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The Shifting Landscape

According to STRATMOR Group’s Senior Partner Nicole Yung, mortgage technol-
ogy is changing. These observations were recorded in the firm’s 2017 Technology 
Insight Survey (TIS). Over the past three years, the TIS has become the mortgage 

industry’s go-to reference for unvarnished peer views on major commercial-off-the-shelf 
(COTS) loan origination systems (LOSs) relating to market share, overall satisfaction, 
functional performance, implementation experience and more. 

However, as Yung explained, while still an invaluable resource for LOS intelligence, the 
2017 TIS has expanded to become a broad-based mortgage technology survey. “While there 
have been many significant advances in mortgage technology over the years, most of were 
focused on improving lender processes and productivity, not on fundamentally changing 
the borrower’s experience,” said Yung. 

“But, as the publicity surrounding Quicken’s Rocket Mortgage and the Agencies’ stated 
commitment to Day 1 Certainty attests to, Digital Mortgage (DM) may well be a game 
changer that no lender can afford to ignore. Recognizing this, STRATMOR has expanded 
our TIS survey to include an entire new section addressing lender adoption of Digital 
Mortgage technology.”

So, how is the mortgage technology landscape changing? “Today, we are in the midst of a 
technological shift that is fostering this new competitive paradigm, one that is driving how a 
consumer gets a mortgage and how a lender gets to the consumer. While most lenders think 
of DM solely in terms of the ‘how’ of customer interaction, STRATMOR’s functional view 
of DM extends to how a lender uses consumer/borrower data in its marketing activities. In 
this ‘sea-change’ environment, getting the right technology - and using it in the right ways 
- takes on special importance,” answered Yung. 

“The new 2017 TIS is the only independent industry technology survey gathering crucial 
data on lenders’ experiences with their LOS and other origination systems in the context of 
DM as well as more traditional lending operations. At STRATMOR we view the TIS and 
report not so much as a product, but as an essential industry utility. It can only continue to 
serve this purpose if lenders participate, whether or not they buy the detailed TIS report.”

Any resource that can help lenders better understand technology is welcome in my view. v
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Your Voice

There’s a new generation in town and it’s 
one that employers better get ready for, 
because it’s 23 million strong and will be 

flooding the workforce by the end of the decade.
Ladies and gentlemen, meet Generation Z; a 

confidence-filled group that doesn’t want to miss 
a thing, has the shortest attention span of any gen-
eration and isn’t quite as open as its predecessors 
– the millennials – from whom they learned that 
not everything needs to be shared online. 

If you try to treat those in Generation Z (born in 
the mid to late ‘90s, mostly to Generation X par-
ents) like you treated Millennials (born in the early 
‘80s to mid ‘90s, mostly to Baby Boomer parents), 
it will backfire on you. This generation is unique. 
And now they are starting to enter the workforce.

Due to my role at College Works Painting, 
which offers internships that help undergradu-
ate students gain real-life business management 
experience, I have gained a first-hand look at both 
the Millennials and Generation Z. And there cer-
tainly are differences between the two, such as:

>>According to best selling author and gen-
erations expert David Stillman, you won’t find 
those in Generation Z frequenting Facebook or 
Twitter as much as their predecessors. Keenly 
aware of software monitoring, they are more like-
ly to share their worlds on apps such as Snapchat 
or Instagram. Often dubbed Digital Natives, 
Millennials are much more likely to share their 
lives in the open on platforms such as Facebook.

>>Being culturally connected is more impor-
tant to those in Generation Z than to Millennials, 
with many more Gen Zers suffering from FOMO 
(Fear of Missing Out) than Millennials.

>>Stewart doesn’t see this as a hard and fast 
rule and says the experience Generation Z em-
ployees have at College Works Painting – and 
the impact they pride themselves on having – is 
much the opposite of FOMO. An example that 

Stewart says other companies can follow.
>>Those in Generation Z have grown up with 

smart phones, tablets, 3-D, 4-D and 360-degree 
photography just to name a few of their norms. 
According to Stillman, keeping the attention of a 
Gen Zer is harder than ever. Their average atten-
tion span is eight seconds, compared to the 12-sec-
ond attention span of Millennials.  Millennials 
are driven to succeed by helicopter parents who 
watch their every move, while Generation Z finds 
encouragement from parents who encourage 
independent thinking, want them to achieve on 
their own and are fed up with not receiving equal 
pay for equal success at work.

