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INDUSTRY

EFFICIENCY

In an ever-changing world, 

industry thought leaders came 

together to discuss how lenders 

can succeed going forward.

At 
the request of the PROGRESS in Lending Lender 
Advisory Board, we launched the Lender’s 
Digital Marketplace one year ago. This offering 

is an online portal for lenders to search for qualified 
technology vendors to solve their problems without 
getting a bunch of junk back after doing a blind Internet 
search. It’s the first online solution selection engine for 
the lending industry. And boy do lenders have problems to 
solve these days. With the new QM rules going into effect 
in January and rising interest rates alone, the industry 
is in a state of flux. So, we gathered seven top lending 
technology experts that were early in making their 
services available on the Lender’s Digital Marketplace, 
to share their expertise here with you. Professionals 
from a la mode, inc., Data-Vision, eSignSystems, Fiserv, 
Mortgage Builder, NexLevel Advisors, and QuestSoft 
gathered to talk candidly about what lenders need to 
do in order to thrive these days. Here is their advice: 



Q: With rates rising and overall origina-
tions declining, how do lenders drive 
new business in this market?

RANDY SCHMIDT: You are correct in 
your statement that lenders are going 
to have to drive new business in this 
market. Refinances are waning and it’s 
been over 10 years since we have been 
in a purchase environment. But a lot of 
things have changed in those 10 years. 
The explosive growth of the Internet, 
smartphones, tablets and social media 
has changed the way that originators 
need to generate business. In the past, 
you just needed a network of referral 
partners such as attorneys and Realtors. 
Today you still need that network, but 
you must also have an effective online 
strategy. In order to be successful you 
need to be where the borrowers are, 
and today that means online.

JENNIFER MILLER: Lenders that made it 
through 2008 are not naïve to market 
changes and have probably anticipated 
the increase in rates. A proactive busi-
ness plan that effectively manages rep-
utational and compliance risks, builds 
new business and streamlines opera-
tions to reduce operating expenses will 
set lenders up for success in any chal-
lenging market. Fewer originations 
doesn’t necessarily mean no growth, 
since a lender can grow their market 
share even while overall originations 
decrease. But the key is to effectively 
manage your compliance and your 
public reputation.

LEONARD RYAN: I believe that this was a 

much easier question to answer in prior 
cycles. Nowadays, there are so many 
compliance rules and a new agency 
with massive regulatory power that is 
changing the dynamics in the middle 
of a market shift. While the CFPB says 
they just want lenders to make loans 
that benefit the consumer, in reality I 
don’t think many of our 1,700 lender 
customers believe, as lenders, that they 
can be creative since the rules of how to 
be a good lender are still being tweaked. 
However, for those companies that can 
hold on past January 10, 2014, I do 
believe there is a tremendous pent-up 
demand of first-time homebuyers that 
will eventually oil the entire purchase 
machine. I am very optimistic for 2014, 
but I worry for lenders until the new 
rules are stabilized.

KELLI HIMEBAUGH: Lenders need to 
employ tools instead of just doing rate 
comparisons to drive new business 
in this market. With rental costs ris-
ing quickly due to increased demand 
and reduced supply, especially in the 
single-family home market, buying is 
attractive to many. One key area for 
lenders to pay close attention to is lead 
management and CRM. Lenders should 
use the excellent tools available now to 
present attractive scenarios to qualified 
buyers. At the same time, for borrowers 
that are marginal within today’s tight 
qualifying parameters, some of these 
tools can help prospective borrowers 
manage their debt pictures to improve 
credit scores in order to qualify. Further, 
finding the right programs using front 
end tools can move them into programs 

that require lower down payments or 
that are more flexible with ratios, like 
many FHA programs. The borrowers 
are out there and eager to become own-
ers, but they need assistance in educat-
ing themselves from originators whose 
efforts are augmented by good technol-
ogy tools, many of which can be found 
right in the LOS.

MICHAEL HAMMOND: Lenders must 
focus on ways to engage prospective 
borrowers. It starts with being able 
to differentiate themselves and their 
products from the competition. Lend-
ers need to engage their prospects, 
which means they need to be where 
their prospects are (i.e. online, social 
networks, etc). It also requires lenders 
to make the shift from a refi market to 
a purchase market. That requires them 
to enhance their referral partners with 
individuals such as real estate agents, 
attorneys, etc. Centralized market-
ing automation can play a key role in 
consistently and compliantly reaching 
referrals partners.

