically pleasing design balance. The 
Golden Circle is intended to manifest a similar balance 
in human behavior. It is comprised of three concentric 
circles: the core Why, followed by How, then finally 
What. It all starts with why. First, let’s define the terms, 
starting from the outside circle and moving inward. 

Sinek equates the Why to an individual’s or organi-
zation’s purpose. He asks, “WHY does your company 
exist? WHY do you get out of bed every morning? 
And WHY should anyone care?”

The author uses Apple frequently as an example 
because simply they have broad recognition and their 
products are easy to grasp and compare to others. 
What’s more, Apple’s success over time is not typi-
cal. Its ability to remain one of the most innovative 
companies year after year, combined with its uncanny 
ability to attract a cult-like following, makes it a great 
example to demonstrate many of the abilities of the 
Golden Circle.

Again, to quote Sinek: “If Apple were like most 
other companies, a marketing message would move 
from the outside in of the Golden Circle. For example:

>> We make great computers.
>> They’re beautifully designed, simple to use and 

user-friendly.
>> Wanna buy one?
It’s not a very compelling sales pitch, but that’s 

how most companies sell to us,,,,
Let’s look at this example and rewrite it in the or-

der Apple actually communicates.
>> Everything we do, we believe in challenging 

the status quo. We believe in thinking differently.
>> The way we challenge the status quo is by mak-

ing our products beautifully designed, simple to use 
and user-friendly.

>>  And we happen to make great computers. 
>> Wanna buy one?
It’s a completely different message. It actually feels 

different. It just reversed the order of the information, 
moving from the inside out of the Golden Circle.”

Hopefully, this article will encourage you to take 
a step back and look at your organization from two 
viewpoints. First, how does your organization com-
municate to your customers and prospects, and sec-
ond, how do they perceive you. I will continue this 
discussion next month. v

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.
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Why

How

What

WHAT: All organizations know What they
do. The “what” corresponds to the products 
or services that they sell.

HOW: Some organizations know HOW 
they do WHAT. The “how” corresponds to 
those attributes that make their products or 
organizations unique or otherwise distinguish 
them from their competitors.

WHY: More uncommon are those 
organizations that can articulate WHY they 
do WHAT they do. And no, “why” is not “to 
make money.” Money is a consequence of 
“why,” rather than the “why” list.
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We all want to be winners. However, 
we realize that winning isn’t always 
easy. But wouldn’t it be helpful if 

there were some guidelines or rules to winning? 
It would certainly make things a lot easier. A big 
part of winning in the mortgage industry comes 
down to the quality of your people. This industry 
is very much about people.

So, how do you know which people will be 
winners and which people will lose? In the 
article entitled, “11 Things Ultra-Productive 
People Do Differently,” by Travis Bradberry, he 
says, “When it comes to productivity, we all face 
the same challenge—there are only 24 hours in 
a day. Yet some people seem to have twice the 
time; they have an uncanny ability to get things 
done. Even when juggling multiple projects, 
they reach their goals without fail.

“We all want to get more out of life,” insists 
Bradberry. “There’s arguably no better way to 
accomplish this than by finding ways to do more 
with the precious time you’ve been given. It 
feels incredible when you leave the office after 
an ultra-productive day. It’s a workplace high 
that’s hard to beat.”

So, how do keep that high going every day? 
With the right approach, you can make this happen 
every day. You don’t need to work longer or push 
yourself harder—you just need to work smarter.

Ultra-productive people know this. As they 
move through their days they rely on produc-
tivity hacks that make them far more efficient. 
They squeeze every drop out of every hour with-
out expending any extra effort. The best thing 
about these hacks is they’re easy to implement. 
So easy that you can begin using them today.

Give them a read, give them a whirl, and 
watch your productivity soar.

They never touch things twice. Productive 
people never put anything in a holding pattern, 
because touching things twice is a huge time-
waster. Don’t save an email or a phone call to 
deal with later. As soon as something gets your 
attention you should act on it, delegate it or de-
lete it.

They get ready for tomorrow before they 
leave the office. Productive people end each 
day by preparing for the next. This practice 
accomplishes two things: it helps you solidify 
what you’ve accomplished today, and it ensures 
you’ll have a productive tomorrow. It only takes 
a few minutes and it’s a great way to end your 
workday.

They “eat frogs.” “Eating a frog” is the best 
antidote for procrastination, and ultra-productive 
people start each morning with this tasty treat. In 

other words, they do the least appetizing, most 
dreaded item on their to-do list before they do 
anything else. After that, they’re freed up to tackle 
the stuff that excites and inspires them.

They fight the tyranny of the urgent. The 
tyranny of the urgent refers to the tendency of 
little things that have to be done right now to get 
in the way of what really matters. This creates a 
huge problem as urgent actions often have little 
impact.

If you succumb to the tyranny of the urgent, 
you can find yourself going days, or even weeks, 
without touching the important stuff. Productive 
people are good at spotting when putting out fires 
is getting in the way of their performance, and 
they’re willing to ignore or delegate the things 
that get in the way of real forward momentum.

They stick to the schedule during meetings. 
Meetings are the biggest time waster there is. 
Ultra-productive people know that a meeting 

Business Strategies
Win The Day
We’re all searching for ways to be more efficient and productive. 
Here are some tips to help you find your edge:

By Michael Hammond

As soon as something gets your attention you should act 
on it, delegate it or delete it.
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will drag on forever if they 
let it, so they inform every-
one at the onset that they’ll 
stick to the intended sched-
ule. This sets a limit that 
motivates everyone to be 
more focused and efficient.

They say no. No is a pow-
erful word that ultra-produc-
tive people are not afraid to 
wield. When it’s time to say 
no, they avoid phrases such 
as I don’t think I can or I’m 
not certain. Saying no to a 
new commitment honors 
your existing commitments 
and gives you the opportunity 
to successfully fulfill them.

Research conducted at the 
University of California in 
San Francisco shows that the 
more difficulty that you have 
saying no, the more likely 
you are to experience stress, 
burnout, and even depres-
sion. Learn to use no, and it 
will lift your mood, as well 
as your productivity.

They only check e-mail at designated times. 
Ultra-productive people don’t allow e-mail to be 
a constant interruption. In addition to checking 
e-mail on a schedule, they take advantage of fea-
tures that prioritize messages by sender. They set 
alerts for their most important vendors and their 
best customers, and they save the rest until they 
reach a stopping point. Some people even set up 
an auto-responder that lets senders know when 
they’ll be checking their e-mail again.

They don’t multitask. Ultra-productive people 
know that multitasking is a real productivity killer. 
Research conducted at Stanford University con-
firms that multitasking is less productive than do-
ing a single thing at a time. The researchers found 
that people who are regularly bombarded with 
several streams of electronic information cannot 
pay attention, recall information or switch from 
one job to another as well as those who complete 
one task at a time.

But what if some people have a special gift for 
multitasking? The Stanford researchers compared 
groups of people based on their tendency to multi-
task and their belief that it helps their performance. 

They found that heavy multi-
taskers—those who multitask 
a lot and feel that it boosts 
their performance—were 
actually worse at multitask-
ing than those who like to do 
a single thing at a time. The 
frequent multitaskers per-
formed worse because they 
had more trouble organizing 
their thoughts and filtering 
out irrelevant information, 
and they were slower at 
switching from one task to 
another. Ouch.

Multitasking reduces your 
efficiency and performance 
because your brain can only 
focus on one thing at a time. 
When you try to do two 
things at once, your brain 
lacks the capacity to perform 
both tasks successfully.

They go off the grid. 
Don’t be afraid to go off grid 
when you need to. Give one 
trusted person a number to 
call in case of emergency, and 

let that person be your filter. Everything has to go 
through them, and anything they don’t clear has to 
wait. This strategy is a bulletproof way to complete 
high-priority projects.

They delegate. Ultra-productive people accept 
the fact that they’re not the only smart, talented 
person in their organization. They trust people to 
do their jobs so that they can focus on their own.

They put technology to work for them. 
Technology catches a lot of flak for being a dis-
traction, but it can also help you focus. Ultra-
productive people put technology to work for 
them. Beyond setting up filters in their e-mail ac-
counts so that messages are sorted and prioritized 
as they come in, they use apps like IFTTT, which 
sets up contingencies on your smart phone and 
alerts you when something important happens. 
This way, when your stock hits a certain price or 
you have an email from your best customer, you’ll 
know it. There’s no need to be constantly check-
ing your phone for status updates.

Bringing it all together. We’re all searching for 
ways to be more efficient and productive. I hope 
these strategies help you to find that extra edge.v

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.
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If you succumb to 
the tyranny of the 
urgent, you can 
find yourself going 
days, or even weeks, 
without touching the 
important stuff.
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n an October 2013 article for Tomorrow’s Mortgage Executive, 

I posited the question, “Could it possibly be that, in a country 

where one is presumed innocent until proven guilty, a lender 

could be found to have discriminated on the basis of race or 

ethnicity, without any evidence that the lender actually intended to so 

discriminate?”  On June 25, 2015, the United States Supreme Court 

answered my question by upholding the use of disparate impact in 

housing decisions.  This article is intended to be a general discussion 

on why the U.S. Supreme Court reached the decision that it did 

and the practical effects of “disparate impact” on loan decisions.