>>According to Forbes, social entrepreneurship 
is important to Generation Z, a group that is driven 
to volunteer and choose a career in which they can 
make a difference. On the other hand, there are 
those who hope the Millennials will become more 
civic-minded as they grow older, but it’s some-
thing that hasn’t been witnessed as of yet.

>>Generation Z children were raised in 
classrooms that focused on diversity and col-
laboration. Despite this fact, they tend to be more 
private than Millennials, perhaps as a result of 
seeing many of the downfalls of previous genera-
tions in the Great Recession.

>>Because those who are part of Generation Z 
feel pressure to gain corporate experience early, 
they are competing with Millennials who are 
more likely to wait to gain that same type of ex-
perience. The good news for Millennials, who are 
more likely to chase jobs in the corporate world, 
is that 72 percent of those in Generation Z wish 
to take what they learn and apply it to their own 
business, versus 64 percent of Millennials who 
have the same goal.

Future employers in the mortgage industry 
need to understand these facts as this generation 
comes of age. v

A New Generation
Here are 7 differences between Generation Z and Millennials as 
they enter the workforce: 

By Matt Stewart

Matt Stewart is co-founder of College Works Painting (www.collegeworks.com), which provides 
real-world business experience for thousands of college students each year. The award-winning 
program also offers high-quality house-painting services for homeowners.
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Recovery Tips

Mobile homes by specific definition have 
always presented a challenge in the tax 
service industry due to the fact they are, 

well, mobile. Webster’s definition of a mobile 
home is “a dwelling structure built on a steel chas-
sis and fitted with wheels that are intended to be 
hauled to a usually permanent site. Sometimes 
they are referred to as manufactured homes. They 
are different from modular homes, which are pre-
cut but assemble on a particular site. 

Mobile or manufactured homes are usually 
purchased very similarly to how you would pur-
chase an automobile, boat or camper.  A mobile 
home dealer has inventory on a lot, a buyer makes 
a selection, and the mobile home is then moved to 
the location where it will reside, either in a mobile 
home park or on a private piece of property.  If 
placed on personal property, it can still be taxed as 
real property if permanently attached (home/land 
loan) or as personal property (chattel loan).  

Fannie Mae and Freddie Mac have an-
nounced that they are going to support the mar-
ket for chattel loans on manufactured housing. 
This is happening because according to the U.S. 
Census, the average price of a manufactured 
house today is about $70,000 compared with 
$350,000 for a site-built home.  Fannie Mae and 
Freddie Mac’s principle mission remains that of 
meeting the housing finance needs of low- and 
moderate-income households. Their big ques-
tion is how to provide financing for manufac-
tured housing without incurring excessive risk. 

There tends to be high loss rates because 
value tends to decline over time, especially if 
the collateral does not include the land which 
accounts for a large part of the price apprecia-
tion.  Also, if on rented land the owner is at the 
mercy of the landowner that may decide to raise 
rents or sell the property for other uses, this then 
requires the manufactured home to be moved.  
The third point in impact value of manufactured 
home is that they tend to be vulnerable to natural 

disasters.  In 1992 Hurricane Andrew destroyed 
almost all the manufactured homes in its path, 
this compares to about one third of the houses 
built on site. Despite the three points that create 
increased high loss rates, manufactured housing 
can support the shortage of affordable housing. 
Federal Housing Finance Agency (FHFA) indi-
cated that the percentage of new manufactured 
homes titled as chattel increased from 67 per-
cent in 2009 to 80 percent in 2015.

This is the first hurdle for effectively servic-
ing taxes on mobile homes, determining where 
the mobile home will be located. Usually when 
the original mortgage is secured a location is 
established. However, while the towing hitch, 
axles and wheels can be removed and the mo-
bile home connected to utilities and placed on 
a foundation, the utilities can be disconnected, 
hitch, axles and wheels are reinstalled and that 
mobile home can be moved to another location. 
Sometimes the proper paperwork is registered 
and a moving permit is secured, other times 
that is not the case and the mobile home hits the 
road and finding its new location can be very 
challenging for lenders and servicers.

Taxing jurisdictions throughout the United 
States have varying rules/regulations pertaining 
to mobile homes so it is very important to be 
knowledgeable of the ones that pertain to where 
your mobile home is going to be located.  