KELLY PURCELL: No. 1, having a solid 
online presence will be instrumental in 
driving new business. All the numbers 
continue to support the fact that a grow-
ing number of consumers are searching 
and applying for a mortgage online. 
Any lender that has a national presence 
also has the ability to focus geographi-
cally on where home building is on the 
rise, giving those lenders the ability to 
amp up their originating efforts in those 
areas. We’re also seeing the comeback 
of the ARM. There are some creative 

I believe the long-term winners will be those companies that go the extra mile to take 
these very complicated rules and make their solutions simple. It is very time consuming to 
make software simple and many vendors stop short.
Leonard Ryan, QuestSoft

Nothing is more important than creating a positive impression on users, in our opinion. When you cre-
ate “raving fans,” the word gets around, particularly among relatively close business communities.
Kelli Himebaugh, Mortgage Builder

What will determine the long-term industry winners?



products coming back that will help 
lenders drive new business, as well. 
And of course, operational efficiency is 
critical. Every lender is trying to better 
manage the cost per loan by improving 
their workflows through automation. 
And if they’re not, they should be.

TERRI GILLESPIE: Over the last several 
years, we have all seen peaks and val-
leys in mortgage lending. The product 
mix has changed drastically, and roller 
coaster changes in both refinances and 
purchase loans have caused volatility 

in technology offerings and staff re-
sources, for sure. Some of our newest 
lending clients are seeing the benefit 
in scaling their LOS investment and 
resources. Especially in the shrinking 
market, consolidating loan production 
and management across origination 
channels and departments provides a 
clearer picture of your financial posi-
tion and customer opportunity. Many 
lenders are leaning more heavily on the 
workflow in their technology applica-
tions to help gain efficiencies. Finding 
ways to streamline application and 
underwriting, meet borrower expecta-
tions and simplify document exchange 
and compliance requirements allows 
for quicker turn-around time, which 
means they can originate more loans 

more quickly. In addition, when lend-
ers gain efficiency in day-to-day opera-
tions, they can leverage their staff more 
effectively towards new business mar-
keting and overall customer service.

Q: With the influx of new rules and 
regulation, how do lenders stay up to 
date and drive compliance?

RANDY SCHMIDT: Automation. With all 
of the new rules and regulations, lend-
ers have to rely on automating their 
compliance areas. There are a number 

of valuable products on the market that 
allow a lender to validate their data and 
make sure that everything is in compli-
ance. But in order for this to work, all 
of the data needs to be in electronic 
form. Starting with electronic data at 
the point of origination makes these 
products much more effective.

LEONARD RYAN: Most lenders have ex-
panded their compliance departments 
threefold or more in the past two years. 
Penalties for non-compliance are so se-
vere today. The emphasis of the CFPB 
is that not one consumer should be mis-
treated and, if done, the company takes 
financial responsibility to set it right no 
matter the cost. So there is only one so-
lution: Automate the compliance work-

flow with PRE-FUNDING compliance 
to catch outliers and errors before the 
loan is funded.   

Lenders simply don’t have the 
bandwidth anymore to educate them-
selves on every rule and implement 
new processes for the most up-to-date 
regulations. Businesses that can auto-
matically scan and handle compliance 
checks will ultimately enable their 
staffs with more time to spend working 
on the few loans that get flagged for 
further review.  Instead of hiring more 
compliance officers, lenders should 

hire compliance software companies 
and hold them to the high standards 
that they do for their compliance team. 

TERRI GILLESPIE: Lenders have the 
ultimate responsibility for regulatory 
compliance. As new regulations and 
rules have been launched, the scope, 
complexity, and operational impact for 
both originating and servicing loans 
have exponentially grown. This new 
lending environment has spawned ev-
erything from the creation of the Chief 
Risk Officer and similar positions, to 
compliance committees and expanded 
internal loan review groups.

Within the fabric of lending compli-
ance, both credit grantors and servicers 
have relied heavily on technology 

User experience should be a primary concern of every lender. A borrower’s positive or 
negative experience with you will carry forward and influence the decisions of others 
more than ever before.
Randy Schmidt, Data-Vision

User experience is a critical differentiator. Innovative features can easily be copied by other technology 
providers, but overall user experience and the impression your technology gives to your customer is 
unique to your company. 
Jennifer Miller, a la mode, inc.