The Court’s language about what a plaintiff must 
allege to bring a Fair Housing claim, in my view, 
forces lenders to remain in a defensive posture.  

By Jonathan M. herMan
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The Court found that the Fair 
Housing Act, like Title VII and the 
ADEA, “was enacted to eradicate 
discriminatory practices.”

I. IntroductIon and back-
ground of the court’s decIsIon.

The Fair Housing Act (“FHA”) 
was adopted in the aftermath of Dr. 
Martin Luther King’s assassina-
tion, attempting to remedy racial 
segregation in the sale or rental of 
housing by prohibiting decisions 
on the basis of “race, color, reli-
gion, or national origin.”  That is, 
disparate treatment of a protected 
class of persons, where one has a 
discriminatory intent or motive, 
was prohibited.  The question 
posed to the U.S. Supreme Court 
was whether disparate impact 
claims were cognizable under the 
FHA.  Those claims are ones in 

business choices and profit-related 
decisions that sustain a vibrant and 
dynamic free-enterprise system.”

Applying its analysis of Title 
VII and the ADEA to the Fair 
Housing Act, the Court intoned 
that, “[r]ecognition of disparate-
impact claims is consistent with 
the FHA’s central purpose.”  The 
Court found that the Fair Housing 
Act, like Title VII and the ADEA, 
“was enacted to eradicate discrim-
inatory practices within a sector 
of our Nation’s economy … [and 
s]uits targeting such practices 
reside at the heartland of dispa-
rate-impact liability.”  The Court 
concluded by “acknowledg[ing] 

liable for racial disparities they did 
not create.” (Ellipses and brackets 
in original, internal quotes omit-
ted).  “Courts must therefore ex-
amine with care whether a plaintiff 
has made out a prima facie case of 
disparate impact and prompt reso-
lution of these cases is important.”  
“A plaintiff who fails to allege facts 
at the pleading stage or produce 
statistical evidence demonstrating 
a causal connection cannot make 
out a prima facie case of disparate 
impact.”  “Courts should avoid in-
terpreting disparate-impact liabil-
ity to be so expansive as to inject 
racial considerations into every 
housing decision.”

which the challenged practices 
have a disproportionate adverse 
effect on the same protected class, 
but where a discriminatory intent 
may not be readily apparent.

After first reviewing Title VII of 
the Civil Rights Act of 1964 (“Ti-
tle VII”) and the Age Discrimina-
tion in Employment Act of 1967 
(“ADEA”), the Court opined that 
“antidiscrimination laws must be 
construed to encompass disparate-
impact claims when their text 
refers to the consequences of ac-
tion and not just to the mindset 
of actors …”  But the Court also 
observed that, “disparate-impact 
liability must be limited so em-
ployers and other regulated enti-
ties are able to make the practical 

the Fair Housing Act’s continuing 
role in moving the Nation toward 
a more integrated society.”

But those who fear imposi-
tion of liability solely based on 
statistics can take some degree of 
comfort in cautionary language 
included in the Court’s opinion, 
“necessary to protect potential de-
fendants against abusive disparate-
impact claims.”  The Court said, 
“a disparate-impact claim that 
relies on a statistical disparity must 
fail if the plaintiff cannot point to 
a defendant’s policy or policies 
causing that disparity.”  “[r]acial 
imbalance … does not, without 
more, establish a prima facie case 
of disparate impact and thus pro-
tects defendants from being held 

II. the practIcal effect of 
the court’s decIsIon.

The Supreme Court unques-
tionably recognizes disparate-im-
pact claims.  But the real question 
is what does the limiting language 
in the Court’s opinion mean in 
connection with real world lend-
ing decisions in our mortgage 
lending business model?  That is, 
how does one attempt to comply 
with Fair Lending laws, in addi-
tion to all of our other compli-
ance efforts?

For starters, intentional dis-
crimination in lending decisions 
was, and remains, prohibited.  But 
the Court’s language about what a 
plaintiff must allege to bring a Fair 
Housing claim, in my view, forces 
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lenders to remain in a defensive 
posture.  Both a private lawyer ac-
cepting a Fair Lending case, and 
a government lawyer acting on 
behalf of the Department of Jus-
tice, will use the Supreme Court’s 
opinion to carefully draft a Com-
plaint, hoping to survive a defen-
dant’s efforts to dismiss the claim. 
If the Complaint is not dismissed, 
the focus for lenders is unchanged: 
the use of data compiled during 
the mortgage origination process 
to demonstrate that the lending 
decision was racially neutral and 
that if a statistical disparity exists, 
there is no policy(ies) that caused 
an imbalance. In this regard, the 
suggested practical, proactive ef-
forts to mitigate Fair Lending risk 
discussed in my prior, October 
2013 article remain valid.  In that 
article, I discussed the use of the 
“Three L’s,” namely Loan Data 
Points, Lender Data Points, and 
Location Data Points.  Loan Data 
Points include core statistics con-
cerning the loan (i.e. loan amount, 
interest rate and fees charged, 
loan type and property address, to 
name just a few) and data points 
from the loan application (i.e. na-
tional origin, sex, marital status, 
among others).  This data may be 
“scraped” from your document 
preparation system and loan origi-
nal system.

Lender Data Points may be 
gathered from your corporate 

records and will require match-
ing closed loans with purchased 
loans (and type of purchaser), 
loan officer and/or broker com-
pensation amounts as a percent-
age of charged origination fees, 
individual branch loan volume as 
compared to the whole of the or-
ganization, borrower complaints, 
Home Mortgage Disclosure Act 
data, among others.  

Location Data Points, from 
commercially available demo-
graphic data is superimposed 
upon the Loan Data Points and 
Lender Data Points, all to “trend” 
the data and look for variance that 
could evidence “discriminatory 
effect.”

Signs of discriminatory effect 
include disparities among approv-
al/denial rates between applicants 
of different races, national origins, 
or sex (potential disparate treat-
ment in underwriting), risk based 
pricing that is not objectively 
based or financial incentives to 
loan officers or brokers on loans 
made to protected classes of per-
sons (potential disparate treatment 
in pricing).  Outlier data that is 
suggestive of disparate treatment 
in steering includes statistically 
high percentages of a protec-
tive class of persons receiving a 
particular loan type or product or 
statistically high percentage of 
complaints about that loan type or 
product.  Potential discriminatory 

redlining or marketing include 
any or all of the above, but usually 
with a greater emphasis on demo-
graphic data in the relevant region 
(defined above as “Location Data 
Points”).

Always involve your attorneys 
in both compiling and interpret-
ing the data, both to keep the 
conclusions confidential under 
the attorney client privilege and 
to evaluate the range of options 
in the event of a problem.  Bet-
ter still, allow your attorneys 
to associate with a vendor that 
can trend data in real time (i.e. 
collecting data contemporane-
ously with the loan application 
and closing documents), thereby 
enabling potential Fair Lending 
problems to surface prior to any 
expensive and time consuming 
enforcement action.

III. ConClusIon.
I continue to maintain that 

defending against a fair lending 
claim is never a pleasant proposi-
tion – it is time consuming, costly, 
and frequently involves a type of 
publicity that is not desired.  There 
is nothing in the Supreme Court’s 
decision that changes that, even 
though the Supreme Court held 
that there must be a “robust causal-
ity requirement” to find disparate 
impact liability.  Careful lawyers 
will continue to advocate that an 
apparent statistical disparity has a 

What does the limiting language in 
the Court’s opinion mean in connection 
with real world lending decisions in 
our mortgage lending business model?
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disparate effect on their client, and 
claims will be articulated using 
the Supreme Court’s opinion as a 
guidepost.  

The plaintiffs’ claims and theo-
ries will be what they will be – the 
focus for defendants remains on 
using data as a shield, the same 
data that the plaintiff tries to use as 
a sword.  Data itself does not lie on 
the witness stand and while a wit-
ness may slant his/her testimony to 
support his/her own interests, data 
that corroborates a documented, le-
gitimate, non-discriminatory busi-
ness interest will make a plaintiff’s 
burden rather difficult.

Documentation of non-dis-
criminatory considerations in 
lending programs, along with 
developing preemptive strate-
gies through real time loan data 

review, goes a long way towards 
spotting “trends” and “outliers” 
before your organization appears 
on a plaintiff’s radar screen and 
disrupts your sleeping habits.v

The Lender’s Digital Marketplace. 
The industry’s first Solution Selection Engine. This offering 
was designed to revolutionize how lenders find the right 

technology solutions to get maximum return on investment. 
LendersDigitalMarketplace.com
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The ongoing introduction of new regulations and the fear of 
non-compliance has permeated the industry to the point where 
everyone is frozen with fear.  Instead of seeking new management 

methods and operational initiatives to meet the challenges, lenders keep 
piling on new processes and new reviews on top of the old ones.  Is it any 
wonder that the Quarterly Mortgage Bankers Performance Report for 
the first quarter of 2015 found that origination costs have increased by 
nearly $1,000 per loan since last year?  It seems that we are headed in 
the wrong direction when it comes to efficiency and effectiveness.  

