
The Place For V is ionaries and Thought  Leaders

Tomorrow’s morTgage 
ExEcutivE
Tomorrow’s morTgage 
ExEcutivE

Distributed by PROGRESS in Lending Association & NexLevel Advisors

We Also  
ADDRess:
Process Efficiency
Customer support
Lead Generation

+ MUCH MoRe

october 2016

James P. Kelly, OpenClose

The LOS
  Futureof

 th
e

of
 th

e



CSi’s Risk Management Solutions employ a single data schema to document virtually 

any financial transaction in the United States. Adding Consumer-Commercial Lending 

and Deposit-IRA lines of business to your existing Mortgage system is easier than you think. 

800.968.8522
www.compliancesystems.com

Extend 
Your 

Reach.



On The Cover

42 The Next-Generation LOS
James P. Kelly, President of OpenClose, talks about how he sees the future of LOS technology.

Inside Track
18 Process Improvement

Tony Garritano notes that all successful 
mortgage companies have a strong and lasting brand.

22 Future Trends
Roger Gudobba suggests that lenders need to 

align their business and technology initiatives.  

26 Business Strategies
Michael Hammond shares sound strategies on 

how to be a trusted mortgage advisor.

Market Vision 
06 Editor’s Note

This section discusses how digital 
mortgage adoption may come in surprising ways.

08 Recovery Tips
MRG reveals how mortgage document 

preparation firms are not just selling a commodity.

12 Your Voice
LendingQB explains how some lenders 

may not be getting the most out of their technology.

Tomorrow’s morTgage 
ExEcutivE

october
2016

october
2016



ProgressiveLending.indd   1 7/24/15   2:21 PM



ConTenTs
october 2016

Tomorrow’s Mortgage Executive magazine is a monthly publication distributed online at www.progressinlending.com. The mission of the publication is to provide one place 
where people who believe technology strategies can solve pressing mortgage problems can express their ideas. The magazine was designed to be a vehicle to create 
conversations that will move the mortgage  industry forward.  As such, the information found in this publication is all about thought leadership and should not be interpreted 
as recommendations coming from the publisher. We are here to give our contributors a voice.  All materials found in this magazine are not guaranteed for accuracy and the 
publisher is not liable for any damages, losses or other detriment that may result from the use of these ideas. © 2015 Tomorrow’s Mortgage Executive. All rights reserved.

Features
30 The Pillars of Good  

Business
Mortgage Cadence details how service is essential to 
ensure the longevity and scalability of your company.

34 Winning New Customers
InSellerate shares that consumer buying 

habits and expectations have changed drastically 
over time. 
 

38 Full Integration
RealEC Technologies stresses that 

integrations must move beyond service providers and 
extend to everyone. 

46 Marketing Security
TTP Enterprises points out that lenders 

have to secure their marketing activities in order to 
comply.

 In The Trenches
16 Market Pulse 

LERETA released data that shows the 
correlation between earthquakes and home prices.

ExEcutivE tEam
Tony Garritano

Founder and chairman
Roger Gudobba

Chief Executive Officer
Michael Hammond

Chief Strategy Officer
Kelly Purcell

Chief information Officer
Gabe Minton

Chief Technology Officer
Molly Dowdy

Chief Marketing Officer

tony Garritano
Editor

Roger Gudobba
Executive Editor

michael Hammond
Senior Editor

Janice cordner
Creative Director

miguel Romero
Art Director

contributors:
(in alphabetical order)

Linn cook
Josh Friend

Kathleen mantych
Dan mugge

Brandon Perry
Jacob E. Peterson

This magazine is distributed by:

Tomorrow’s morTgage 
ExEcutivE



• 100% web-based

• Workflow-driven

• QM/CFPB compliant

• Scalable & Flexible

• Loan Origination System

• Product & Pricing Engine

• Standalone Correspondent Module

• Consumer Direct Websites

• Analytics & Reporting Solution

• Document & Imaging System

• Compliance Management

• Configuration Empowerment

Multi-Channel End-to-En LOS that Flexes & 
Scales with Your Unique Business Process.

561.693.1952
info@openclose.com | www.openclose.comBusiness channels: Retail, Wholesale, Correspondent, Consumer

THE BENEFITS

• 100% Browser-Based

• Multi-Channel

• Workflow-Driven

• Automated Compliance

• Scalable & Flexible

• Easy-to-Use

• Quick Implementation

• Cost Effective

One vendor. One code. One solution.
from Open to Close.



The Unexpected

For years the industry has expected electronic closing adoption to be 
pushed by lenders or investors, but that may not be the case. For exam-
ple, DocMagic, Inc. just announced that Corporate Settlement Solutions 

(CSS), a title and settlement services company, has successfully implemented 
DocMagic’s Total eClose solution. As a result, CSS can offer a completely new 
customer experience, gain a competitive advantage, and remain 100 percent 
TRID compliant at all times.

“We recognized early on that in order to differentiate ourselves from a 
crowded marketplace, it was paramount to offer elevated service to our clients,” 
said Jerome Jelinek, CEO and general counsel at CSS.  “With the addition of 
DocMagic’s Total eClose, we offer lenders the opportunity to transform their 
mortgage origination process through the elimination of paper, thereby signifi-
cantly reducing costs and increasing efficiencies.”

CSS combined DocMagic’s functionality, services and integrations into 
a single offering to create an easy-to-use, out-of-the-box eClosing solution.  
DocMagic’s Total eClose functionality unites eNote, eSignature, eNotary, 
MERS eRegistration, eDelivery, and eVault services to provide a highly-
efficient, paperless end-to-end eClosing.  In addition, documents that need to 
be notarized can be conveniently eSigned and eNotarized without leaving the 
comfort of their home. 

“We are excited that CSS is successfully leveraging our Total eClose solution 
to provide a completely electronic closing process for their customers,” said 
Dominic Iannitti, president and CEO of DocMagic. “As a settlement service 
provider, it is impressive that CSS has taken a leading role in promoting the ben-
efits of eClosings and as an early adopter, they will enjoy a significant advantage 
over their competitors.”

After the introduction of TRID and its increased liability for lenders and their 
assignees, if you originate, sell, buy or service loans, you must be able to demon-
strate TRID compliance years after a loan closes. DocMagic’s system provides 
electronic proof and evidence of compliant transactions for future audits with a 
date and time stamp audit trail of everyone who has touched the transaction at 
any level.  From the original loan application and Loan Estimate (LE) to receipt 
of delivery of the final Closing Disclosure (CD), data, calcs and documents are 
stored in an eVault to provide the ability to replicate proof of compliance.

With TRID’s increased compliance requirements and soon the implementa-
tion of the new Uniform Closing Dataset (UCD) requirement, the future is in 
fully-electronic transactions that help lenders meet strict timing requirements 
and provide the ability to fully recreate all compliance checks at every point in 
the transaction.  The CFPB and industry experts agree that it’s better to adopt 
and implement the technology and processes to make eClosings a reality now 
as opposed to later. v
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Recovery Tips

Loan origination and closing produc-
tion are dependent upon some form 
of document preparation and, unlike 

some other products or services in the mar-
ketplace, the need for documents has often 
been reduced to shopping for the best trans-
action price as opposed to an evaluation of 
how the selection of a document preparation 
provider can effectively mitigate compliance 
risk in the origination process. The general 
assumption is that there are enough document 
preparation companies in the market that pro-
vide the same product and service so, conse-
quently, the lenders must be able to get it at 
the price point they want. The reality is that 
there is a qualitative difference in the type of 
document preparation products and services 
available to the lending community.   

Insufficient Information 
Lenders do not necessarily seek ‘in depth’ 

information about document preparation 
providers if they are basing their decision on 
price alone. Having knowledge about what 
a document preparation provider actually 

does is dependent upon a lender’s willing-
ness to complete serious due diligence, with 
the document provider and within their own 
organization, to ascertain the best fit for their 
business processes. Lenders should insist that 
the team responsible for making document 
provider choices is completely informed as to 
the nuances of document preparation. 

Maintaining Compliance Standards – 
Setting The Bar

The landscape of the regulatory environ-
ment is constantly evolving and changing. 

What lenders and vendors alike need to de-
velop and program to create a completely 
compliant closing documentation process 
is now quite overwhelming. Questions that 
should be asked during the due diligence 
phase are: What constitutes accuracy? What 
is the guarantee that the document packages 
being produced are compliant (both with re-
spect to federal and state specific regs)? Are 
there data validation and compliance tests 
run?  Are the content, calculations and com-
pliance tests in the document package legally 
auditable and defensible? Does the vendor 
have in-house experienced, knowledgeable 
industry attorneys and support staff to re-
spond, in real-time, to complex issues and 
questions?

The key to effective due diligence is to ad-
dress these questions with each given docu-
ment provider and to be certain that regula-
tory compliance is a core competency within 
the provider’s business processes. This en-
ables a lender’s compliance department to 
use the document preparation process to 

manage regulatory risk and to foster a culture 
of compliance across the lender organization.

In addition, a powerful dynamic content 
engine with the rules to get the right product 
generated, into the right business channel, and 
deployed is paramount. If a lender is produc-
ing loans in one state or multiple states and 
any rules have changed, it can be a major un-
dertaking to adjust a form or package of forms. 
The document preparation vendor’s software 
must be designed such that it is completely 
automated, no matter what the state, product, 

Docs Are Not A Commodity
The reality is that there is a qualitative difference in the 
type of document preparation products and services 
available today.