How can offering a better user experience lead to increased revenue?



solutions to reduce the operational bur-
den. Origination solutions that contain 
accurate calculations, warranted state-
specific documents, approved disclo-
sures, and workflow enforcement assure 
that lenders will achieve compliance 
effectively in those areas. Servicing 
technology that offers a wide range of 
confidential data management, client 
notifications & disclosures, rules-based 
workflow, and accurate accounting all 
contribute to regulatory compliance as 
well. Finally, being in touch with the 
growing community of third-party reg-
ulatory resources that offer continuous 
information, interpretation, and clari-
fication of new rules and regulations 
should be an integral part of a lender’s 
compliance and overall data governance 
initiatives.

KELLI HIMEBAUGH: There is understand-
able confusion over QM rules, with 
many specifics still being clarified for 
January implementation. When deci-
sions are made and inclusions become 
clearer, loan officers and others in 
lenders’ shops will need to be able to 

explain everything well. The LOS will 
help move this process along through 
its workflow and file structure. There is 
expected to be little if any tolerance for 
differences between GFEs and closing 
statements, for example, and precision 
is therefore critical.  Lenders, LOS 
providers and Title/Escrow companies 
must step up to prevent costly mistakes 
and penalties. CFPB and local authori-
ties will be watching closely as QM is 
implemented and they’ll be listening 
well to consumer complaints of process 
disparities. Lenders need to access their 
available resources, notably their ven-
dors, to stay current and compliant.

MICHAEL HAMMOND: In today’s market, 
it is an extremely daunting task for lend-
ers to individually keep up with the con-
stantly changing rules and regulations. 

Therefore, to ease the burden, lenders 
need to partner strategically with com-
pliance experts that have the time, skill, 
and resources to constantly monitor the 
market for changes, and more impor-
tantly provide key insights into what the 
ramifications of these changes are. This 

will provide the lender with in-depth in-
formation that will allow them to make 
informed decisions, and stay ahead of 
the competition.

JENNIFER MILLER: Change is the only 
constant, so lenders who build systems 
and processes, which allow them to 
quickly respond to regulations and mar-
ket challenges are going to be very suc-
cessful. Instead of chasing compliance 
with the latest regulation in a string of 
hundreds, make sure your infrastructure 
is flexible, agile, and built on modern 
technology. If it is, you will be armed 
to effectively manage frequent changes 
by simply adjusting software settings 
rather than retraining staff. If agility and 
flexibility is your competitive strength, 
change is actually welcome since you’ll 
outshine competitors every time.

KELLY PURCELL: Lenders don’t drive 
compliance, they have to adhere to 
compliance. Lenders need a good com-
pliance partner. If you have the resourc-
es to handle compliance in-house that’s 
fine, but a lot of companies just don’t 
have that expertise in- house. For every-

You are going to see the position of  Chief  User Experience officer arise. You have to keep your eye on 
the user experience. If  lenders are going to stay competitive, they have to be laser focused on user 
experience. 
Kelly Purcell, eSignSystems

Thought has to be given to your client’s overall experience, from beginning to end. How users interact 
with your product or service vary and therefore, the user experience  needs to be dynamic and flexible. 
Michael Hammond, NexLevel Advisors

Reducing the time and enhancing the experience for the customer can differentiate one lender over another. 
Keeping pace with those expectations has required fundamental change in the way lenders do business.
Terri Gillespie, Fiserv

How can lenders differentiate these days?



one else, choosing the right compliance 
partner will be critical. When looking 
for a compliance partner, I advise lend-
ers to look at those companies where 
compliance is a core competency. Also, 
lenders need to look at how successful 
their compliance partner has been in 
marrying compliance with the latest 
technology. Ask that partner: How 
automated and auditable is the compli-
ance piece that you’re providing?

Q: With the cost to originate a loan on 
the rise, how do lenders drive efficiency 
to remain competitive?