The idea of transformation is much bigger 
than simply adding steps to a business 
process or adding in a new technology filter.

By ReBecca Walzak

Brighter
A Better, 

Future
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While CEOs and senior executives 
have read all the management books 
and attended numerous seminars, the 
reality is that they don’t know how to 
manage change.  

So why isn’t there any progress in 
lending?  Can we solve our problems 
by making progress in the way we cur-
rently do business, or must we actually 
transform what we do and how we do it?  
The idea of transformation is much big-
ger than simply adding steps to a business 
process or adding in a new technology fil-
ter. In order to transform an organization, 
it must undergo a radical, fundamental 
change in how business is done. The days 
of slow incremental changes developed 
to try and address the CPFB requirements 
are no longer up to the challenge.  

There is no denying that these new 
requirements are important, but it is also 
important that the company be profitable 
and that management controls are operat-
ing as expected.  The CFPB recognizes 
this and even with their maniacal focus 
on the “Consumer Experience” they have 
grounded their requirements in solid and 
proven management practices.  To meet 
the requirements they say, lenders must 

the most loans or had the largest dollar 
volume.  There were very few companies 
that didn’t have a yearly celebration for 
loan officers where trophies were handed 
out for these very accomplishments.  Yet 
none of these celebrations included pro-
cessors, underwriter or closers and there 
were certainly no awards given out for 
loan quality.  Now lenders must focus 
first on quality and regulatory compliance 
instead of volume and production.  That is 
a hard change to make and trying to do so 
in a process with imbedded historic meth-
odologies and achievements makes it 
nearly impossible.   So whether we want 
to recognize it or not, how management 
does its job must become the transforma-
tion needed by our industry. 

If lenders are serious about stopping 
the outflow of money for multiple un-
necessary reviews, additional training 
programs and new technologies, they 
must engage the company in a centralized 
operational process, which focuses not on 

the number of loans originated, but on the 
quality and value of the loans as expected 
by consumers and investors.  This change 
is a fundamental and maybe even a radi-
cal change; in other words, a transforma-
tion of the entire origination process.  
So how does one go about creating this 
transformation in a way that make sense?

Basic steps for a successful transfor-
mation. The first step is for management 
to actively engage in identifying what 
exactly they want to produce. Although 
it sounds simple, it really isn’t.  For ex-
ample, just saying “I produce mortgage 
loans” really doesn’t tell the consumer or 
the investor anything.  How are you going 
to produce them?  How will you interact 
with the consumer?  What can the other 
stakeholders expect?  Will it be profit-
able?  Will it meet consumer needs?  Will 

buyers of the loans see them as the best?  
All of this needs to be spelled out in the 
company’s “Statement of Objectives”.   

Next you will need to expand on 
this with specific statements identify-
ing how the objective will be reached. 
For example,” we will produce loans 
through the use of technology that meets 
our customers’ expectations for fairness 
through continuous communication and 
compliance with regulations.  We will 
meet the expectations of those that pur-
chase our loans through proven quality 
and completeness and we will meet our 
stakeholders expectations through ef-
ficient use of the resources provided.”   
This lays out what the underlying ap-
proach will be and defines how manage-
ment will work.  This statement says 
that management’s focus will not be 
entirely on just producing loans, but will 
instead be on producing loans that meet 
the consumer focused requirements of 
CFPB, the investor requirements for 

adherence to guidelines and overall risk 
standards as well as doing it in a manner 
that provides for a return on the invest-
ment made by other stakeholders.  

The second step is to develop an ef-
fective risk management program, which 
includes a monitoring program of the 
combined operational processes.  The in-
dividuals responsible for these functions 
must have a broad understanding of the 
risks found in the organization.  The most 
critical of these risks is operational risks.  
If the processes fails to operationally 
produce products that meet expectations, 
management must know this.  This infor-
mation can be used to make adjustments 
or changes to the processes themselves

Today Quality Control acts as this 
feedback mechanism, but the process is 
distorted by agency requirements to the 

have a management system in place that 
evaluates and implements new changes 
and then monitors the effectiveness of the 
changes. This monitoring and manage-
ment action is not a one-time thing, but 
is an on-going part of the management 
system.  And therein lies the opportunity 
for lenders. 

Recognizing the need for fundamen-
tal change. This industry is not known 
for its willingness to change management 
style and focus.  While CEOs and senior 
executives have read all the management 
books and attended numerous seminars, 
the reality is that they don’t know how to 
manage change.  All too often they con-
tinue to be focused on “production, pro-
duction, production” simply because they 
matured in an environment that celebrat-
ed and rewarded companies that made 
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point that it is virtually useless to manage-
ment.  Waiting 90 days for information 
about processes that are not working does 
nothing to address any operational risk.  
Although the agencies acknowledge that 
their prescribed program does not fit ev-
ery lender, few, if any lenders are willing 
to develop a program that works for them 
instead of relying on a methodology and 
process that does not give them the results 
they need.  This change has to be part of a 
company transformation.  

Transformational Quality Control is 
about how the process is working and 
how well it is controlled.  It is not a loan 
file inspection or an audit.  It is sys-
temic way of evaluating whether or not 
a process, any process, is functioning as 
expected.  A variation (or defect using 
the agencies vernacular) is just that un-
less you can determine that it will impact 
the overall output of the process.  When 
it is working as expected, the process is 
deemed to be under control.   This does 
not mean that there are no variations, but 
that the variations are random in nature 
and fall within an acceptable range.  

For a management team that is trans-
forming its operation, knowing if the 
new policies, procedures and technolo-
gy they have implemented are working 
correctly is critical.  Tracking variances 
and identifying processes that need to 
be addressed is what allows the trans-
formation to continue.  

Transformational QC also makes the 
organization more efficient.  Because 
each change, whether it comes from a 
new regulation or a new process, can 
be incorporated into the QC program it 
eliminates duplicative types of reviews.  
One review process with a solid analysis 
of what is occurring in a process is much 
more conducive to correcting errors and 
managing the operations than what we 
have today. Furthermore if a lender has 
the ability to benchmark themselves 
against others in the industry this com-
parative analysis will identify where there 
are competitive issues to address.  

The third step that management must 
undertake is the development of an 
incentive program for its employees.  
By replacing the volume rewards with 
operational effectiveness and efficiency 
rewards, staff will be motivated to col-
lectively work toward meet the overall 

company objectives.  
Getting help and support. Once 

the initial steps are taken and the staff 
alerted to the task, the work of trans-
formation can get underway.  Many 
lenders acknowledge that it is difficult 

to achieve this on their own and there 
are many companies ready to help.  It 
is important that any help come from 
someone that knows the business.  De-
spite protestations to the contrary, this 
process is unique.  This uniqueness must 
be incorporated into any transformation 
if it is going to be successful.  Compa-
ny’s such as Transformational Mortgage 
Solutions, headed by industry expert 
David Lykken is one such organization. 
Based on his experience and knowledge 
of the industry he knows how mortgage 
origination works and can provide solid 
guidance in the transformation process.  
This is the type of support that is needed. 

There are emerging technologies that 
can assist in this transformation as well.  
One such opportunity is the new qual-
ity control program that has been devel-
oped to maximize results and minimize 
cost.  This new program, developed by 
the MarBecca Group, out of Deerfield 
Beach, Florida and Mortgage True View, 
based on Salt Lake City, focuses on the 
operational data collected and identifies 
through its analyses where there are weak-
nesses that need to be addressed as well 
as where the process is working within an 
acceptable level of control.  In addition 
it has the benefit of utilizing an industry 
QC Benchmark which was developed 
with input and guidance by industry QC 
managers.  This benchmark can provide a 
comparative analysis with the industry as 
a whole to assist in identifying issues and 
opportunities.  

There is no doubt that members of this 
industry are bearing the burden of tight-
ened regulations and reform.  However 
for those managers who see this as an 
opportunity rather than a burden, there 
is the potential to turn mortgage lending 
companies into a shining example of how 
it should and can be done the right way.v
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the right way.
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W
hew! Can I just let out a long breath? Give everyone around 
me a high five and a fist bump? We’ve all just finished a long 
race! For the past year plus, lenders, settlement agents and 

mortgage and title technology vendors have expended a great deal 
of resources and effort in preparation for the CFPB’s Integrated 
Disclosures rule. And whether you’re feeling exhausted or elated 
— probably exhausted! — it’s good to at least be able to say we 
made it!

Now maybe I shouldn’t say we’ve finished this race. It’s prob-
ably more accurate to say that we’ve completed our training and 
preparation, and now we’re finally doing this for real. Just like 
there are different approaches to race training, there have been 

These 6 technology areas are what lenders 
need to be incorporating into their strategies 
and actively working towards now.