By  Kathleen Mantych

Lenders do not necessarily seek ‘in depth’ information 
about document preparation providers if they are 
basing their decision on price alone.
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program or circumstances are. The ability to have 
the assurance of guaranteed compliance from dis-
closure through closing, and in sync, is critical, 
particularly in this de novo TRID era. 

Exceptional Quality Service 
Above all, no matter how automated the pro-

cess is with respect to technology and compliance 

services there is no substitute for the human ele-
ment. It speaks to the heart of what should always 
be taken into consideration. One simply cannot 
put a price on the depth, breadth and years of ex-
perience and knowledge that go into every aspect 
of the document cycle for any loan product or 
program. v

Above all, no matter how automated the process is with 
respect to technology and compliance services there is 

no substitute for the human element.

Kathleen Mantych is the senior marketing director for MRG, a provider of legal compliance and dynamic 
compliant document preparation software technology to lenders nationwide. With more than 25 years 
experience in the mortgage industry, Mantych has held executive sales, product and alliance management 
positions with key mortgage technology providers. Dallas-based MRG is a document practice group within 
a law firm putting the company in the unique position of its dynamic document content being created and 
tested by an in-house team of compliance attorneys.





Your Voice

What’s the key to maximizing profit 
and efficiency? Many lenders 
might say using technology or 

getting rid of paper and embracing electronic 
mortgages. And to an extent they are correct. 
A well-tuned loan origination platform, com-
bined with state of the art document engines, 
compliance software and settlement services 
automation can dramatically reduce the time 
and cost needed to close a loan.

However, too many lenders pay significant 
dollars for their technology systems without 
taking the time to learn how to use them to 
their maximum effectiveness. This is a simple 
idea, but the sheer complexity of LOS plat-
forms makes it difficult to achieve, especially 
when considering the myriad of integrations 
to third party vendors that are available today. 
Implementing an effective mortgage lend-
ing system requires that lenders have a level 
support that results in optimal technology 
adoption and the flexibility to take advantage 
of best of breed vendors that can meet their 
unique needs. 

Teach Me How to Use It
The key to an optimized lending environ-

ment is getting the most performance out of 
the loan origination system as possible. Too 
often, lenders continue using old processes 
with new technology because no one has 
shown them a better way. 

When evaluating LOS vendors, lenders 
should look for two key things to ensure they 
are getting the most out of their investment. 
The first is the initial consultation and imple-
mentation provided by the vendor. A vendor 
that is dedicated to the lender’s success will 
take the time to understand the way a lender 
currently works and identify key areas where 
the new LOS can improve performance. This 
allows the vendor to align the needs of the 
lender with the capabilities of the software 
and uncover best practices that will introduce 

changes to existing processes that result in ef-
ficiency gains.

Secondly, vendors should be evaluated on 
their ability to provide ongoing training and 
support to continue getting the most out of the 
system. Training and support should be more 
than a reference guide or manual. It should 
address specific tasks and processes by lay-
ing out prescriptive recommendations on how 
best to automate workflow. The best vendors 
will be proactive about training and support, 
with the acknowledgement that system adop-
tion is a never-ending process because new 
features are continuously added.

But an important element that cannot be 
overlooked is a robust service department 
that is committed to helping clients. Quality 
service is not just for troubleshooting, but to 
fine-tune system adoption. Having experi-
enced, knowledgeable and responsive support 
fills in the detailed usability gaps that docu-
mentation and training cannot satisfy. 

Build a Technology Framework that 
Supports Optimization

Optimizing the use of technology will help 
lenders improve their efficiency, but to truly 
maximize their investment, lenders should 
look for technology that adapts to the unique 
needs of each company. The LOS has evolved 
into an extensible system that is augmented 

Is Your Tech Paying Off?
Too many lenders pay significant dollars for their technology 
systems without taking the time to learn how to use them to their 
maximum effectiveness.

By Linn Cook

In a tech-driven world, 
the mortgage lenders 
who will be the most 
profitable are the ones 
who can most effectively 
reduce the time and
cost of closing each 
individual loan.
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with best of breed integrations to quality service 
providers. 

In today’s highly specialized world of mort-
gage lending, flexibility reigns supreme and 
lenders demand tools that best fit their particu-
lar business needs. The right document engine, 
automated compliance module, settlement ser-
vices, web portal and other key pieces of the loan 
process will vary greatly between lenders based 
on volume, loan products, business model and 
geography. 

To this end, when lenders are evaluating their 
LOS provider, the first question they need to ask 
is, “does this system integrate with the services 
that I want, or am I being forced to use certain 
vendors regardless of their fit for my needs?” 

Innovative lenders will look for LOS providers 

that foster a best of breed technology environment 
that is open and accessible, willing to work with 
the third-party providers to build strong integra-
tions that help the lender truly optimize each piece 
of the loan process. LOS providers that promote an 
open API model for integrations provide a simple 
environment for third party partnerships, resulting 
in quicker integrations and the ability to fine-tune 
functionality to be as effective as possible. 

In a tech-driven world, the mortgage lenders 
who will be the most profitable are the ones who 
can most effectively reduce the time and cost of 
closing each individual loan. By taking the time to 
select the right partners, and then learning how to 
use those systems to the utmost capacity, lenders 
can position themselves to grow their business and 
better serve their customer base. v

Linn Cook is senior communications manager of LendingQB, a leading loan origination software provider 
delivering customer solutions that combine technology and good business practices. LendingQB is 
a provider of 100% web browser-based, end-to-end loan origination software that offers residential 
mortgage banking organizations faster closing time and reduced costs per loan. To learn more visit www.
lendingqb.com.
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The key to an optimized lending environment is getting  
the most performance out of the loan origination  

system as possible.
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ATTOM Data Solutions and Greenfield Advisors, 
an economic and real estate research firm, released 
an analysis of housing market trends in Oklahoma 

following the recent spike in earthquake activity in that 
state.

The analysis was based on public record real estate data 
collected and licensed by ATTOM along with earthquake 
data from the U.S. Geological Survey and oil price data 
from the U.S. Energy Information Administration.

The analysis found that statewide in Oklahoma earth-
quakes increased 375 percent between the four quarters 
ending in Q1 2014 and the four quarters ending in Q1 
2016, when earthquake activity reached a peak of 336 
earthquakes during the quarter.

Foreclosure activity — including default notices, 
scheduled foreclosure auctions, and bank repossession 
(REOs) — increased 19 percent over the same time period 
following a nearly four-year downward trend. Statewide 
foreclosure activity increased on a year-over-year basis in 
five of the seven quarters ending in Q1 2016 following 15 
consecutive quarters of year-over-year decreases in fore-
closure activity.

But home sales volume and prices continued to trend 
higher during the two-year period ending in Q1 2016. 
Home sales statewide increased 12 percent between the 
four quarters ending in Q1 2014 and the four quarters end-
ing in Q1 2016, and median home prices in Q1 2016 were 
up 9 percent from Q1 2014.

“Home sales and prices have consistently been trend-
ing higher in Oklahoma over the past four years, aligning 
with the national housing market recovery, but foreclosure 
activity in Oklahoma over the past two years has diverged 
from the national trend, rising 19 percent during the same 
two-year period where earthquake activity increased 375 
percent,” said Daren Blomquist, senior vice president at 
ATTOM Data Solutions.

“Oil prices that plummeted 64 percent during the same 

MARKET PULSE

The Impact Of Earthquakes 
On Housing

two-year period could also be contributing to the rise in 
foreclosure activity across the state, although it’s important 
to note that foreclosure activity actually decreased 14 per-
cent during the same time period in Tulsa County, where no 
earthquake epicenters were reported,” Blomquist continued. 
“Meanwhile in Oklahoma County, where earthquake activ-
ity increased 20 percent over the past two years, foreclosure 
activity increased 39 percent over the same time period.”

“While sales volumes and sale prices have been trending 
higher over the past four years, consistent with the over-
all housing market recovery, geographic scale is important 
when evaluating whether the earthquakes are responsible 
for loss of property value,” said Clifford A. Lipscomb, vice 
chair and co-managing director at Greenfield Advisors, 
a Seattle-based economic and real estate research firm. 
“Repeatedly, in our work, we see that state and county level 
sales data can mask what’s going on in particular neighbor-
hoods. To tie earthquake activity to loss in property value, 
it takes a close examination of the affected area and control 
areas, or areas that are similar to the affected area in several 
dimensions.” v





Process Improvement

Let’s face it, the mortgage and lending indus-
try is changing. So, everyone in the industry 
that wants to be successful has to change, 

as well. It just has to happen. So, where does that 
change start? Several vendors are changing their 
brand identity to reflect the evolving nature of our 
industry.

For example, one month after being recognized 
as one of the fastest-growing private companies 
in the country, Land Gorilla has launched a new 
brand identity designed to carry its mission of 
making construction lending safe for all stake-
holders far into the future.

The new brand was unveiled Sept. 26, 2016, 
linking the idea of a gorilla’s natural strength and 
solidity to the business that has quickly made a name 
for itself as a foundation for successful construction 
projects through safe, reliable lending practices.

While gorillas are often portrayed as majestic 
and solitary creatures, their rugged endurance is 
only possible due to their membership in a tight-
knit group known as a troop or a band. Similarly, 
Land Gorilla knows that while a construction 
project may seem to stand alone, its transition 
from idea to plan to physical creation can only 
happen if a team of people work together in con-
fidence and trust.