KELLI HIMEBAUGH: The best way is 
to reduce costs for things that lenders 
can control, which typically includes 
items done within their own shops. 
Automation can drive efficiency, but 
it needs user cooperation to operate at 
its best. For example, the LOS system 
may have a great paperless document 
management engine available, but are 
people still printing out documents so 
they can touch and feel them rather 
than viewing them onscreen because 
they’re not accustomed to doing so? 
This happens more often than many 
might realize, and represents a cost that 
directly affects the bottom line. An-
other is in leveraging Web portals and 
mobile devices that can reduce costs 
associated with borrower questions 
that impact loan officer and processor 
time. For lenders that service loans, 
there are dozens of places where inef-
ficiencies lurk, such as in compliance 
tracking and audit fulfillment, all the 
way through to mail house services. 
Having the right technology partner 
can help streamline workflow and in-
crease efficiency.

TERRI GILLESPIE: Executives at lending 
organizations need to realize that lag-
ging technology causes organizational 
inefficiencies and higher operational 
costs. For instance, IT budgets can 
quickly be eaten up on maintenance 
and compliance initiatives, with little 
left over for new services or capabili-
ties. Supporting and trying to integrate 
multiple origination software appli-
cations creates redundancies in both 
processes and in staffing. Lenders 

can’t afford to have such a fragmented 
business model. It’s just not sustain-
able, especially when margins are so 
thin to begin with. If an organization 
is using different software systems 
to originate mortgages and consumer 
loans, for instance, those systems may 
follow entirely different processes and 
procedures or trigger inconsistent deci-
sioning. These inefficiencies alone can 
lengthen the loan origination process 
as well as severely limit collaboration 
on an enterprise scale. In an environ-
ment where customers expect “right 
now” loan options, approvals and 
documentation, lenders are behind the 
eight ball if they aren’t responsive. 
Paper-free lending solutions also add 
convenience, efficiency, and security 
to business processes. Electronic docu-
ment exchange and e-delivery with 
e-signature capabilities greatly stream-
line the document management pro-
cesses associated with disclosures and 
closings. The more those steps can be 
integrated within the LOS, the easier it 
is to meet compliance requirements.

RANDY SCHMIDT: Part of having an ef-
fective online strategy is not only to 
reach out to borrowers online, but to 
give them the tools they need to make 
an effective buying decision. By al-
lowing the borrowers to do some of 
their own research, fill out their own 
prequalification and application, check 
the status of their loan, review their 
loan documents online and otherwise 
communicate with their loan officer 
directly from their smartphones, lend-
ers are seeing dramatic increases in 
efficiency. With the help of an online 
channel, originators are easily able to 
handle higher volumes.

JENNIFER MILLER: Efficiency in the 
loan cycle must be driven by the ex-
ecutive management team down the 
hierarchy, but there are so many places 
in the cycle where we can reduce costs 
and lower risk. Appraisal operations 
and appraisal QC is just one example 
where we’ve seen lenders dramatically 
reduce costs while also increasing qual-
ity. Executive management have many 
opportunities throughout the loan cycle 
to do this, with the end result being 

higher profits and higher quality.

KELLY PURCELL: First off, the lender 
must have an elegant user experience, 
starting from the very first communica-
tion with that borrower. If a lender is 
still using paper upfront, they really 
need to move into the here and now. 
There are a lot of proven applications 
and platforms that can help lenders 
go paperless in part even if you are 
not doing a complete paperless mort-
gage. It really goes back to improving 
the internal process from when that 
borrower is still a lead, all the way 
through to servicing. Creative market-
ing through social media can also drive 
efficiency. Interacting on social media 
is both inexpensive and you are getting 
direct feedback on your overall busi-
ness, which is something that every 
business needs to progress. If you think 
about it, the borrower will provide 
instant feedback on their experience 
with your company, which will enable 
you to make necessary changes. Those 
changes will surely help you remain 
competitive and efficient, as well.

LEONARD RYAN: Again, there is only 
one answer: automation. Lenders can 
increase efficiency, guarantee compli-
ance and streamline business processes 
by automating as much of the origi-
nation process as possible. There are 
good systems that scour all loan files 
in under one minute. More importantly, 
lenders must drive ways to have auto-
mation run multiple functions simul-
taneously, removing bottlenecks from 
the origination and closing process.

MICHAEL HAMMOND: Technology and 
automation can be a great enabler for 
driving efficiency within the organiza-
tion. The key is not just implementing 
technology for technology’s sake, but 
to strategically take the time to under-
stand current processes and looking for 
ways to gain process improvements. 
That requires getting input from front 
line individuals, and also challeng-
ing the status quo (i.e. doing things 
because that’s how we always have). 
People need to be empowered to ques-
tion: Is there a better and more efficient 
way? 