By Alec cheung

The 6 BiggesT 
Technology 
challenges
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TRID is too complex of a rule with 
far-reaching changes for every 
single nuance to have been predicted 
and foreseen in advance.

different approaches to preparing for 
TRID. Most everyone has tapped into 
technology in some form and to some 
degree in order comply with the new 
rule. For some, the use of new technol-
ogy has been incremental, building on 
the systems and innovations they had 
already adopted. For others it’s been a 
major shift, representing a substantial 
change from their traditional mortgage 
practices and their supporting tech-
nologies. There are also some who 
have deferred technology changes as 
a result of TRID, preferring instead 
to wait until the dust settles, either 
because they just didn’t have the time 
and resources, or because they wanted 
to let the early adopters uncover the 
known unknowns. And make no mis-
take – there WILL be unknowns that 
pop up. TRID is too complex of a rule 

deadline created a great deal of indus-
try momentum. The best thing we can 
all do now is to keep that momentum 
going to push the envelope of technol-
ogy and innovation in order to meet the 
next wave of change in stride, instead 
of being caught flat-footed.

Here are five significant technology 
areas – plus one demographic trend - 
that follow naturally on the heels of 
TRID. Each one is influenced by other 
factors and will evolve at its own pace, 
but with the right concerted effort, 
any and all of these will be where the 
industry progresses next in terms of 
technology-based evolution. 

The Uniform Closing Dataset 
(UCD)

The Government Sponsored Enter-
prises (GSE) Fannie Mae and Freddie 

options and best practices related to 
an electronic closing. The CFPB an-
nounced their results in August and 
several vendor participants have identi-
fied some lessons learned from the pilot 
project. The CFPB’s endorsement of 
eClosings doesn’t mean all closings will 
need to be eClosings, but most lenders 
and technology vendors will eventually 
benefit by supporting eClosings.

Collaboration
One TRID-focused innovation was 

the direct integration between lenders 
and the title production systems used 
by their settlement service providers. 
As a result, it is now possible for many 
lenders and SSPs to exchange loan 
and fee data instantly and securely, 
eliminating the delays and compli-
ance issues that come with having to 

with far-reaching changes for every 
single nuance to have been predicted 
and foreseen in advance, even with 20 
months – or make that 22 months! – of 
prep time.

Here’s the thing though: Now that 
the deadline is behind us, we’re in it 
now. The race is live and no matter 
what approach you took, everyone 
will eventually get to the TRID finish 
line. That’s the point where the new 
processes and technologies that have 
been deployed are working and all the 
kinks have been worked out. So what 
then? If you’ve taken the time to train 
for and complete a hard race, ideally 
you don’t want to just finish and then 
go back to eating junk food again! It’s 
time to build on that momentum and 
keep making healthy progress. There 
are new challenges just around the 
corner.  The technology and innova-
tion that enabled us to meet the TRID 

Mac recently announced that data for 
any loans they purchase must conform to 
the UCD standard. This standard, which 
is based on the MISMO 3.3 reference 
model, defines the structure and contents 
of the loan files uploaded to the GSEs. 
The requirement means all the data for 
loans they purchase needs to be MISMO 
3.3 compliant. Some lenders made this 
transition as part of their TRID imple-
mentation; others will have to make the 
transition by the second quarter of 2017 
if they don’t want to lose the GSEs as a 
secondary market for loans.

eClosing
The CFPB has targeted eClosings as 

the next big step in their Know Before 
You Owe initiative. The eClosing Pilot 
project, organized by the CFPB and 
including eLynx and two of its custom-
ers among other vendor/lendor pairings, 
was designed to identify technology 

enter loan and fee data manually. The 
underlying technology to do this is not 
trivial. It not only requires MIMSO-
compliant data, but also a common 
cloud-based infrastructure or platform 
that can serve as a hub to interconnect 
all industry stakeholders. This can ex-
tend the benefits of real-time, secure 
collaboration demonstrated with TRID 
compliance to all business partners 
across the entire loan workflow.

Data Validated Mortgage
In addition to increased flexibility 

and efficiency, moving to a data-centric 
lending process will have an impact on 
loan quality and risk. The standardized 
data structure defined by MISMO will 
improve transparency in the loan data 
and ensures that everyone is basing 
decisions made during the loan process 
on the same data. It also makes it easier 
to verify and validate the data in the 
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loan documents, for example compar-
ing the data in the approved loan with 
the data in the closed loan. This will 
help lenders and the secondary market 
better assess loan quality and manage 
risk.

eMortgage
The all electronic mortgage has been 

on the mortgage industry’s radar for a 
decade or more. eMortgages have been 
technically possible but not widely 
used. One reason was that the tech-
nology innovation was outpacing the 
industry’s appetite to make changes, 
solving a problem that wasn’t painful 
enough to make the technology and 
process changes required. Now, many 
of the hurdles have been cleared as 
part of complying with TRID and other 
industry requirements. There are very 
real benefits to the eMortgage and with 
fewer hurdles lenders may decide the 
benefits outweigh the effort of getting 
to an eMortgage.

Millennials
While not a technology, Millenni-

als represent a significant technology 
challenge to the industry. According to 
the National Association of Realtors, 
today millennials represent 32 percent 
of all homebuyers. The Brookings In-
stitute projects that within ten years, 
millennials will form 75 percent of 
the entire workforce. They are tomor-
row’s mortgage customers and they are 
very different than the mortgage cus-
tomers of today and yesterday. They 

grew up with mobile devices in their 
hands and have grown to rely on their 
smart phones and tablets as their pri-
mary communications channels. Most 
have never known a world without 
the Internet and have come to expect 
information to be delivered directly 
into their hands anytime and anywhere. 
They will likely shop for a home and a 
mortgage online and once they decide 
to buy, they will expect technology and 
efficiency to be integrated into every 
facet of the transaction.

Clearly, paper documents and office 
visits will no longer cut it with this 
generation and lenders will have to 
adapt. Fortunately, lenders who have 
met the five preceding post-TRID 
challenges will have laid the ground-
work for extending a paperless loan 
process to mobile channels. Lenders 
who haven’t will be challenged to 
meet the expectations of the millen-
nial generations. 

These 6 technology areas are what 
lenders need to be incorporating into 

their strategies and actively working to-
wards now, even as we currently prog-
ress through the implementation period 
for TRID and sort out the issues that we 
uncover only through live production. 
Lenders who build on their momen-
tum will continue to stay ahead of the 
curve. Even if you’re a lender that has 
temporarily deferred the use of tech-
nology for TRID, preferring instead to 
go with a manual approach for the time 
being, you can accelerate quickly and 
take advantage of the learnings gained 
through the first wave of deployments. 
The last thing we should do is give up 
the momentum that we’ve built as a 
result of TRID.

So let’s share some high fives and 
fist bumps. Enjoy a moment of cel-
ebration when integrated disclosures 
processes are operating smoothly and 
steadily. And then let’s keep on moving 
to the next thing. It feels good to finish 
one race, but even better when you can 
keep it going and knock out additional 
ones after that! v

TWEET WITH US @ENGAGEPROGRESS



Being connected to the right people at the right times throughout the loan 
transaction is critical and the main focal point for this new lending paradigm.

By Paul Clifford

The New LeNdiNg  
Paradigm in the current regulatory environment, 

especially under the Consumer Fi-
nancial Protection Bureau (CFPB)’s 

TILA-RESPA Integrated Disclosures 
(TRID) rule, the lender is responsible 
for accurate and timely delivery of key 
disclosures to the borrower.

Lenders are under intense pressure 
to comply with these new rules and 
regulations.  There is increased scrutiny 
and accountability thrust upon lend-
ers in this new regulatory landscape. It 
requires lenders to rethink their lending 
practices, the touch points throughout 

the loan transaction and the communica-
tion that must take place among industry 
participants. 

Historically, the lender prepared early 
disclosures, often without collabora-
tion with the settlement agent, and the 
settlement agent carried the burden of 
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Collaboration can’t work in a 
vacuum. A lender can invest in  
the best software but never  
create any efficiency.

preparing the HUD-1 Settlement state-
ment. Now, due to the strict tolerances 
on fees and high potential fines to the 
lender, most lenders are preparing the 
new forms (Loan Estimate and Clos-
ing Disclosure forms) themselves and 
requiring information from the settle-
ment agent earlier in the process.

Currently, the limited communica-
tion is often via phone or email and 
not centralized or audited. Since the 
lenders are on the hook for complet-
ing these forms correctly, they need 
stricter controls and more streamlined 
processes to reconcile data between the 
lender’s main system, the loan origina-
tion system (LOS), and the settlement 
agent’s system, the title closing system. 

In order to mitigate risk and meet 
these strict new compliance require-

signed for adoption is critical. Collabo-
ration can’t work in vacuum. A lender 
can invest in the best software but never 
create any efficiency if their collabora-
tion partners, the settlement providers, 
are reticent to use the platform. 