“We wanted a brand that is iconic, memorable, 
trustworthy, and timeless,” said Sean Faries, CEO 
of Land Gorilla. “If you encounter a gorilla, you 
know what you’re going to get: dignity, strength, 
a depth of intelligence, and a fierce devotion to 
anyone in its circle. Since we already operate on 
those same principles and with those same charac-
teristics, it’s time that we acknowledged them in 
our brand identity.”

The re-branding also plays off of the concept 
that a gorilla is “built to protect,” using its physi-
cal, mental, and social resources to safeguard its 

territory and those who call that area home. From 
the Land Gorilla angle, the company is built to 
help protect anyone involved in the construction 
process by making lending a secure and efficient 
endeavor. Stakeholders will also have confidence 
that properly financed projects, once completed, 
have been built to physically protect the people 
who will be using them and interacting with them 
every day.

Land Gorilla’s troop is made up of members 
who can collectively claim more than 90 years 
in the business of construction risk management. 
Not content to use standard practices for projects 
being built with ever-improving technologies and 
new business models, the company has pioneered 
an advanced cloud-based loan management sys-
tem. The system is well built, uncomplicated, and 
powerful, just like the king of the jungle.

Available construction-lending software and 
services include appraisal management, prog-
ress inspection, project and builder acceptance 
reviews, construction underwriting, post-closing 
administration, and program development.

Land Gorilla ranked 230 out of the United 
States’ top 500 fastest-growing businesses as re-
ported in August 2016 by Inc. Magazine, posting 
1,726-percent growth. The company is headquar-
tered in San Luis Obispo on California’s beautiful 
Central Coast. For more information, call Land 
Gorilla at 1-855-887-3800 or visit landgorilla.
com.

Similarly, LoanScorecard, a provider of auto-
mated underwriting, compliance and distribution 
solutions, unveiled its new brand identity and 
corporate website.

The new brand identity centers on the theme of 
“Solutions for Intelligent Lending,” the company’s 
new tagline, and better conveys the evolution and 
expansion of LoanScorecard’s solution-focused 

Changing With The Times
The most profitable companies, small and large, have a single thing 
in common. They have a strong brand.

By Tony Garritano

Your company being perceived as more valuable will make 
the buying process advantageous for potential customers.
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technologies. The new imagery 
and redesigned website suggest 
how the company helps its cli-
ents grow and features a more 
intuitive, engaging format that 
allows lenders and investors to 
shop for solutions based on their 
needs.

“Our company and our broad 
set of product offerings have sig-
nificantly evolved over the past 
few years in order to meet the 
changing needs of our clients,” 
said Ben Wu, executive director 
at LoanScorecard. “Today, we 
offer banks, credit unions, TPOs, 
wholesalers and investors the so-
lutions they need to not only meet 
today’s regulatory challenges, 
but also expand their businesses. 
We’re excited to have a brand 
that reflects how our intelligent 
solutions can help them grow.”

Branding is very important. According to market-
ing company Deluxe Corp., your brand impacts your 
business in these key ways:

1. Branding Improves Recognition
One of major components of your brand is your 

logo. Think of how we instantly recognize the gold-
en arches of McDonalds or the simple, but powerful 
eagle of the USPS. As the “face” of a company, logo 
design is critical because that simple graphic will be 
on every piece of correspondence and advertising. 
A professional logo design is simple enough to be 
memorable, but powerful enough to give the desired 
impression of your company.

2. Branding Creates Trust
A professional appearance builds credibility and 

trust. People are more likely to purchase from a busi-
ness that appears polished and legitimate. Emotional 
reactions are hardwired into our brains, and those 
reactions are very real influencers.

3. Branding Supports Advertising
Advertising is another component of your brand. 

Both the medium chosen and demographic targeted 
for advertisements builds a brand. Too narrow an ad-
vertising focus, and a company risks being “pigeon 

holed” and losing their ability to 
expand into new markets. Too 
broad a focus, and the company 
fails to create a definable impres-
sion of the company in the minds 
of would be customers.

4. Branding Builds Financial 
Value

Companies who publicly trade 
on a stock exchange are valued 
at many times the actual hard 
assets of the company. Much of 
this value is due to the branding 
of the company. A strong brand 
usually guarantees future busi-
ness. Whether a company is in 
the position to borrow funds for 
expansion or rolling out to an 
IPO, being perceived as more 
valuable will make the process 
advantageous for the owner of 
the company. The greater a com-
pany’s devotion to build its brand 

value, the better the financial return from its efforts.
5. Branding Inspires Employees
Many employees need more than just work— they 

need something to work toward. When employees 
understand your mission and reason for being, they 
are more likely to feel that same pride and work in 
the same direction to achieve the goals you have set. 
Having a strong brand is like turning the company 
logo into a flag the rest of the company can rally 
around.

6. Branding Generates New Customers
Branding enables your company to get refer-

ral business. Would it be possible for you to tell a 
friend about the new shoes you love if you couldn’t 
remember the brand? A large reason ‘brand’ is the 
word used for this concept is that the goal is an in-
delible impression. As the most profitable advertis-
ing source, word of mouth referrals are only possible 
in a situation where your company has delivered a 
memorable experience with your customer.

The most profitable companies, small and large, 
have a single thing in common. They have estab-
lished themselves as a leader in their particular in-
dustry by building a strong brand. v
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Tony Garritano is chairman and founder at PROGRESS in Lending Association. 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 in the mortgage 
technology space. Starting this association was the next step for someone like Tony, who has dedicated 
his career to providing mortgage executives with the information needed to make informed technology 
decisions. He can be reached via e-mail at tony@progressinlending.com.

People are more 
likely to purchase 
from a business 
that appears 
polished and 
legitimate.
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Future Trends

The lending community has very little 
control over the many challenges and 
changes that seem to be coming at it 

from every direction. Last month we talked 
about the impact of the housing markets ups and 
downs on the mortgage market. We just spent 
over 2 years with TRID. Now we are facing 
the HMDA changes, and no one knows what’s 
coming next in the regulatory environment. 
This industry has always had the tendency to 
throw bodies at its problems, rather than imple-
ment technology or process changes. However, 
that approach is not sustainable in today’s rap-
idly changing marketplace. 

Financial institutions in particular are strug-
gling to adjust to the shift in emphasis on 
mobile technology. SNL Financial reports that 
US banks and thrifts over the past 3 months 
closed 505 branches, with 120 in August, 236 
in July, and 149 in June. Among them are these 
examples:

>> USAA will close 17 of its 21 financial 
centers nationwide next year as it adjusts to the 
reality that most of its members only use its mo-
bile app and website to do their banking. USAA 
says only about 2.5% of its 11.7mm members 
use its financial centers. 

>> BB&T plans to close an undisclosed 
number of branches by year end as it seeks to 
further downsize its network. 

>> Fifth Third Bank will close 44 branches 
as it seeks to cut costs and adjust to changing 
customer behavior. 

>> Comerica Bank (Texas) is laying off 
450 employees as part of a plan to cut 9% of its 
8,800 workforce over the next 2 years.

Mobile technology certainly impacts the pure 
mortgage lending organizations as well.

The business side of the organization doesn’t 
understand the challenges on the technology side 
and the technology side doesn’t understand the 
challenges on the business side. It’s a classic sort 
of chicken-and-egg question, as neither side can 

exist without the other. Each drives the activities 
of the other, but without synchronization of ob-
jectives and priorities, they are each hobbled and 
the organization stands still. And, unless all the 
other players on the field are also hobbled, stand-
ing still is the same as falling behind. 

For an example of unrealized opportunity, 
we only need to look at the development of 
the MISMO standards. Those standards have 
significantly reduced the time and effort to 
exchange information between companies or 
within an organization. However, the adoption 
and vision for MISMO standards has always 
been about technology, with very little partici-
pation from the business side.

MISMO itself recognizes the problem and 

has recently established a business domain 
workgroup dedicated to better map the com-
mon activities over the life of the loan—from 
inception to disposition—in a format that ties 
the MISMO standards to the various business 
areas that benefit from standardization. 

Historically, the mortgage loan process has 
had a linear flow—starting with the loan ap-
plication, product and pricing selection, pre-
approval, processing to gather all the relevant 
information, qualifying the loan using auto-
mated underwriting, and, finally, closing. The 
next step cannot be started until the previous 
step is complete, and not unlike an old-school 
automobile assembly line, any interruption can 
cause the whole line to stop and work to back 
up. Today’s automobile assembly lines are less 
brittle; multiple lines build a variety of sub-
components and feed into a final assembly line. 
This not only allows manufacturers to easily 
produce variations in product offerings, but pro-
vides more flexibility in periods of disruption in 

The Next Generation LOS 
The changing mortgage market exemplifies the need for lending 
organizations to align their business and technology initiatives.

By Roger Gudobba
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a given sub-line.
As we move to a fully digital business world, we 

can integrate workflow, tracking, and audit trails. 
Today’s mortgage process flow should reflect this 
with interlaced, rather than linear data feeds.

Do you really need a Loan Origination System? 
In order to really understand this question, let’s 
look at the early solutions from 25 years ago. The 
data input screens were built to follow the flow of 
the Residential Loan Application (1003). 
Nothing substantial has changed over 
the years. In fact, in my opinion, 
the new URLA is just more data 
fields and proof that we are 
still focused on documents 
produced to capture data, 
rather than on the data itself. 

