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y taking a step back to consider how much this industry has evolved, a fresh perspective on what it means
to be efficient and what it will take to maintain such a
level of efficiency emerges. To remain successful in the eyes
of the industry, and most importantly, the CFPB, stronger
partnerships must form to understand how to work with today’s consumers.
One day my grandfather received an urgent call from our
small-town bank. According to bank records, he had overdrawn his account. He had that business day to set things
straight — spending countless hours at a table comparing his
financial ledger to that of the bank’s. He almost lost his job,
because he really didn’t have approval to just leave the office
that day. Luckily he was able to prove there had been some
miscalculations.
My dad told me that story when I first joined the team at
eLynx. Having never known a time without the Internet, I
can admit it’s easy to take technological advancements for
granted. It seems like such a long time ago that consumers
were confined to doing what they needed within the bank’s
working hours. As my time in this industry has increased,
I’ve only continued to admire the forward progress this industry has made under such heavy regulatory scrutiny.
Think back to an amazing evolution in financial services
technology — a machine that allows you to get money from
your account — whenever and wherever you need it. Such
technological advancements have created invaluable avenues
for consumer empowerment. With help from the CFPB, the
pendulum will only continue to swing in their favor.
HERE’S WHERE WE ARE TODAY …
Financial institutions are continuously trying to keep up
with the myriad of current and incoming regulations. In fact,
by looking at over 3.4 million electronic and paper document
deliveries that passed through eLynx’s systems from 2009 to
2012, we can see just how expensive it’s become for banks to
run an operation. According to our data that encompasses 25
of the top 50 banks in the U.S., deliveries are up 86 percent
since RESPA took effect. We believe this to be caused by
TIL/GRE redraws. Furthermore, the number of closed loans
that require 11 or more packages during the fulfillment process has increased by a whopping 450 percent.

Yikes. So there’s even more documentation to wade
through and prepare, and there’s often extra fees tacked on
for resends. According to conservative estimates from our
fantastic data analyst, Patrick, there’s an increased cost of
$32 per loan — assuming paper delivery.
One thing I’ve learned in my short time in this space is that
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this is a resilient industry. These statistics above may seem
overbearing, but they most certainly can be improved in ways
that you might not have considered.
We recently attended Harland Financial Solution’s annual
conference, interacting with many of the 1,200-plus attendees. I wasn’t personally in attendance, but when I asked my
colleagues what they were hearing from the floor it was all
efficiency and compliance driven.
What about the consumer experience?
From further discussions it seemed like there was a clear
separation of thought between efficiency-driven improvement and consumer experience. That distinction really struck
me, because I see a tightly knit correlation between the two.
Lets look at the numbers.
IMPROVING CONSUMER EXPERIENCE
IMPROVES EFFICIENCY.
eLynx has found that consumers often get stuck around
some of the complex concepts — like authenticating identity
and consenting to receive documents electronically. Having
an educated representative facilitate a consumer’s initial interaction with the process can significantly streamline and aid
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the success of all future deliveries,
as well how positive an experience
the consumer will have.
To receive documents, consumers must authenticate their identity.
There are many methods used for
this authentication and there are
differences between different
methods and success. You can see
the ranges of success metrics for
various methods here: 84 percent
to 88 percent success rate using
Single Sign On (SSO); 68 percent
to 73 percent using multi-factor
authentication; and 68 percent to
86 percent using Knowledge Based
Authentication (KBA). Of course,
adoption success is highly related
to training and how the authentication is implemented. Again, how
clearly these specific points are
communicated and letting the consumers know what is expected can
drive a process forward — rather
than letting it get stuck.
For consent specifically, our
experience has demonstrated that
77.1 percent of consumers respond
positively with simplified, singlepage electronic consent to disclosure language. Only 55.5 percent
of consumers tend to act, when
presented with a more complex,
multiple-page or screen electronic
consent.
I can’t iterate how critical it is for
consumers to make it through these
two areas of the process successfully. By doing so there’s a high
certainty that the consumer will
complete and review all documents
electronically. By allowing consumers real-time access to sign the
application electronically, the level
of information being presented to
the consumer is more transparent.
Any corrections needed to improve
the quality of the transactions are
addressed quickly. When consumers are offered the ability to complete a transaction electronically,
they respond 74 percent of the
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time versus only 26 percent of the time when using paper-based
methods.
Absent some form of facilitation, successful electronic delivery averages about 48 percent, no better than the flip of a coin.
But when advance communication is designed into the experience, that rate goes up to 72 percent and we’ve reported up to 90
percent delivery success in best cases.
These simple adjustments in processes can drastically improve pull-through rates as well as shave days off the overall
process. They also help relieve consumer frustrations with the
duration of the process, communication difficulties and areas
where an inability to understand created unpleasant experiences. While eliminating a few days from the process might not
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seem like a lot, by simply removing a single day, we’ve found
banks can save nearly $250K per month. In addition, a recent
survey by the Carlisle & Gallagher Consulting Group found that
one-third of consumers are willing to pay more for a simplified
consumer experience.
IT’S TIME TO COME TOGETHER.
Technology can never replace the expertise of financial institution representatives. What I hope you’ve been able to see
through this data is that it’s really all about this synergy between
the people and the technology. That’s an intersection that hasn’t
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always been a focus and now needs to be. To gain true efficiency, financial institutions will not only have to know what
technologies and capabilities will benefit consumers, but also
how consumers are using those technologies.
It’s going to take objectively looking at data to improve the
consumer experience. Don’t assume anything. According to
Foresee’s “Financial Services Benchmark” study, 65 percent of
consumers who interacted with their financial institution on a
mobile device did so from the comfort of their own home. Only
18 percent accessed their financial institution’s site via mobile
while out and about and a mere 12 percent accessed the mobile
site from work. Data shows that the majority of mobile use is
actually pretty stationary. Based off this data, consumers are in
fact spending more time in the home environment and are in less
of a hurry — they can handle more information in the mobile
experience than what many financial institutions are currently
providing.
For mortgage specifically, financial institutions must realize
that as this industry has evolved with technology, the majority
of consumers are mostly interacting with their bank through the
technologies selected to streamline and automate the process.
There must be a constant feedback loop between the technology
providers that have access to technical knowledge on platforms,
consumption trends and process roadblocks; and the financial
institutions that have complex industry expertise and specific
strategic goals they want to reach. If that isn’t happening, then
the experience isn’t what it could be for the consumers. It’s
critical to empower consumers to navigate the mortgage process
with the necessary information and confidence, because it makes
the process faster and less costly for the financial institution.
Ultimately, financial institutions stuck in paper have limited
access to the necessary data to improve the experience. These
institutions can’t see where their consumers are struggling, how
much time is spent completing required tasks, as well as where
and how consumers are engaging with data and documents —
all the data that the CFPB is keenly interested in and is expecting financial institutions to be able to leverage to improve upon
today’s consumer experience. ❖
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