Lenders should be asking their TRID 
vendors what they are going to do to 
drive adoption. Will their vendor ac-
tively participate in onboarding and 
training of the settlement agents? Will 
there be a fee to the settlement agents? 
Does the vendor have a historical re-
lationship with the agents? And, most 
importantly, if a vendor can’t deliver, 
can the lender freely move onto a ven-
dor that has the mindshare of the settle-
ment community?

Keeping collaboration open post 
closing is also critical. Your TRID 

parties can stay informed throughout 
the closing process.

A technology approach to this prob-
lem is needed, and one example of how 
technology can help is:

“With the TILA-RESPA changes, 
being able to connect lenders to their 
settlement agents is more important 
than ever to get the fee collaboration 
and transaction details right. Thinking 
ahead to October, I can’t think of how 
organizations would be able to remain 
compliant without electronic collabo-
ration,” said Nancy Alley, vice presi-
dent of strategic planning at Simplifile. 
“Our new services, Collaboration and 
Post Closing, were designed to deliver 
on the promise of a world where agents 
and lenders connect transparently.” 

Simplifile Collaboration enables 

ments and profitability goals, lenders 
have to drive new processes; but to ac-
complish this they need other parties to 
the transaction come along. Being con-
nected to the right people at the right 
times throughout the loan transaction is 
critical and the main focal point for this 
new lending paradigm.

For lenders looking to do this se-
curely and effectively, an electronic 
portal or document/data exchange is 
required. In addition, lenders are also 
feeling increasing pressure from inves-
tors to deliver final documents such as 
the recorded documents and the final 
title policy. 

The answer to these and many other 
industry challenges in this new lend-
ing paradigm is to connect lenders and 
closing agents in a truly collaborative 
manner. 

For lenders to successfully navigate 
this lending shift, a system that is de-

solution should have a post closing/
post tracking service that provides 
the visibility into the settlement agent 
processes after closing, along with the 
reception of recorded documents, fee 
data, and final title policy. Further-
more, in preparation for delivery of the 
Uniform Closing Dataset to the GSES, 
the system should support the ability to 
update final closing data so the lender 
has the final data for delivery. 

Today these changes often never 
make it back to the lender’s loan origi-
nation system. Many solutions end at 
the closing process, which is why trail-
ing documents continue to be an indus-
try pain point. Lenders need to know 
where the documents are and what hap-
pens to them after closing.

Lenders must find a service that al-
lows them to share changes, deficien-
cies, and statuses and receive notifi-
cation when activity occurs. So both 

lenders to share, receive, and validate 
documents and data with their network 
of settlement agents.  This independent 
service gives visibility into settle-
ment agent processes and provides a 
platform for collaborating on fee data, 
documents, and transaction details. 
This allows lenders to share changes, 
updates, deficiencies, and statuses 
within one system, making it easier to 
audit and ensure compliance.

With lenders now responsible for the 
closing process, visibility is more im-
portant than ever. Simplifile Post Clos-
ing provides the visibility lenders need 
into settlement agent processes along 
with the reception of recorded docu-
ments, fee data, and final title policy.

Their post closing service is or-
ganization, system, and closing type 
independent. It supports all closing 
types including paper, hybrid, and fully 
electronic closings.
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Over 17,000 closing and settlement 
companies are part of the Simplifile 
network. In total, over 9 million trans-
actions go through the system annually. 
Also, Simplifile’s network has cover-
age of over 70 percent of the popula-
tion from the counties. At present, 25 
title closing systems and 93 land record 
systems are integrated with Simplifile.

This powerful, independent network 
already provides vast and deep rela-
tionships with closing agents and can 
now be leveraged by lenders to deliver 
critical collaboration (communica-
tion tools, document sharing, fee data 
sharing, notifications, alerts and audit 
trails) and post close tracking (record-
ing and transfer tax fee estimates, 
recording status, estimated recording 
times, and electronic return of recorded 
documents and final title policy).

“Trailing documents continue to be 
an industry pain point,” Alley added. 
“Lenders need to know where the 
documents are and what has happened 
to them after closing. That is where 
Simplifile Post Closing comes into 
play and helps to solve some major 
problems that have existed in the in-
dustry for decades.”

Simplifile is pervasive on the settle-
ment end, so if a lender needs to con-
nect to the settlement end of the busi-
ness, who better to work with than 
those people who are already there.

We’re at the advent of changing the 
way people work every day, providing 
them with information and data in real 
time that they have never had access to 
in the past, so that’s pretty exciting.

With the TILA-RESPA changes, 
being able to connect lenders to their 
settlement agents is more important 
than ever to get the fee collabora-
tion and transaction details right. The 

movement of data, documents, and 
correspondence needs to be controlled, 
tracked, and audited to ensure a com-
pliant process. In addition, the transac-
tion doesn’t end at the closing table. 
Trailing documents continue to be an 
industry pain point. Lenders need to 
know where the documents are and 
what has happened to them after clos-
ing. If you are going to solve this frus-
trating problem, you have to embrace 
an electronic strategy that drives total 
transparency.

“I can’t stress enough the impor-
tance of meeting users where they al-
ready work every day. You have to start 
with the familiar, which means taking 
technology that is already in use and 
expanding the functionality,” stated Al-
ley. “If you can do that, you can create 
a great value proposition that makes it 
easy for the user to take that next step. 
Our Collaboration and Post Closing 
services allow lenders and settlement 
agents to share, receive, and validate 
documents from time of application 
through delivery of final documents, 
and that’s a huge benefit. Delivering 
this benefit through an existing appli-

cation that settlement agents, one way 
or another, are in every day streamlines 
their adoption; they don’t need new 
credentials to remember, and they 
don’t have to add or manage another 
vendor to start collaborating with their 
lenders.”

The other key to broader industry 
adoption is offering both partners and 
customers options to work with you, 
and you need to appeal to all sizes and 
types of customers. Some users want a 
lights-out process, so you have to of-
fer flexible integration options. Others 
are seeking a ready-to-go user inter-
face while others may prefer a hybrid 
of both to help them meet the October 
deadline and plan for the future. You 
have to work with everybody and make 
it easy for them to work with you, as 
well. 

To embrace this new lending para-
digm, lenders must collaborate with the 
right parties at the right time through-
out the loan transaction to successfully 
navigate these new regulatory require-
ments while maintaining profitability.  
The time to connect lenders, settlement 
agents and counties is now. v

The answer to these and many other 
industry challenges in this new  
lending paradigm is to connect 
lenders and closing agents in a  
truly collaborative manner.



The Consumer Financial Protection 
Bureau (CFPB) released “Leverag-
ing Technology to Empower Con-

sumers at Closing” on August 5, 2015. This 
is an eagerly anticipated report covering the 
eClosing Pilot project the CFPB conducted 
with a group of lenders and mortgage tech-
nologists during the first four months of this 
year. (Full disclosure: we participated in the 
pilot with BECU, our long-time partner and 
one of the most experienced users of our 
lending technologies.) 

A little background: The CFPB issued 
a Request for Quotation last April from 
teams of lenders and technology partners 
to help them test several hypotheses con-
cerning the paper-based mortgage closing 
process as it exists today versus the newer, 
still under-utilized eClosing processes 
successfully used by some lenders. The 
CFPB’s hypotheses — that consumers 
would favor eClosing over paper closing 
because it would give them a better un-
derstanding of the process and a feeling of 
empowerment, leading to greater satisfac-
tion — all turned out to be true. 

We – Accenture Mortgage Cadence and 
BECU – thought we would make ideal 
pilot project participants because of our 
longstanding interest in improving the 
borrower experience, as well as our more 
than seven years of history in eClosing 
mortgage loans. For BECU, eClosing 
has, since October 2008, been one part 
of a bigger, overall eMortgage process to 
make the origination cycle completely pa-
perless, from origination through closing 
and delivery. 
Improving the borrower experience was 
one big reason for this initiative; increas-
ing lending efficiency was the other. An 
efficient mortgage program, after all, is 
both a profitable and competitive program. 
Being a pioneer eCloser also provides 
competitive differentiation. Thousands 
of BECU members have closed elec-
tronically in the last seven years, enjoying 

An efficient mortgage program, after all, is both  
a profitable and competitive program.

By Dan Green

Favors 
eClosing

CFPBTh
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We have been closing loans 
electronically for more than seven 
years, yet eClosing is still relatively 
uncommon.

the benefits of receiving their closing 
package days before the closing itself, 
giving them the opportunity to review 
the documents before their closing 
meeting. It also leads to time savings 
at the closing table. Receiving a copy 
of their completed closing package on 
a memory stick is an added welcome 
bonus, too — more secure than a large 
file folder, much more accessible, and 
tremendously space-saving.

It obviously helped that we be-
lieved in the CFPB study and the 
hypotheses it tested, which made us 
eager to participate. The results, we 
believed, would also provide hard 
data to support the benefits of moving 
beyond traditional processes, pushing 
consumers and the industry forward. 