Many very good Loan 
Origination Systems have 
not survived. There are num-
ber of reasons. One reason 
is mergers and acquisitions. 
Another reason could be the 
increase in business demands and 
technology innovations requir-
ing major product rewrites. 
Some vendors have tried to 
develop new versions of their 
products, but remain ham-
strung by demands to continue 
supporting older versions that 
they would prefer to retire. 
Some systems are targeted for a specific segment of 
the industry, which has forced some lenders to have 
multiple loan origination system(s) operating in differ-
ent lines of business. 

When I project what the next generation Loan 
Origination System might look like, I am reminded of 
this from the book Business @ the Speed of Thought, 
by Bill Gates. “A digital nervous system is the corpo-
rate, digital equivalent of the human nervous system, 
providing a well-integrated flow of information to the 
right part of the organization at the right time.”

Maybe it’s time to consider a central data reposi-
tory. In fact, I already have a name for it: CADRE, or 
Common Analytical Data Repository Environment. 

Think of it as a hub that will connect all the various 
lines of business and market segments and eliminate 
all the silos of information to reduce data conflicts and 
inconsistencies. Certainly, this is not a new concept. 
A number of vendors over the years have undertaken 
the challenge to produce something similar. But this 
is a little different. Let’s take a high-level view.

Since the lender is on the hook for compliance 
and quality, it needs to own and control the flow 

of information. The core module (System of 
Record) will act like a traffic cop and 

manage the interactions. It will be 
entirely a digital transaction with 

two-way collaboration rather 
than just an exchange of data. 
However, taking advantage of 
the MISMO data standard will 
add the necessary structures 
to manage that interaction. 
There will be one common 

entry point for all applica-
tions, whether purchase, re-fi, or 

third-party originators. This will 
certainly eliminate the problems 

in the past when the servic-
ing system couldn’t connect 
with the origination side of 
the business. Focusing on the 
data will allow you to make 
more informed loan decisions 
throughout the process and 
provide an audit trail, thereby 

reducing your overall risk. A huge advantage will 
be the ability to implement analytics, both histori-
cal and predictive. 

Your current LOS, whether in-house or vendor 
sourced, may in fact be proficient in providing many 
of the individual features of a central data repository. 
What is important is that lenders have enough con-
trol of this data to drive the business and technology 
initiatives to meet the ever increasing demands on 
the organization—and that lenders have the ability to 
take action with that data in a timely manner.

Let’s not lose sight of the fact that there are only 
four classifications of customers:  1) prospects, 2) 
customers, 3) loyal customers, 4) former customers.v

Roger Gudobba is passionate about the importance of quality data and its role in improving the mortgage 
process. He is vice president, mortgage markets at Compliance Systems and chief executive officer at 
PROGRESS in Lending Association. Roger has over 30 years of mortgage experience and an active 
participant in the Mortgage Industry Standards Maintenance Organization (MISMO) for 17 years. He was a 
Mortgage Banking Technology All-Star in 2005. He was the recipient of Mortgage Technology Magazine’s 
Steve Fraser Visionary Award in 2004 and the Lasting Impact Award in 2008. Roger can be reached at 
rgudobba@compliancesystems.com.
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Mortgage is a service business. We are look-
ing to serve our clients the best way we 
can. In order to do that, you have to be able 

to ask the right questions and get the right answers 
from our employees.

In the article entitled “The Questions Good 
Coaches Ask” by Amy Su, she says that in the HBR 
Guide to Coaching Employees, executive coach 
Ed Batista defines coaching as a style of manage-
ment characterized by asking questions. With those 
questions you can move away from command-and-
control leadership to a dynamic in which your direct 
report grows through self-reflection.

Asking the right coaching questions means the 
difference between a one-way interrogation and a 
dynamic learning session. Good coaching questions 
give someone who’s busy and competent the space 
in which to step back and examine herself. The right 
question can stop her in her tracks as she finally sees 
her own actions from a different perspective or envi-
sions a new solution to an old problem. She may 
indeed learn to question herself so that next time she 
can catch herself in the act and change her actions in 
the moment.

Begin by planning out what you’ll ask and get 
yourself into the right mindset before the coaching 
session begins.

While there are a lot of coaching questions you 
can’t directly prepare for ahead of time, many of the 
ones you’ll ask in the first session are fairly standard, 
so take time to consider them beforehand.

First think about what you need to know to help 
your direct report. Your questions in this session will 
not only help you understand her situation but also 
can help you to identify her:

>> Current developmental level and goals (what 
she is ready for, what she can handle, what’s the next 
step in her journey)

>> Skill level against leadership competencies 
and behaviors

>> Preferences (e.g. how she processes infor-
mation or makes decisions – Meyers-Briggs-type 
categorization)

>> Motivations and values
>> Habits and structures that might be holding 

her back
Then think about how you’ll ask your questions. 

To give your direct report the space to reflect and 
respond effectively, they should be phrased as open-
ended queries. It can be helpful to think about the 
first word: open-ended questions often begin with 
“what,” “how,” “who,” “where,” and “when.” (See 
the sidebar “Open-Ended Coaching Questions.”) 
Stay away from “why” – it can feel confrontational 
and judgmental. To get at the same thing, instead 
ask, “What was your intention with that?”

The most important thing to keep in mind while 
composing (and delivering) coaching questions 
is that you need to be genuinely curious about the 
answers. People can tell if you’re just asking a ques-
tion because it’s what you’re “supposed” to do. And 
you won’t be able to get to that one question and 
that moment of self-discovery if you’re just going 
through the motions rather than authentically in-
terested in your direct report, her situation, and her 
growth.

Being authentically curious can take practice and 
rewiring: you have to accept the idea that others 
may be as smart as you, and suspend (good!) habits 
like asserting a strong point of view. But it will help 
you both as you prepare for your session and in the 
moment.

Once you are in the coaching session, you will 
need to respond to your direct report’s comments 
with further questions. Think of these questions as 
creating a bridge between what she has said and 

Business Strategies
Being A Trusted Advisor
Good coaching questions give someone who’s busy and competent 
the space in which to step back and examine herself or himself.

By Michael Hammond

Asking the right coaching questions means the difference 
between a one-way interrogation and a dynamic learning 
session.
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what else you want to learn. This intuitive process at 
the heart of the coaching relationship can’t be scripted. 
Your own authentic curiosity in her and her develop-
ment is invaluable in triggering your next question: it’s 
something that happens from the gut.

You can help your gut to be ready, though, by in-
tentionally getting into the right frame of mind as the 
session begins. For example, I always find it incredibly 
difficult to walk into a coaching session immediately 
after facilitating training or delivering a key note ad-
dress: there is a big shift that I need to do to go from 
having a strong presence in front of a large audience 
to having a more intimate presence of being quiet and 
hearing and reacting to the person in front of me.

Deliberately schedule your coaching sessions so that 
you’ll be able to get into that place of listening, and if 
you anticipate being frantic in the hour leading up to 
your session take a few minutes out to pause, take a 
few deep breaths, and get yourself physically centered. 
Pull up your notes from the last coaching meeting with 
this direct report to reconnect to the conversation as it 
stands now.

Once you understand your direct report’s point of 
view into a given situation, be careful not to let the 
session turn into venting or blaming others. Instead 
of asking questions that might reinforce the emotional 
charge she already feels, ask questions that open up 
possibilities she may not have considered yet.

For example, if your direct report has described an 
argument she had with another colleague, instead of 

saying things like, “I can’t believe that person would 
do that to you” or belaboring “how did that make you 
feel,” ask questions that pose a different perspective: “I 
hear how frustrated you are. What do you think is go-
ing on in his world that may have led to this behavior?” 
or “What does the business need the two of you to do? 
What would you need to see from this person to have a 
better relationship?”

Or if she’s frustrated at her own perceived lack of 
personal development: “You’ve had to come through 
many learning curves in your career. What has been 
your success cycle in the past?” Recognizing your 
coachee’s story but asking her to shift her thinking 
beyond it is one of the most important ways a question 
can open up new possibilities.

Once you’ve asked a set of questions that opens the 
dialogue and helps you to see things through her eyes, 
it’s your turn to share your perspective. And even that 
begins with a question: “Are you open to me sharing 
with you how I am seeing this? Could I offer you a 
different lens? A new approach?”

Bosses have a taller order than executive coaches 
when it comes to asking questions. Your direct reports 
will always be asking themselves whether they actually 
want you to see their weaknesses (real or perceived) and 
their personal opinions about professional colleagues 
and situations—this takes real trust. But that’s also 
what can make managers the most invaluable coaches: 
once you build that relationship over time, you have a 
much deeper ability to ask just the right question. 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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As organizations grow, the idea of a customer ecosystem is essential to 
ensure the longevity and scalability of the company.

the pillar how often does a piece of technology break only to realize you 
now have to make the dreaded phone call to the 1-800 support 
number on the back of the device? For most, this is met with a 
monotone voice reading an infuriating script. Do they think we 

didn’t try to restart the device? Of course we did. Yes, the router was unplugged 
and reset, too. In today’s world, consumers expect a higher level of customer 
service. Whether they need to set up a new account, need help understanding 
the paperwork in front of them, or need help troubleshooting an issue, support 
must be seen as a trusted advisor. 