1. It can help you increase customer satisfaction.
A national mortgage default management company was sending a high 
number of  loan modification packages via Fedex to the borrower, but the 
company was not receiving them back. Upon implementing eSignSystems’ 
SmartSAFE solution, which enables eDelivery, eSignature and eRetention 
capabilities, the company was able to increase the conversion rate from 
application to closing by 15%, decrease its loan modification processing 
time from what was weeks to just hours, and drastically reduce its Fedex 
expense, all at the same time. The company also experienced an increase 
in its customer satisfaction rating by approximately 18%.

7. It can help you reduce the cost to originate.
A large mortgage banker needed to reduce costs and improve the bottom 
line in order to stay competitive in their hotly contested regional market. 
A user of  Architect by Mortgage Builder, the company elected to try going 
paperless with Architect’s electronic document management module, 
Blueprint. Blueprint replaced virtually all of  their paper use, making it 
possible to trim over $150 per file processed, according to their detailed 
cost analysis. Management decided that these savings were best used in 
the marketing budget, improving penetration and messaging. Next, they are 
deploying Mortgage Builder’s LoanXEngine to maximize leads and CRM for 
an added marketing boost.

6. It can help you differentiate.
A leading technology vendor was tired of  blending in. It is becoming 
more difficult to differentiate between competing companies. Products 
are becoming increasingly similar and buzz words used by companies 
are creating noise that blurs the lines of  differentiation. This means a 
company’s unique branding will become a significant factor in making 
the choice between one company and another. NexLevel developed a 
brand strategy for the client in question. The new brand distinguished the 
company from its competitors, conveyed its value to the target audience 
and increased the number of demonstrations by 70%. The company saw a 
revenue increase of over 25%.

5. It can help you grow your volume.
A leading credit union in Michigan was looking to grow its lending  
channel in today’s highly competitive marketplace. They decided that to 
stay competitive, they needed to develop their online lending channel. 
It was critical to have a presence where their potential borrowers are, 
which is often online. Data-Vision the industry’s most trusted source 
for online lending, implemented its award winning LoanQuoter solution 
at the credit union. In the first month alone, applications grew by over 
120% with pre-qualifications more then doubling. This trend is continu-
ing as these loans are closing, leading to significant loan growth.

4. It can give you gain a competitive advantage.
When a successful mortgage banker expanded its business to include loan 
servicing, it acquired another bank’s traditional servicing operation. With the 
goal of  modernizing the servicing platform to improve efficiency and reduce 
costs, the mortgage company adopted LoanComplete from Fiserv. The solution 
enabled the company to automate loan onboarding, and work completely on an 
exception-only process. In the initial deployment, the lender avoided adding 
several dozen FTEs and anticipates an ROI that more than justifies the annual 
cost. The platform rollout to full production will take 8 weeks, compared to an 
average of 18 months on previous rollouts. The company believes the Loan-
Complete platform will provide a true competitive advantage. 

3. It can help you shorten turn times.
Sierra Pacific Mortgage wanted a compliant appraisal platform that enabled 
customers to place orders directly to appraisers, as well as to approved AMCs. 
Mercury Network’s Enterprise Vendor Framework was deployed and gives Sierra 
Pacific customers the ability to compliantly manage their appraisal operations 
without manual data re-entry since all data is transferred from the LOS. The new 
Web-based software integration empowers all Sierra Pacific origination channels 
to streamline appraisal ordering, receive higher quality appraisals with shorter 
turn times, and provides security measures for enhanced company-wide compli-
ance with appraiser independence regulations.

2. It can help you maintain compliance.
A leading Midwest independent bank purchased QuestSoft’s automated 
and intuitive HMDA RELIEF and CRA RELIEF software in order to simplify 
compliance and streamline processes for HMDA and CRA submissions. The 
software enabled the bank’s staff  to easily import, export and submit data, 
reducing processing and submission times. Bank employees went from 
spending three days preparing reports using manual software, to complet-
ing all of  the required reports in just a couple of  hours. This improved the 
bank’s accuracy and eliminated the headaches spent on data compilation 
and submission – ultimately saving the bank time and money. 

7 Ways That Technology Can Benefit Your Business 

Right Now