One important note on eClosing: It 

about major process changes. 
In addition, refinancing recently 

captured everyone’s attention, as bor-
rowers scrambled to take advantage of 
rates not seen since the 1940s. While 
seven years may seem like a long time 
for eClose to remain in development, 
it was far from an easy seven years 
for the mortgage industry. Another 
issue holding back eClosing is the 
persistent belief that mortgages closed 
electronically aren’t legal, valid, en-
forceable loans. This is despite the 
Electronic Signatures in Global and 
National Commerce Act (ESIGN) and 
the Uniform Electronic Transaction 
Act (UETA), which establish clear 
legal authority and procedures for 
electronic signatures. UETA came first 
in 1999, followed by the ESIGN Act 

tling into a steady, long-term purchase 
run estimated to produce consistent an-
nual volume in the $1.1 to $1.4 trillion 
range, and these big projects checked 
off the to-do list, will eClosing finally 
become a top priority for lenders?

We think the answer should be “yes” 
for all the reasons cited in the CFPB’s 
report:

>> During the pilot program, con-
sumers who received their closing docu-
ments three days before closing per-
ceived greater empowerment through 
the closing process. They also said they 
had a better understanding of the clos-
ing process. Receiving documents early 
gave them a chance to read through their 
closing packages, check for accuracy 
and ask questions. 

It is important to mention that, during 

does not have to be entirely paperless. 
The CFPB’s report discusses a hybrid 
eClosing model that involves both 
electronic and wet signatures depend-
ing on lender capabilities, comfort and 
recording entity preference and readi-
ness for new technologies.

Why Don’t More Lenders eClose?
We have been closing loans elec-

tronically for more than seven years, 
yet eClosing is still relatively uncom-
mon. One likely reason for this is the 
hard work required to transition from 
paper closings. It takes a fair amount 
of time and a true commitment from 
the entire organization. Timing is often 
challenging, too. For example, 2008 
marked the beginning of the recession 
and its aftermath, and nearly every 
year since has seen new regulations 
to which lenders must adapt. Lenders 
have been far too busy to even think 

in 2000. Both provide for creating an 
electronic record with the equivalent 
enforceability of a mortgage note. 

Legal traditions in the mortgage in-
dustry are ancient. Yet electronic con-
sent first appeared in mortgage trans-
actions at the dawn of online lending. 
Electronic signatures for all sorts of 
financial transactions are so common-
place as to be expected; in fact, being 
presented with a pen and document is 
almost a surprise in some situations. It 
is time, we believe, to make this true 
at the closing table, too.

Times have changed, yet again, for 
mortgage lenders. Mortgage workouts 
are almost a thing of the past. Most 
refinancing is probably activity seen in 
the rearview mirror, as well. Big regula-
tory changes such as ATM/QR and the 
Mortgage Disclosure Regulation (also 
known as TRID and KBYO) will be be-
hind us in October. With the market set-

the pilot, borrowers received their en-
tire closing package three days prior to 
closing. This is different from the Mort-
gage Disclosure Rule (TRID/KBYO) 
requirement that they receive only their 
closing disclosure three days ahead of 
time. There is nothing in the regula-
tion that prohibits providing the entire 
closing package early. In fact, learnings 
from this project show borrowers prefer 
this approach.

>> Pilot program consumers who 
received their closing documents three 
days before closing reported shorter 
closing meetings than those who expe-
rienced paper closings, which indicates 
greater efficiency in the process as well 
as higher borrower satisfaction.

>> Consumers who were provided 
access to the CFPB’s educational mate-
rials along with their closing packages 
reported using them and also reported 
they found them helpful. Mortgage 
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documents can be confusing, espe-
cially since most borrowers see them 
once every five to seven years. When 
you only see something a few times 
in your lifetime, every time you see 
it again is an entirely new experience. 
Providing reference material along 
with the closing package is a good 
idea, and one that borrowers like.

Greater consumer satisfaction, 
understanding, empowerment and 
increased efficiency are good reasons 
to consider eClose, but there’s another 
reason. A new generation of borrow-
ers is emerging. The Millennial gen-
eration, the largest in history, is poised 
to begin forming households and, 
thereafter, to become homeowners. 
The U.S. economy and the mortgage 
industry have been expecting them to 
engage for the past several years, and, 
while it has not happened yet, the Joint 
Center for Housing Studies of Harvard 
University predicts that it will, driving 
annual household formation to above 
1.2 million per year between now and 
2020. Even with homeownership rates 
in the low- to mid-60 percent range, 
that equates to more than 750,000 new 
homeowners each year.

Millennials have different expecta-
tions than their predecessors when it 
comes to transactions. They grew up 
online and do not remember a time 
when there were no smart devices. 
Paper-based processes, such as those 
traditionally used in the mortgage in-
dustry, are not going to fly with this 
important group. Millennials have 
also lived through the housing crisis, 
watching parents and relatives deal 
with the aftermath. Consequently, they 
are going to have a lot of questions 
about their mortgages. They will re-
search online, they will want to watch 
their mortgage ‘mature’ throughout its 
lifecycle, and they will want time to 
review their closing package before 
arriving at the closing table. These 
factors will all push toward eClose 
adaptation. 

Yet eClose is not just for Millenni-
als. Boomers and Gen-Xers fostered 
the technologies that make electronic 
mortgages possible. These, too, are 
the generations that learned to work 

in paperless formats. Most of these 
individual do not want to read large 
stacks of papers, nor do they want to 
be presented with a closing package, 
e- or otherwise, moments before they 
are expected to review and sign them. 
While Boomers and Gen-Xers will not 
buy as many houses over their life-
times as the Millennials, they will re-
main important borrowers for several 
more decades, especially the youngest 
of these cohorts. 

What Does It Take to eClose?
The CFPB report provides invalu-

able information on what it takes to 
eClose. The lenders and technologists 
in the pilot program were a mix of sea-
soned eClose veterans as well as those 
new to the process. 

The report shares their experience 
preparing for the pilot and highlights 
three key success factors: 

>> Commitment. Transforming an 
entire operation is a big endeavor. 
Big projects cost money, take time, 
and require focus. Those who have 
made the transition agree it takes the 
entire organization to make it happen. 
And it will not happen overnight; it 
is a months-long or year-long project 
to design, test and implement for all 
borrowers who opt in. Some will not, 
and, for those, paper closing processes 
must remain in place.

>> Collaboration. There are plenty 
of moving parts in every manufactur-
ing operation. As with all manufactur-
ing, it takes suppliers and partnerships 

to produce a finished product. The 
same is true in mortgage lending – 
especially with eClosing, since most 
lenders rely on a partner to close their 
loans. When working toward eClos-
ing, close collaboration with settle-
ment agents is crucial. 

>> Communication. A natural 
extension of collaboration, regular 
and ongoing communication with 
the eClosing team is essential to a 
program that works. Expanding the 
definition of “team” is critical. The 
mortgage team should be joined by 
settlement agents, Realtors, and other 
staff members who interact with bor-
rowers as well as others who influence 
the mortgage process. 

The full report can be found at con-
sumerfinance.gov. It makes excellent 
reading and provides valuable insight 
into what it takes to make the eClose 
transition. 

When I read the final version, I 
came away thinking that an eClosing 
in which borrowers receive their clos-
ing package early, report a quicker 
closing, and feel more empowered, 
more knowledgeable and generally 
more satisfied has to be a good thing 
for the industry. When we’re closing 
the biggest, most complex transaction 
most people will ever engage in, and 
we’re doing it faster and making con-
sumers happier, we’re doing the right 
thing. There’s no doubt in my mind 
that eClose is an idea whose time has 
come. Now lenders have to start think-
ing about how to make it happen. v



With the tRiD DeaDline behinD us, the inDustRy is bReathing 
easy again. But should it? Recently ComplianceEase, a provider 
of automated compliance solutions to the financial services indus-
try, released an analysis of compliance defects for closed loans and 
estimated that the cost of correcting these errors is increasing the 
cost of origination, on average, by approximately $28 for every 
loan. The analysis was based on a cross-section of 700,000 audits 
that were performed in ComplianceAnalyzer and RESPA Auditor 
during the first quarter of 2015. It found that 17 percent of the 
loans failed for Truth in Lending Act (TILA) reasons. Another 6 
percent of the loans—or one in 15—failed for being outside of the 
Real Estate Settlement Procedures Act (RESPA) tolerances.

So, this industry clearly is struggling with compliance. The an-
swer to ironclad compliance is migrating to a truly data-driven 
process according to Dominic Iannitti, president and CEO of Doc-
Magic. DocMagic is a leading provider of fully-compliant loan 
document preparation, compliance, eSign and eDelivery solutions 
for the mortgage industry. Founded in 1988 and headquartered 
in Torrance, Calif., DocMagic, Inc. develops software, mobile 
apps, processes and web-based systems for the production and 
delivery of compliant loan document packages. The company’s 
compliance experts and in-house legal staff consistently monitor 
legal and regulatory changes at both the federal and state levels to 
ensure accuracy. Here’s what Iannitti thinks the industry should do 
to forever revolutionize lending:

Dominic Iannitti, president and CEO of
DocMagic, talked candidly about what

the mortgage industry needs to do
to improve the lending process.