As organizations grow, the idea of a customer ecosystem is essential to en-
sure the longevity and scalability of the company. This customer ecosystem 
requires that the entire organization work closely to provide only the highest 
levels of support. What steps are you taking to ensure your customer-facing 
teams emerge on top of today’s demanding industry landscape? 

By JacoB Petersen
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Step 1: Scale Through Special-
ization 

Growth within any organization 
can be a benefit and a curse. Rising 
to the demands of growth while also 
on-boarding additional resources 
can be challenging. In any complex 
business, it is difficult to replicate the 
knowledge of your existing subject 
matter experts. Introducing special-
ized roles can streamline the path 
for new employees, allowing them to 
flourish in any field quickly. Provid-
ing a protégé for your key players 
will ensure that you always have a 
well-versed employee available to 
assist customers. 

Specialization within your cus-
tomer-facing team provides many 
benefits internally and externally. 
Focusing on an area of expertise al-
lows employees to increase organiza-
tional effectiveness, while enabling 

from the marketing and sales teams. 
Instead, customers are speaking out 
about companies more than ever be-
fore, becoming brand content genera-
tors. What this means is that whether 
your customers are happy or not, they 
are going to express their experiences 
with – and opinions of – your compa-
ny across social media outlets. Ensur-
ing positive experiences is a difficult 
promise, but your odds of positive 
reviews increase greatly with a polite 
and informed dedicated representa-
tive. Within your specialized team 
of customer representatives, be sure 
to have a single point of contact for 
each customer. This will avoid the 
headaches of transferring depart-
ments for questions, comments, and 
concerns. 

Scheduling regular meetings be-
tween customers and their represen-
tative is also critical to maintaining 

positive relationships. Customers 
almost always have suggestions that 
can further grow your business by 
better outfitting theirs. Additionally, 
regular meetings keep everyone up 
to date on any progressions, creating 
a sense of solidarity and reassuring 
your dedication to their needs. In es-
sence, these dedicated customer rep-
resentatives not only serve as the face 
of the company, but they also serve 
as the customer voice internally. This 
role is directly responsible for push-
ing the organization where and when 
needed to make sure the company is 
doing what is best for the customer.

Step 3: Benchmarking and Re-
finement

Customer satisfaction surveys are 
among the most common forums 
to generate constructive feedback. 

While surveys are certainly not 
revolutionary, when used properly, 
the feedback obtained can help drive 
innovation within customer service 
processes, ultimately making a world 
of difference to your customer base. 
Quantitative survey data is great for 
showing trends and identifying over-
all customer satisfaction. Qualitative 
data, aggregated by a small sample of 
customers through open-ended ques-
tions, however, will prove incredibly 
helpful in refining specific methods 
of client relations. This is also a 
great opportunity to touch base with 
a good portion of your customers. 
Some questions, so as not to limit the 
answers you get back, could be:

>> What made you choose us?
>> What are the top 5 areas that 

you would like us to improve?
>> What are the top 5 things you 

like about us?

>> Was there anything that wasn’t 
covered in the survey that you would 
like to discuss?

After compiling the data, organize 
it into charts. Rank responses by 
popularity, and include similar and 
outstanding customer concerns and 
praises. Data accumulated over a 
series of surveys will show definite 
trends that should be presented to 
key executives and managers. Re-
sults of the surveys will reinforce 
processes that are working well and 
identify what processes need refine-
ment. Ideally, you would have a dedi-
cated Project Manager to oversee the 
various improvement tasks that come 
from the survey results.  

Step 4: Refine Over Time
One often overlooked component 

of any major organizational change is 

the company to scale more efficiently 
as the time to train employees is re-
duced. Throughput also increases due 
to the comparative advantage that re-
sults from the specialization of each 
functional role and the organization’s 
ability to divide work appropriately. 
Through this method, I’ve personally 
seen ticket throughput increase by 
more than 250%.

This functional specialization re-
quires diligence by the organization 
to ensure employee knowledge and 
career growth. Most importantly, any 
broad organizational change requires 
constant analysis and adjustment, 
ensuring your customers, employees, 
and bottom line are satisfied.

Step 2: Single Point of Contact
Your company’s brand identity 

and messaging no longer come just 

Customers are speaking out 
about companies more than ever 
before, becoming brand  
content generators.



constant analysis of the results. Ag-
gregated data can enhance any orga-
nization’s point of view, but without 
constant analysis of the results, it can 
become an Achilles heel. After de-
ploying a major process change like 
those outlined above, it is imperative 
to compare the results to the baseline 
data. While the strategies mentioned 
above are tried and true tactics at 
Mortgage Cadence, each company 
should make the right decisions for 
their unique business and customer 
base. 

Ensuring the most efficient and 
effective specializations are enacted 
is key. Analyzing both objective 
and subjective data is imperative 
to uphold precision, and the ability 
to make subsequent adjustments is 
vital to long-term success. Finally, 
integrated communication across all 
departments allows ideas from all 
levels of the corporate ladder. Chal-
lenging the status quo by freeing the 
minds of your employees to think 
within the realm of another depart-
ment can often lead to great suc-
cesses. Think about the possibilities 
when processes are challenged based 
on customer and employee feedback 
and data.  

Through many of the tactics above, 

we have designed our support solu-
tions team in a way that best serves 
our customers. By driving service 
and partnership, we know our cus-
tomers and their needs better than 
ever before. This shapes the future 
direction and vision of the company 
in a way that is simply not possible 
without personal interaction and 
transparency. Every day, Mortgage 
Cadence aims to live out our vision 

of providing the last lending solution 
our customers will ever need through 
a commitment to partnership, service 
and technological innovation. Part-
nering with your customers creates a 
huge potential for growth with end-
less possibilities. Now is the time to 
tap into that potential. Your custom-
ers won’t just thank you for it, they 
might just become ambassadors for 
your organization. v
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We need to appreciate how consumer buying habits and 
expectations have changed drastically over the last 15 or so years.

Josh Friend

T
he mortgage industry has 
had a long run of good 
luck thanks to the low 
interest rate environ-

ment and consumer demand for 
homes. With rates remaining 
near historic lows and home 
prices rising, lenders have been 
handed a great growth oppor-
tunity. But not all lenders have 
chosen to or been able to take 
advantage of this opportunity. 

We only have to look at the 
rankings of the industry’s top 
lenders, which used to be dom-
inated by the big commercial 
banks. Now there are a lot of 
new names on the list, such as 
Quicken Loans and loanDepot, 
which either didn’t exist 15 
years ago or were just a 
fraction of their current 
size. Not coincidentally, 
they happen to be the most 
innovative lenders in the 
business. 

Three StepS to 
Winning neW  
CuStomerS



One of the largest growth areas is in consumer direct 
lending. Today 50 percent of all refinances and 
20 percent of all purchase transactions come 
through a call center.

How have these lenders been able to 
make this jump without the benefit of a 
large servicing portfolio or wide brand-
name recognition?  The answer, simply 
put, is technology. These lenders have 
embraced the latest automated systems 
to make the mortgage process easier 
and faster for their customers and more 
economically efficient, which has paid 
off in increased volume that has pushed 
them to the top of the league tables.

But these lenders don’t have a mo-
nopoly on this technology. In this 
article we will review three strategies 
that any lender can easily employ with 
what’s available from today’s technol-
ogy providers. 

Consumer habits have changed …
First of all, we need to appreciate how 

consumer buying habits and expectations 
have changed drastically over the last 15 
or so years. Most consumers now shop 
online for everyday goods, while many 
prospective home owners search for a 

…  and so has financial technology
Financial technology vendors are 

now offering all lenders what used to 
be only available in costly proprietary 
systems.  Now any lender can simply 
pay a monthly fee to access the same 
technology that the top lenders have 
deployed. It’s both easy to use and has a 
huge return on investment.

How can lenders leverage this tech-
nology to grow their business? 

One way technology can help is by 
creating customers for life. Lenders 
work hard to find each borrower and 
to close each loan. If you deliver good 
service and stay in contact with your 
clients going forward, they will likely 
come back to you when they need to 
refinance or when they purchase their 
next home, even if you don’t have the 
lowest rates. It’s all about having the 
best service and staying connected.

Automated marketing
How do you keep your name in front 

of them? The easiest way is to use a sys-
tem that allows for lifetime automated 
marketing, whether through email, direct 
mail or a phone call from the loan of-
ficer.  Technology can you help you do 
this by ensuring that your customers get 
the message you want to send, when you 
want to send it, automatically. 

But the message is just as important as 
the medium.  Lenders must communicate 
compelling, relevant content at the right 
time. Fortunately, there are many tech-
nology providers who can help with this. 
They have the content and a system that 
will automate the communication. Many 
can also help with your communications 
strategy, providing guidance on when 
and what to send to customers.  This can 
seem like a daunting task if you try to do 
it yourself, but today’s technology pro-
viders and their pre-built campaigns and 

collateral can help you get started. 
An additional benefit to using an 

automated system is compliance. With 
compliance being so important with to-
day’s lenders, having uniform material 
and messaging can help ensure you are 
being compliant in your communica-
tions with consumers. 

Credit triggers
Another tactic employed by many top 

lenders in holding onto existing custom-
ers is by using credit triggers.  This in-
volves monitoring all of your closed-loan 
customers to see if and when their credit 
report is pulled for a loan application.  
This can help ensure that when your cus-
tomer is in need of a new loan, you are 
there to help. 

Monitoring past customers is actu-
ally fairly simple. Several technology 
providers can monitor credit inquiries for 
you. Simply send them your customer 
list, and then anytime a credit inquiry is 
made, they will alert you, usually within 

24 hours. It’s important to note, however, 
that if you monitor credit reports and get 
alerted of an inquiry, you must make a 
firm offer of credit to the consumer. So 
when setting up your program, make sure 
you outline your credit criteria, so only 
those customers who meet your require-
ments will be sent to you. 

But you also must to be able to respond 
promptly. Using this data and integrating 
it into your customer relationship man-
agement (CRM) system can alert your 
loan officers when customers are in the 
market so they can quickly respond with 
an appropriate offer.

Getting new customers
So far we have focused on how to get 

more business from your past custom-
ers. You may now be asking, how can 
you win new customers? There is good 
news on that front, too.

home online without the help of real 
estate agents. Borrowers seeking to refi-
nance a mortgage either apply for a loan 
online or call a lender’s 800 number.

Today’s consumers want to be able 
to shop on their terms and on their own 
schedule. Many home searches take 
place after regular business hours and on 
weekends. How do lenders respond to 
this? The companies we’ve mentioned 
have adjusted to these changes in con-
sumer buying habits by leveraging tech-
nology in all aspects of their processes. 

On the other hand, many lenders 
have not adapted to this new reality 
and have failed to take full advantage 
of increased originations fueled by low 
interest rates. They have not realized 
the substantial ROI yielded by new 
technologies that help them adapt to 
this new reality.



One of the largest growth areas is in 
consumer direct lending. Today 50 per-
cent of all refinances and 20 percent of 
all purchase transactions come through 
a call center. Purchase mortgage volume 
alone has grown 10-20 percent through 
this channel in just the past five years. 
What’s driving it? Consumer buying 
behavior has changed. Most people are 
very comfortable with buying things 
online or from a remote business. And 
that includes getting a mortgage.

What’s needed to take advantage of 
that change is adopting technology that 
can offer a better customer experience. It 
starts from the initial contact. It’s impera-
tive to reach your prospect quickly and 
have a compelling script the sales agent 
can use. Once that’s accomplished, the 
process then moves to getting the appli-
cation from the prospect. But whether it’s 
done online or over the phone, creating a 
great user experience is critical. An easy-
to-use CRM can help you capture the 
application easily and painlessly. 

Once you have the application, you 
will need to provide and collect disclo-
sures and borrower financials. This, too, 
is an area that demands a better consumer 
experience and where technology eases 
the process. There are several vendors 
that can obtain the applicant’s paystubs, 
W-2s, tax returns, bank statements and 
many other required financial documents 
online instantly. 

Whether you are trying to retain more 
of your past customers or grow new busi-

ness, there are many technology options 
for lenders that provide the experience 
consumers demand and expect today. 
The fact is, though, that many lenders 
aren’t responding to this demand.  In-
stead, they are sitting back and letting 
their competitors steal their business. 
That’s good news if you’re one of those 
companies that is embracing this change. 
Not only will you see your volume and 
profitability grow, but you’ll be eliminat-
ing a lot of the competition. v
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R
egulatory change brought about by the 
CFPB has forced those involved in the 
real estate transaction to evolve, with 
some taking on new responsibilities 

and others relinquishing what were histori-
cally theirs. Participants have had to adjust to 
new processes and procedures in the face of 
changing compliance rules, all while ensur-
ing that consumers have access to the infor-
mation they need to complete the transaction.

As traditional roles shifted, one of the chang-
es that triggered a fair degree of angst was the 

transition of responsibility for the Closing Dis-
closure [CD] from settlement agents to lenders. 
With this change, lenders became accountable 
for ensuring that the CD is accurate within per-
mitted tolerances. However, when lenders be-
gan changing familiar processes to meet these 
new requirements, real estate agents lost visibil-
ity to information that was historically available 
to them via settlement agents. This information 
is important to real estate agents because they 
are accustomed to walking their clients through 
every step of the complex mortgage process.

To achieve even greater market efficiency, these system integrations must 
move beyond service providers and extend to the full set of 

participants in the mortgage.

Knitting togetheR 
the Real estate 

tRansaction ecosystem 

By Dan Mugge



But today, lenders have the final 
responsibility for ensuring that the 
correct information is on CDs with 
the possibility of financial penalties 
should there be any mistakes. Under-
standably, they are very risk averse, 
given the potential for expensive fines 
and penalties – even when they and 
their partners have taken appropriate 
steps and precautions. As a result, 
lenders may not want to share CD 
information with anyone other than 
the homebuyer.  For example, if a 
homebuyer’s real estate agent requests 
permission from his or her client for 
the lender to forward settlement infor-
mation to the agent, the agent can use 
that information to provide helpful ex-
planations to the customer. But since 
it is possible that regulatory or legal 
repercussions might arise from lend-
ers sharing homebuyer information, 
some would rather err on the side of 

of the transaction and the fact that so 
many parties are involved in the pro-
cess. A mortgage is not just a transac-
tion between the borrower and lender. 
It involves many other participants, 
including title insurers, appraisers, 
settlement agents, attorneys, inspec-
tors and more. With so many involved 
and so much documentation to pass 
back and forth, there is the potential 
for significant friction in the mortgage 
process.

But as technology has advanced and 
information sharing has become more 
secure and auditable, lenders have 
invested resources to build system 
integrations with service providers 
to help reduce some of this friction. 
Today it is much easier for lenders to 
procure the many services needed and 
to send the documentation required in 
the course of originating a mortgage.

Now, to achieve even greater 

market efficiency, these system inte-
grations must move beyond service 
providers and extend to the full set of 
participants in the mortgage and home 
buying process, namely the consumer 
(as buyer or seller), the real estate 
agent, the settlement agent and the 
lender.  This is where the next wave 
of system-driven efficiency should 
occur. The most efficient mortgage 
market is one in which integrations 
have been put in place to connect 
loan origination systems to settlement 
service systems to realtor listing and 
transaction management systems and 
ultimately to consumer portals.

Consumer Transparency and Sat-
isfaction

At the heart of this approach is 
transparency and greater satisfaction 
for the consumer. Imagine a scenario 

where consumers can log in to one 
portal, see the progress of their real 
estate transaction, be given prompts 
when their action is required (e.g. 
“Your appraisal is ready – Click here 
to forward to your real estate agent”), 
review documents as they are avail-
able and much more.  Not only would 
this help satisfy the consumer’s need 
for both information and guidance, 
but also efficient interactions between 
all parties would be made easier, more 
cost-effective and secure.

The technology to create such 
portals is not new. Powerful but easy-
to-use consumer portals already exist 
today. What is needed is a connection 
between all participants in the real 
estate and mortgage process, and this 
is where the industry should progress 
to next.

What could be better for the con-
sumer or anyone involved in the real 

estate transaction? The greater the 
efficiency and simplicity in communi-
cations between all parties – with the 
right information served up at just the 
right time – the less friction there is in 
the process, and the greater the prob-
ability that consumers will be well-
satisfied with the mortgage process.

Knitting Together the Ecosystem
The next logical step required to 

knit together the mortgage transaction 
is to bring in real estate transaction 
management platforms – not just with 
the lender’s loan origination systems, 
but with the entire eco-system of 
service providers and the consumer. 
With advancements in technology, 
the maturity of data standards such as 
MISMO and RETS, and the continu-
ing evolution of real estate platforms, 
as well as the growing comfort of con-

caution and send it to no one but the 
home buying consumer.

Yet, the sharing of CD information 
with the real estate agent can offer 
important benefits to the homebuyer 
– the very kind of benefits that are 
seemingly in the spirit of the rede-
signed mortgage disclosure forms to 
begin with. How then can the industry 
achieve this kind of data exchange 
across multiple parties while conduct-
ing an efficient mortgage process?

Driving Friction Out of the Mort-
gage Process

For decades, the mortgage work-
flow has been carried out via the ex-
change of documents – first by mail/
courier, then by fax, and now by 
email. The sheer amount of documen-
tation required to obtain a mortgage is 
due to both the highly regulated nature 

While the consumer is ultimately 
in the driver’s seat of the real estate 
transaction, the lender certainly has 
an influential role to play.



sumers with apps in general, a more 
fluid transaction is possible. Enhanced 
data standards and integration can 
help make the real estate transaction 
more transparent and efficient for 
consumers, creating a home buying 
experience which will likely lead to 
referrals and repeat business in the 
future for both lenders and real estate 
agents.

And that’s really where the rubber 
meets the road. Both lenders and real 
estate agents are interested in hav-
ing their deals close with the greatest 
amount of efficiency and transparency 
to serve the consumer well. Personal 
referrals are the most powerful sources 
of new leads, and delivering an excel-
lent consumer experience is one of the 
best ways to encourage them.

Enhancing the Role of the Real 
Estate Agent

Real estate agents are the oil that 
helps the overall purchase transaction 
machine function. Given that, as tech-
nology does a better and better job of 
enabling market efficiency, does that 
mean the role of the real estate agent 
as facilitator will diminish? Not by 
any stretch of the imagination. Real 
estate agents will continue to play a 
vital role as the trusted professional 
that provides strategic guidance for 
consumers who find the purchase or 
sale of their home complex, if not 
downright frightening. Real estate 
agents not only bring valuable exper-
tise on a wide variety of topics, they 
become supportive partners who are 
readily available to serve the con-
sumer’s best interests. For many new 
homeowners, their real estate agent 
becomes a trusted friend long after the 
transaction has closed.