Executive Interview

lending
Revolutionizing
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Q: How did you get started in the 
mortgage industry?

DOMINIC IANNITTI: I was origi-
nally very interested in data and putting 
data together, re-packaging data, and 
being able to sell data in a different for-
mat. I read a story that focused on the 
manipulation and modification of data. 
I thought that it was wild to be able to 
take data, and change it, and format it, 
and turn that into a marketable service. 
I immediately got interested in this 
idea, started to look at technology, and 
created a business plan for a document 
production company for the mortgage 
industry. That’s where it all started. We 
began to migrate and leverage that data 
to actually select appropriate forms, to 
apply rules around that process, and 
make forms very intelligent. Later 
we added the ability to electronically 
deliver those forms. In the end, it’s 
because of that interest in the raw data 
that brought me really into the mort-
gage finance area. 

Q: Over the time that you’ve been in 
the industry, how do you think mort-
gage lending has changed?

DOMINIC IANNITTI: It’s changed 
a lot. When we first got involved in 
mortgage lending, we were delivering 
documents. We would produce those 
documents and then literally take the 
packages out to the car and drive them 
to the client. We were limited in our 
reach from a customer perspective. 
Then modems were created and we 
had a way to actually send the ones 
and zeros on the form remotely to 
another office from another location, 
which was amazing. Then the laser 
printer was created and that radically 
changed documentation. The rules 
engine behind the document became 
more powerful. We created our own 
rules engine within the DocMagic 
product, which enabled us to be very 
dynamic in selecting forms and mak-
ing sure the correct forms were there. 
Ultimately we were leveraging this 
technology to pick the client’s rules, 
validate them, make calculations, en-
sure regulatory compliance, etc. The 
industry has changed a lot.

Q: What about Doc Magic as a com-
pany? How has it evolved since you 
started it twenty some years ago?

DOMINIC IANNITTI: When we 
started DocMagic was very focused on 
documents. It’s still focused on docu-
ments, but it’s become much more of a 
compliance company, much more of a 
technology company. So, we were very 
production oriented in the beginning. 
You would take in information, and 
create a document, and manually de-
liver everything. It was all about docu-
ments and creating those documents. 
Today we have evolved into a compli-
ance company that delivers everything 
electronically. You could also make the 
argument that we’ve become a soft-
ware development company, as well. 
We’ve had to become very quick at 
creating solutions, and that means hav-
ing a large development staff. When 
we think of an idea we have to create a 
prototype and ultimately bring a prod-
uct to market. The company is dramati-
cally different as compared to what it 
was when we first started off. Now we 
have one particular department focuses 
on document production, which is all 
the original company used to do.

Q: Over the past year, you’ve made 

two acquisitions, eSignSystems and 
Document Express. How did they 
come about? How are things going 
with them now? Where do you see 
them going in the future?

DOMINIC IANNITTI: DocMagic 
has become a very large company. We 
are serving in excess of 7,000 lending 
institutions at this point. When requests 
come in, there’s sophisticating systems 
and metrics and sophisticated technol-
ogy to make sure that we’re doing what 
we promised our clients we would do, 
service their needs as quickly as pos-
sible. We’re always looking for ways 
to improve that efficiency. Real-time 
data is coming back from our clients 
about how we performed. It’s not un-
likely that we’ll get somewhere in the 
neighborhood of 8 to 10,000 requests 
each week. It’s an insane amount of 
requests that come into the system. So, 
when we looked at Document Express, 
it was a small, boutique company, 
much the same way we were when we 
first started out. What we liked about 
that was the fact that they had a good 
group of clients and they were very 
boutique oriented in the way that they 
were handling those clients. It was 
very hands on. It was very mundane. 
It was exactly the opposite of what the 
company had evolved into. Not to say 
either one is better or worse, but to say 
we were interested in that acquisition 
because it reminded us of what we 
were when we first started. We looked 
at that acquisition as a way of bring-
ing that mentality back. When we 
brought them on, every client that they 
had stayed with the company. We’ve 
not lost a single client. The group of 
people that run that organization are 
phenomenal and they’ve done an in-
credible job. We extended our toolset 
to them, as well. Their systems now 
integrate to all of the DocMagic cli-
ents, the DocMagic calculations, and 
the DocMagic evolving and electronic 
delivery technologies. 

The eSignSystems relationship is 
a little bit different. There was a dif-
ferent motivation for that acquisition. 
DocMagic focuses on the mortgage 
industry and we learned during the 
time that we were trying to transition 

Industry Predictions
Dominic Iannitti thinks:

Most collaboration closing 
portals for TRID will fail, 
with only a handful being 
viable long-term solutions.

Current TRID requirements 
and the CFPB’s commit-
ment to eClosings will drive 
lenders to implement a 
true eClosing process — 
sooner rather than later.

Because of QM, ATR and 
now the TRID MISMO 3.3 
data requirement, many 
investors will push their 
post closing QC process 
to a more automated 
pre-closing QC process 
that ensures better data 
and document integrity, 
compliance and control.

1.

2.

3.
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the industry to start to think about 
DocMagic as a compliance company, 
which we felt was critical, that was an 
uphill battle. When people think of you 
as a document production company, 
it’s difficult to change that mindset. 
We have been on the cutting edge of 
electronic delivery, and electronic sig-
nature technology here at Doc Magic. 
All of that is integrated into the Doc 
Magic products. Our clients don’t have 
to go out and look for an electronic 
delivery service because those services 
are tightly woven into the very fabric 
of our product because we have that 
expertise. We realized that in order for 
the mortgage marketplace, and other 
industries as well, to consider adopt-
ing an electronic signature strategy, 
it would be necessary for us to bring 
on another company that has that ex-
pertise as a strategic advantage. eSign-
Systems had great technology. Most of 
their technology was designed to be 
on premise. It was designed for much, 
much bigger organizations. So, we felt 
that the marriage of the two compa-
nies would be great. We would bring 
our SaaS offering together with the 
on-premise offering at eSignSystems. 
Now very large organizations could 
come to us and we would have the right 
solution for them. We’ve been doing a 
lot of work retooling their technology, 

Increased 
intelligence 

within mortgage 
documentation 
is something 

that you  
are going to  

see more  
and more of.
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as well. eSignSystems also gives us the 
ability to reach beyond the mortgage 
industry, and expand to serve other in-
dustries. For example, now we have a 
number of insurance clients and we’re 
hoping to bring on some automotive 
dealerships. That’s been very exciting. 

Q: Are you still in an acquisition 
mode? Are you actively looking for 
other acquisitions? Or do you think 
that those acquisitions were just op-
portunistic that came up at the time? 
How would you describe your M&A 
strategy?

DOMINIC IANNITTI: We’re always 
actively looking. There are certain 
companies that we are always watch-
ing. We’re also opportunistic at the 
same time. If the situation presents 
itself and we feel that we can it work, 
we are open to acquisitions. Our eyes 
are always open and we’re absolutely 
keeping a very close watch on a num-
ber of different types of companies that 
we’re very interested in.

Q: You recently launched a product 
called SmartCLOSE. Describe the 
evolution of the product. What’s the 
value proposition behind the prod-
uct and where you see it going in the 
future?

DOMINIC IANNITTI: We realized 
very early on that collaboration is go-
ing to be key to making the mortgage 
system work. Lenders, settlement 
agents, and other have to collaborate 
and the changes to the loan that happen 
as a result of that collaboration need to 
happen in real time. If I’m in the sys-
tem and I make a change, but you don’t 
see it for five minutes, that’s not col-
laboration. We researched and came up 
with a new technology stack that would 
enable us to provide real-time collabo-
ration, much the same way that Google 
Docs works. We wanted to allow for 
real-time updates. If I’m in the system, 
the settlement agency sees exactly what 
I’m doing. It is truly dynamic. If I make 
a change and I need to make sure you 
know about that change, SmartCLOSE 
will notify you. So, the communication 
within the system is very sophisticated. 

If you’re in the system you will see the 
update in real time and if you are not in 
the system you will be notified of the 
update in real time. 

In addition, the system handles data. 
It handles an immense amount of data. 
That data moves and hits the disclosure 
forms, for example. So, the forms are 
created and updated dynamically. The 
system also maintains a record of all the 
changes. I can go into, for example, the 
origination fee and I can see in that fee 
all the communication, conversations, 
and messages that went on about that 
fee. You know who made every change 
and why they made that change. We 
had no idea when we started the project 
how important communication was. 
At every step the system is creating a 
record and audit log.

The most exciting part about Smart-
CLOSE is the fact that it establishes 
the relationship between the lender and 
the settlement agency. That just never 
existed before. Again, it’s so simplistic, 
but it comes down to communica-
tion. Really, if you play in this arena, 
you faxes and e-mails and all kinds of 
things going back and forth, but there’s 
nothing that brings it all together. 
There’s nothing that unites all of those 
communications. SmartCLOSE does 
that.

Q: DocMagic surpassed 100 million 
e-signed transactions this year. How 
did you do that?