Of course, this has always been the 
case on some level. But when greater 
connectivity across the real estate eco-
system is achieved, real estate agents 
will be able to reframe their role by 
spending even more time counsel-
ing their clients and deepening those 
relationships, rather than focusing so 
much time on ensuring that paperwork 
is where it needs to be and that all in-
volved parties are working on their part 
of the process to get the loan closed.

Clear Benefits to Lenders
For risk averse lenders, connectivity 

and transparency across the real estate 
transaction ecosystem could help to 
resolve issues that might otherwise be 
concerns. In the example mentioned 
earlier – a real estate agent may ask 
for settlement information to popu-
late their own system of record – but 
even if a homebuyer gives their lender 
permission to share that information, 
lenders may be reluctant to do so. 
However, in a connected environment, 
not only can consumers be prompted 
to provide their real estate agent with 
access to specific settlement informa-
tion, they must proactively indicate 
their approval, which would help 
ensure that the information is only 
provided to the selected real estate 
professional.

System-based capabilities like this 
could help relieve lenders from the 
potential risk associated with sharing 
settlement information, but perhaps 
more importantly, it gives consumers 
the ability to decide when to share in-
formation about their transaction with 
others. While this may require some 
simple consumer guidance within the 
system such as prompts or other clear 
instructions, it does empower the con-
sumer to participate more fully in the 
real estate transaction process.

How Lenders Can Help
While the consumer is ultimately in 

the driver’s seat of the real estate trans-
action, the lender certainly has an in-
fluential role to play and can help drive 
the industry towards a fully connected 
transaction ecosystem. In many cases, 
lenders already have the technology 
infrastructure in place that connects 
them with external partners such as 
service providers (appraisers, etc.) that 
are a necessary part of the real estate 
transaction. And of course, they are an 
important line of communication with 
real estate agents and can encourage 
their involvement and participation in 
the evolution of the industry.

As the real estate transaction con-
tinues to move toward greater trans-
parency and simplicity, even as indus-
try participants continue to focus on 
transaction security, procedural con-
tinuity, and regulatory compliance, 
the possibility of seamless, automated 
communications offers great promise. 
This knitting together will become 
quite important as early as next year 
when the GSE mandate for lenders 
to deliver not just the buyer’s CD but 
also the seller’s version goes into ef-
fect. An inter-connected real estate 
transaction ecosystem would not only 
make greatly increased efficiency pos-
sible, it would also bring the consumer 
to the table as a connected partner in 
a way that enhances transparency and 
should lead to greater customer satis-
faction as well. v
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James P. Kelly, President of OpenClose, talks about how he sees  
the future of LOS technology.

F  ounded by bankers — not technologists — OpenClose 
remains one of the top mortgage software companies in 
the country. The company was a pioneer in developing 
software as a service (SaaS) for the mortgage industry. 

OpenClose customers add components to their 
businesses as they grow while still preserving 
their initial investment well into the future. The 
company provides a variety of browser-based lending automation solutions for 
lenders, banks and credit unions of all sizes. OpenClose’s LOS is completely 
engineered by the same company, thus avoiding assembling best-of-breed 
applications or acquiring technologies in an effort to create an end-to-end 
platform. The company focuses on providing lending organizations with full 
control of their data and creating a truly seamless workflowJames P. Kelly, 
President of OpenClose, talked to us about the future of the loan origination 
software space. Here’s how he sees this sector evolving:

ExEcutivE intErviEw

 The LOSFutureof the



Q: How has the industry changed 
since you started in mortgage lending?
JAMES P. KELLY: When I first started 
out in the mortgage industry back 
in 1994, I was a lender so I had an 
origination background and a strong 
understanding of that side of the busi-
ness.  From a technology perspective, 
it was archaic compared to today. It 
took over 24 hours just to get a credit 
report and most mortgage software ap-
plications required an install. Nothing 
was as streamlined and transparent as 
it is today.  OpenClose was founded in 
1999 and we’ve always had a through 
and through browser-based system.  
Now, the dot-com era helped drive the 
use of web-based technology, but it 
wasn’t widely adopted in the mortgage 
industry.  That’s starting to change but 
there is still more work to be done, as 
there are still a lot of systems that re-
quire an install, which equates to being 
web-enabled/web-accessible.  

Q: What should lenders look for 
when switching to new loan origina-
tion software?
JAMES P. KELLY: There are sev-
eral things. It absolutely needs to be 
browser and SaaS-based.  And make 
sure it’s multi-channel so you can 
easily add and grow wholesale, retail, 
correspondent, or consumer channels. 
Vet the vendor well.  Ask the vendor 
about who does the configuration.  The 
onus should be on the vendor, not the 
lender.  In addition, make sure there is 
extensive training and good technical 
support.  It is also important to look for 
a vendor that has staff with significant 
experience in the mortgage industry.  
It’s much more effective being trained 
by someone who has been in their 
shoes and understands the challenges 
of the mortgage process.   All too often, 
lenders buy a platform and have issues 
later with adding channels, having to 
maintain the system themselves, being 
challenged with getting enough train-
ing on the system, and getting adequate 
post implementation customer support.

Q: In your opinion, what makes an LOS 
stand out as being truly innovative?
JAMES P. KELLY: A vendor that is 
innovative is one that truly listens to 

its customers.  The customer often 
comes with up with some of the best 
feedback on issues they face today, 
which results in the creation of ideas 
to enhance systems and develop new 
products.  The vendor needs to act on 
those ideas.  Further, having a clear 
product roadmap and paying close 
attention to marketplace trending 
is key.  Lastly, hire the right people.  
Make sure they are forward thinking 
and have mortgage technology experi-
ence.  It makes a difference.

Q: What do lenders have to focus on 
if they want to deliver innovation to 
potential borrowers?
JAMES P. KELLY: They need to fo-
cus on ways to improve communica-
tion to the borrower.  This can be a 
very scary time for the borrower so 
providing the tools that keep them in 
the loop and set the proper expecta-
tion is key to achieving the ultimate 
goal of a happy borrower.  You have 
to take enhancing the consumer ex-
perience very seriously.  They want 
ease of doing business and they want 
to handle more of the process them-
selves.  Moving technology to the 
point of sale for borrowers is becom-
ing very important to allowing the 
borrower to have a place to submit 
and receive communication about 
their loan. And with the CFPB now 
encouraging lenders to implement an 
eClosing process, I think we’ll see 
greater adoption sooner than later.  
Mobile devices are also important.  
OpenClose is releasing an updated 
mobile app for LOs and also a con-

sumer app that makes obtaining a 
loan much simpler for the borrower.  
Consumers, especially millennials, 
want to do things increasingly on 
their smart phones.  In short, make 
lending as easy as possible by offer-
ing consumers the tools they need 
and expect.

Q: Define the next generation LOS?
JAMES P. KELLY: The next LOS 
should enable loans to flow effortless-
ly through the LOS workflow — for all 
business channels using a single LOS 
vendor.  This lowers costs, decreases 
margin for error, facilitates faster 
loan processing, and ensures compli-
ance adherence.  The less manual in-
tervention the better.  It should be a 
completely workflow-driven process.  
Notable is that the industry is moving 
closer to achieving a true end-to-end, 
fully paperless eMortgage process 
that is getting closer to becoming a 
reality, and the industry will need the 
right LOSs that help enable it.

Q: In addition to your LOS, you 
offer a correspondent/conduit solu-
tion. How is it doing?
JAMES P. KELLY: Phenomenally 
well.  We are picking up a lot of new 
business with our OC Correspondent 
module.  We’re seeing investment 
firms increasingly come to us to kick-
start a de novo conduit business as 
well as lenders looking to launch or 
grow a correspondent channel.  OC 
Correspondent is web-based and can 
be used a standalone solution or as in-
tegrated with our LOS, LenderAssist.  
It’s turnkey and can be implemented 
in as little as 30 days, depending on 
configuration needs.  It’s been a huge 
success for us and we don’t see the 
deal flow slowing anytime soon

Q: Can you share with us why it’s 
important for lenders to use a multi-
channel LOS platform?
JAMES P. KELLY: Put simply, if you 
want to add a business channel or re-
move one, you shouldn’t have to add 
another LOS or scrap one if you exit 
a channel.  Some lenders, especially 
larger ones, buy different LOS plat-
forms to run different business chan-

Industry Predictions
 James P. Kelly thinks:

There is no doubt that 
compliance adherence will 
remain near the top of every 
lending organization’s list. 
A decrease in lender profits 
will result in M&A activity 
picking up and a more 
consolidated market.

As Rates start to increase, 
we will start to see a 
significant rise in non-
QM loan volume.

1.

2.

3.



nels.  This is because most LOSs on 
the market purport to be truly multi-
channel but they are not.  The lender 
finds that out later.  Disparate LOSs 
don’t talk to one another very well, if 
at all.  The channels become siloed 
and as a result and there is a myriad 
of issues associated with that, not to 
mention a significantly higher cost to 
originate loans. Buyer beware.  Make 
sure the LOS is truly multi-channel. 

Q: What are some of the biggest chal-
lenges with LOS implementations?
JAMES P. KELLY: The effort the 
lender must put into the implementa-
tion is of paramount importance.  It is 
key for the lender to put one person 
in charge of the implementation so 
there is ownership and accountability 
on getting the vendor the information 
and they need.   Additional issues can 
arise when too much burden is placed 
on the lender, with the vendor not as-
sisting with the heavy lifting.  That 
can become a huge issue, especially 

for lenders that don’t have the internal 
resources to do it.  And sometimes 
the LOS isn’t as configurable as the 
lender thinks it is and certain func-
tions must be custom-coded, which 
extends implementation time frames 
and raises costs. Additionally, user 
acceptance testing (UAT) is key along 

with getting users properly trained on 
the system.  If you don’t know how 
to use it, employees in different func-
tional areas will complain and that’s 
part of why lenders seek a new LOS.  
They just didn’t know the feature set 
they needed existed.  And that’s really 
the vendor’s fault. v
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It is critical to identify leads quickly and efficiently and 
then drive them to the point-of-sale with compliant 
communications.

In order to survive and thrive in this mortgage environment 
of constantly changing rules and regulations, heightened 
competition for borrowers and extreme pressure to produce 
results, 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 borrowers. It’s 
equally important to retain these borrowers and to maximize 
their on-going value through repeat business and referrals.

By Brandon Perry

Need Secure 
Marketing 

Lenders 

Automation



Engaging these prospective borrowers 
in real time across a multitude of chan-
nels such as the Internet, email, social 
media, print, video, and mobile devices 
highlights the importance of working 
with a proven mortgage specific market-
ing automation solution that can bring 
out the best in your marketing while eas-
ing your compliance burden.

This requires a proven enterprise-wide 
marketing automation solution that sup-
ports you and your specific initiatives to 
address these market conditions. Each per-
son in your organization that is involved 
with driving growth is empowered to 
focus on what they do best. For example, 
Loan Officers are free to close more loans, 
instead of trying to create marketing ma-
terials. C-level executives are presented 
with sophisticated, yet easy-to-use tools 
for more effective oversight and man-
agement, while marketing managers can 
demonstrate their marketing genius and 
compliantly maintain brand consistency 
across the organization.

Marketing automation opens up the 
era of “Intelligent Marketing Solutions” 
by seemliness bringing together in a 
single easy-to-use SaaS platform:

>> Automated marketing activity
>> Interactive business analytics
>> Integrated production and ful-

fillment
>> Elegant database management
System Benefits
The right marketing automation 

supports all phases of marketing: lead 
generation, sales in process, customer 
retention and referral sources. It should 
deliver a highly sophisticated yet easy 
to use Software as a Service platform 
that directly boosts the bottom line by 
facilitating core marketing functions - 
driving revenue growth, reducing cost 
and reducing risk - and it needs be up 
and running in just a few days. 

The right marketing automation de-
livers these powerful strategic benefits 
across the enterprise:

>> Prioritized sales opportunities
>> Enhanced budgetary control
>> Regulatory compliance
>> Automated execution
>> Brand consistency
>> Speed to market
>> Rigorous data security
>> Performance accountability
>> Superior management oversight

>> Smarter use of human resources
In today’s highly regulated and scru-

tinized lending environment it is vital 
to your organization to not only gener-
ate new business but to be able to do 
so in a secure environment.  The right 
marketing automation solution drives 
new business while delivering the fol-
lowing security controls.

Security: Password Management
No staff user will ever hold or have ex-

posure to clear passwords. All passwords 
are one-way encrypted. Should a user 
forget their password, the system will re-
set their password with a randomly gen-
erated one, send this new password in an 
email to the user’s email address and the 
user account is flagged to force a pass-
word change at next login. The next time 
the user logs in with the credentials sent 
via email, the system forces the user to 
change their password before any other 
functionality becomes available to them. 
All transactions should be conducted 
over encrypted HTTP connections.

Users should have their user accounts 
locked if more than five invalid login 
attempts occur within any 15-minute pe-
riod. A password renewal policy can be 
enforced requiring new passwords to be 
created every 60 days and a non-repeat 
history of five-ten passwords.

If you have forgotten your user name 
or password

>> Open the login page of solution
>> Click the link: Lost or forgotten 

your user name and/or password?
>> You will be asked to provide a 

visual verification code and your email 
address

>> Click the button Reset Password
Clicking the Reset my password but-

ton will reset your password and you 
will receive an email shortly afterwards 
containing your user name and a tempo-
rary password. The first time you login 
with those credentials you will be asked 
to supply a new password of your choice. 
To guarantee your privacy and the se-
curity of your data, staff does not have 
access to your password, nor will anyone 
ask you for your user details.

To change your password
>> Login to solution with your current 

user name and password
>> Access “My security” tab and se-

lect “password”
>> Follow the on-screen instructions

Audit Trail
All actions, edits, views and instruc-

tions are logged in the audit and activ-
ity log. It reports on field changes, file 
upload attempts and page visits. Each 
time stamped session begins a fresh log 
file, which can later be reviewed by the 
individual or a superior within the client 
organization. 

The audit and activity log is also used 
to derive a ranked list of system functions 
labeled “favorites” in the right margin of 
most pages. The system should order the 
functions by total hits and this becomes 
the ranked list. 

The user can use this feature to gain 
rapid, single-click access to commonly 
used functions and information.

To review your audit trail
>> Access “My security” tab and se-

lect “audit trail”
>> Select a session from the drop 

down list.
>> A list of functions performed dur-

ing that session will appear in the panel 
below.

User Roles And Access Rights: User 
Management 

Each distinct human being setup in the 
system carries a unique user name and a 
strong encrypted password that even staff 
and system administrators do not have 
access to. During registration, company 
managers, loan data contacts, billing 
contacts and loan officers are created in 
the system. Users are created for each of 
these real-world roles.

In addition, a system role is also cre-
ated and is linked to a user. This scheme 
allows for the same human being to ful-
fill multiple roles in multiple branches of 
not only the same organization, but also 
different organizations (e.g. Joe Smith 
can be the Manager of ABC Mortgage, 
a Loan Officer of XYZ Mortgage and 
also a Billing contact of MNO Mort-
gage) while only having remembering 
one user name and password.

A user with multiple system roles will 
be prompted to select a role immediately 
after successful submission and verifica-
tion of user credentials. Once logged in, 
their home page offers a “fast-switching” 
method to switch between their available 
roles. A user with only one role is logged 
into the system in that role immediately 
after successful submission and verifica-
tion of user credentials.



In addition to those users and roles 
created at registration, a client user 
may create additional users for other 
individuals within their organization 
(e.g. an assistant).

The right marketing automation al-
lows corporate managers to drill-down 
through their organization to manage sub-
ordinate organizational units and LOs, it 
allows office managers to drill-down and 
manage their LOs, it allows users to fast 
context switch between their available 
roles and it provides a coherent method 
for compliance officers to traverse the 
organizational structure reviewing all or 
any available details and data.

Role Management And Delegation
Each client can create named roles. 

Each role will carry a number of man-
dated permissions (access to activity 
and audit logs, the ability to log in and 
log off, access to their home page, reset 
password, etc.) and carry a subset of the 
creating user’s permissions.

The system offers a notion of del-
egation whereby if permitted, a user can 
delegate all and any of their permissions 
to another new user or role. A given per-
mission may be delegated by one level 
only. Revoking a delegated permission or 
disabling the delegating user’s role will 
result in revocation of the permission 
across all delegate user roles.

Effective use of roles enables a company 
to exercise a fine level of control over what 
user roles exist, what permissions each of 
them need and offers a level of assurance 
that their data management and security 
policy wishes are being carried out.

Permissions Management
The solution should provide default 

permission sets for company manager, 

loan officer, loan data contact and billing 
contact can be overridden by company-
defined permissions sets.

By default, a company manager has 
unfettered access to their office details, 
LOs and their details. If a parent com-
pany wishes to prevent branch managers 
from seeing LO details, for instance, 
they can define their own role with this 
and any other permission omitted. This 
scheme can be used to deliver client-
specific functions and content to only 
specific users with specific roles.

Permissions most notably take the 
form of a tabbed group of menu items 
at the top of each page. Each function or 
page of the system belongs to a group. 
The groups a user sees after login (the 
tabs near the top of each page) are a su-
perset of all groups they have access to a 
member function. Clicking or selecting a 
group or tab presents the user presented 
with all available functions in that group.

Permissions not only extend to being 
able to access a particular page (or func-
tion of solution) but also to individual 
features within a page. This is widely 
used throughout the system to enable (by 
default) read-only access to a particular 
page with optional additional permis-
sions to make the page editable. If you 

have the permission, the edit button ap-
pears and once clicked, the UI presents 
additional options and features that are 
otherwise hidden.

During manual/automatic role selec-
tion the system retrieves the user role’s 
current permission set and displays the 
available features/content based on the 
permission of that role.

If a user is logged in and permission 
has been granted, the function will ap-
pear on the menu. If a user is logged in 
and permission has been revoked, the 
available menu items are refreshed to 
reflect the updated permission set.

Individual functions may occasion-
ally be taken off-line for a short time to 
perform system maintenance. In this case 
the off-line function will appear in the 
menu with a strike-through and selecting 
it will yield a notification that the func-
tion is currently off-line and unavailable. 
Functions may also be highlighted on 
the menu to draw attention to new and 
important options.

It is not enough to just drive new busi-
ness to the point-of-sale in today’s lend-
ing environment; it is critical that it be 
done in a compliant manner.  The right 
marketing automation solution should 
deliver both. v
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