DOMINIC IANNITTI: What’s re-
ally exciting is that we can create 

these disclosures perfectly with e-sig-
natures. We feel like we are uniquely 
situated to move the industry forward 
when it comes to the usage of elec-
tronic signatures. We are so proud of 
our e-signature number. We have even 
opened up this service to other indus-
tries. You can bring your own docs 
into our system and apply an elec-
tronic signature even if you are not 
in mortgage. We also have strategic 
alliances with other companies where 
they will leverage our electronic sig-
natures for appraisals, for example. 
There has been an outpouring of inter-
est in electronic signing.

Q: What’s the future of doc prep as 
an industry category within mort-
gage lending?

DOMINIC IANNITTI: Doc prep 
has become much more dynamic. 
For example, closing disclosures get 
messy really fast if you’re just using 
templates. The reality is that you have 
to create a document dynamically for 
closings to work these days. Very early 
on DocMagic realized that there has 
to be a lot of intelligence embedded in 
the form itself. For example, our docu-
ments can audit themselves. So, if a 
calculation is wrong it will throw that 
alert back into the main system to show 
that something may be out of compli-
ance. In that case, the doc is actually 
performing a regulatory audit on itself. 
Increased intelligence within mortgage 
documentation is something that you 
are going to see more and more of. v
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Dominic Iannitti is President and CEO of 
DocMagic, Inc., the mortgage industry’s 
preeminent provider of fully-compliant loan 
document preparation, compliance, eSign and 
eDelivery solutions. Since founding the company 
in 1988, Iannitti has been responsible for the 
company’s wildly successful track record as a 
leader in closing loan document production 
software and eServices solutions. DocMagic’s 
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SmartCLOSE™, the leading Collaborative Closing 
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We achieved success in part due to the commitment of our 
people to this project. This was a large undertaking.

By John Liston

For the past two years we’ve all been 
talking about TRID compliance. Now 
that the deadline has come and gone, 
I think it’s instructive to discuss how 

technology vendors handled this big chal-
lenge. In our case, When Associated Software 
Consultants, Inc. (ASC), the developer of the 

PowerLender Loan Origination System, first 
became aware of the looming regulatory re-
quirements that comprise what we now know 
as TRID, namely the delivery of a new loan 
estimate and closing disclosures documents, 
they hatched the idea of developing a solution 
within the LOS itself, rather than have their 

our 
ComplianCe 

journey
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We know we’re on the right path.  
We have the support of our LOS 
and the PowerLender people, and  
we’re going to get there together.

also built the TRID Loan Estimate and 
Closing documents directly into Pow-
erLender. So ASC’s PowerLender LOS 
produces the TRID forms on its own, so 
there is no built-in long-term dependence 
on doc prep systems or forms vendors for 
these critical regulatory forms. 

After combing through the initial 
regulation specs beginning in late 2012, 
ASC determined that there could be liter-
ally thousands of variations of the forms 
required to deliver the final documents. 
Maintaining a vast series of boilerplate 
docs and using line coordination to map 
the data was barely feasible and certainly 
not practical. They focused their energies 
on using PowerLender’s dynamic docu-
ment generation capability, which em-
ploys XML mapping, to determine the 
correct series of documents to generate 
in order to fulfill the TRID requirements. 

distributed to PowerLender users. We 
then went through our own internal audit 
to determine the work that was needed 
to be performed to get our PowerLender 
system ready for the programming up-
date. During this time, we consulted of-
ten with the PowerLender support team 
who were not only available at our con-
venience, but were extremely thorough 
with their answers and also provided 
clarity on issues to satisfy my ‘technical’ 
inquiries.

I can’t say enough about how useful 
the setup guide has been, we wouldn’t 
have been able to do this project without 
it. It has been amazing.

When the software upgrade was ready 
the next spring (2015), we installed it 
on our test environment. This is a very 
valuable feature of PowerLender, which 
allows us to simulate all of the aspects of 

all of our back office processors and un-
derwriters will get an in-depth training 
as well. As for the Closing Disclosure, 
we are still determining what roles will 
receive the various levels of training that 
we have developed, while focusing on 
the ability to explain all the details to the 
borrower at the closing table. We have a 
group that has been creating our training 
program and it has been very essential in 
getting us ready.

We are fortunate to have been on this 
fast track for getting the TRID docu-
ments produced because it has allowed 
us to develop a thorough training pro-
gram that is tailored to all the different 
roles we have at the bank. This has also 
helped tremendously to allay any fears 
the staff may potentially have developed 
over the past few months when they read 
or heard about potential changes to the 

While working on development of the 
solution and subsequent upgrade to Pow-
erLender, ASC wrote and distributed a 
comprehensive guide for their end users 
to aid in the preparation, implementation 
and testing of the PowerLender TRID 
solution. 

Chelsea Groton Bank, a billion-dollar 
bank located in Groton Connecticut, has 
been using PowerLender since 2003. 
Rachel Carlson, AVP and Retail Loan 
Operations Manager is a self-described 
‘technical person’ and ‘well versed’ in 
PowerLender’s business-rules flexibility. 
Carlson commented on how ASC and 
PowerLender prepared their institution 
to generate the Loan Estimate and disclo-
sure documents. Here’s their stories:

We first began the preparation process 
for accepting the PowerLender TRID so-
lution in the fall of 2014 when we began 
gathering information and analyzing the 
setup manual that ASC had prepared and 

our current configuration for use in test-
ing without compromising our produc-
tion environment. We then began map-
ping the required field using the mapping 
guide, which ASC had provided. As soon 
as we had fields mapped, we began print-
ing docs to see how things were coming 
out of the system. Our testing process 
continued in this manner, mainly printing 
and checking the docs as we made our 
way through our different loan programs 
that we offer. 

Our priority was to initially complete 
the Loan Estimate and then Closing 
Disclosure because logically we have to 
take an application before we can close 
one. In conjunction with the actual map-
ping and testing procedures, we have 
developed an in-depth training program 
for our staff based upon their roles. Our 
loan officers obviously need to be very 
familiar with the Loan Estimate and have 
the ability to explain it to borrowers, and 

regulations. This training has given them 
confidence to not only understanding the 
regulations but providing confidence that 
they can handle them should they occur. 

I have confidence that we’ll be pre-
pared by the deadline. As with any big 
change, similar to what we had with RE-
SPA in 2010, things get a little rushed at 
the end and I don’t think this will be that 
different. We’ll likely have a few bumps 
and bruises at first but I believe that by 
the end of the year it’s going to be ‘busi-
ness as usual’. 

In talking with other colleagues who 
use different systems and I think we are 
so far ahead of them in terms of being 
prepared. As I said, the guides were very 
well put together and thought out and 
on the items where I had a little confu-
sion, the PowerLender support staff was 
always available to help. 

In implementing this change, every-
one wishes we had more time. We did get 
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a little reprieve from the CFPB, but I feel 
that the guides, the updates, and the roll-
outs of the system patches are examples 
of the commitment of the PowerLender 
people to getting their clients ready. The 
patches, which seemed like were issued 
every two weeks, were in direct response 
to PowerLender users who were testing 
the solution and reporting back to them 
what changes were needed and their 
response was phenomenal, I can’t say 
enough about the support we received 
from them. 

We achieved success in part due to the 
commitment of our people to this proj-
ect. This was a large undertaking for us 
because we offer a variety of products 
in PowerLender. Not only did we have 
to deal with this new regulation, which 
we understand is part of the territory, we 
had to maintain our lending operation as 
well. But I cannot stress enough the ef-
forts of our people and the PowerLender 
team that supports us. We strove to keep 
moving forward on this and when we 
encountered an issue, we were able to 
make adjustments and move on which, 
again, shows the dedication of everyone 
involved. 

In terms of having a good relationship 
with a service provider, really any ser-
vice provider, is the ability to have open, 
constructive communication from both 
sides. Having a service provider who 
is responsive is a huge part, as we have 

dealt with many who are not, but the im-
portant thing is dialog. Every issue that 
I have come across, either with my end 
users or with setting up PowerLender, 
I have been able to either call or email 
and get a prompt response or engage in 
a consultation to work out the issue. As 
I’ve said, we have had non-responsive 
service providers in the past and when 
you encounter that, you just say forget it 
and move on, however this was not an is-
sue with PowerLender and we are thank-
ful because we simply could not have 
just ‘moved on’ without their guidance 
along the process. Knowing that they 
were there for us lifted a burden from our 
shoulders. 

What we hear from some of our com-

mon vendors that we share with our 
competition is that other lenders are say-
ing everything from ‘yes, we’re ready 
and set to go’ to ‘I don’t know how this 
is going to get done…we’re not even 
close’ when they are asked if they will be 
ready for October 3rd. To be fair, it’s hard 
to gauge everyone’s true feeling because 
it hasn’t hit yet, so nobody really knows. 

But I feel for us, having a well 
thought-out plan, specific setup and map-
ping guides, thoroughly tested software 
upgrades and timely updates coupled 
with highly interactive guidance and sup-
port makes a big difference and gives us 
a huge level of confidence that has made 
this large and complex project much 
more manageable. v
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