If you are successful in accomplishing the 
first hurdle of determining the location, the sec-
ond challenge is to determine how the mobile 

A New Servicing Dilemma
Mobile homes present a number of unique challenges in 
comparison to a stick built home. Here are just some of 
the issues:

By  Fred Holstein

Fannie Mae and Freddie 
Mac have announced that 
they are going to support 
the market for chattel loans 
on manufactured housing.
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home is assessed and taxed. Is it carried by the tax 
jurisdiction as a personal property, treated as real 
property or licensed by a motor vehicle office?  

Does your obligation specify only the mobile 
home or do you have a land/home loan?  Ownership 
interests in the mobile home and land must be the 
same to be assessed for ad valorem (assessed value) 
tax purposes. If the mobile home is placed on non-
borrower owned land, it would not be subject to as-
sessment as real property. While some jurisdictions 
will tax the mobile home on the same bill as the land 
if the owner of land and mobile home are the same; 
some jurisdictions make it an option if the owner 
wants to have them taxed separately.

As an example of personal property assessment, 
most mobile homes in New York are placed in mo-
bile home parks, the assumption is that they are on 
rented/leased land. This assumption could result 
in taxes not being paid if the homeowner applies/
qualifies for an exemption beyond the basic STAR 
exemption (exemption from school property taxes 
for owner-occupied, primary residences), then the 
mobile home can be taxed separately from the mo-
bile home park and the homeowner is responsible for 
a real property tax bill. Some servicing companies 
require a “Mobile Home Park Acceptance Letter” 
for New York. This document indicates whether the 
park manager or the tenant is responsible for their 
mobile home taxes.  

If you have a chattel loan; you probably do not 
want to pay on the land unless the mobile home is 
assessed with the land. However because of taxa-
tion laws, you may be forced to escrow for the land 
as well if that is the way the mobile home is as-
sessed according to the taxing jurisdiction and their 
requirements. In many cases, the payment of taxes 
for a mobile home that is considered personal prop-
erty will have both a collection period different than 
what real property will have and also the same for 
the assessment period. Depending on the timing of 
the loan; the mobile home may not show on the as-
sessment books for a number of months.   

Texas will carry the mobile home together with 
the land (assessed and taxes as real property) if a 
statement of ownership and location for the home 
reflects the owner as electing to treat the mobile 
home as real property and a certified copy of the 
statement of ownership and location has been filed 
in the real property records in the county which 
the mobile home is located in. Some jurisdictions 

taxation of the mobile home with the land only 
applies if the title has been purged/eliminated or a 
“Certificate of Permanent location” has been filed, 
otherwise they are taxed separately.

In Florida, if the manufactured home is placed 
in a mobile home park, it is assessed through the 
DMV. If the homeowner is purchasing a plot of 
land in the mobile home park, it will be assessed 
with the land as real property. But in the first year 
of placement, until the first assessment date, the 
mobile home will be taxed through the DMV reg-
istration regardless of whether or not it is going on 
the borrower owned land.

To further complicate the subject are the nuances 
of how each scenario is assessed.  Assessment tim-
ing can also vary by state. It is critical that the ser-
vicer is aware when a mobile home will be on the 
assessment roll for the upcoming tax cycle. There 
are some states such as Pennsylvania, Louisiana, 
Georgia and Mississippi that can assess a mobile 
home at any time. This can result in an interim tax 
bill being sent to the mobile home owners within 
90 days of placement. If the mobile home is treated 
as real property (considered an improvement on the 
land), the taxation piece is very simple, the taxes fall 
in line with the normal collection period for other 
real properties you are servicing.  

In Illinois, mobile homes are billed under a 
“Mobile Home Privilege Tax.” The computation 
of mobile home tax also can differ from real estate 
tax. Tax bills can be issued to mobile home owners 
based on the age and square footage of the mobile 
home. This can even include values for appendages 
such as carports or porches.    

Most jurisdictions do not have mobile home infor-
mation on their websites or make it easily accessible 
to lenders or servicers. Determining all of the above 
usually requires contact with specific assessment and 
taxing departments across the country to ensure you 
obtain accurate information for the loan. California 
does have their HCD website which allows you to see 
the decal number/registration status for mobile homes 
in that state, also Texas TDHCA website will allow 
you to search for mobile homes titled in that state.  

Mobile homes present a number of unique chal-
lenges in comparison to a stick built home. Knowing 
the location of your mobile home and the taxing ju-
risdictions procedures/requirements will go a long 
way in successfully servicing your mobile home 
loans as well as reducing risk of property loss. v

Fred R. Holstein is Vice President and National Tax Setup Manager for LERETA LLC, a provider of tax and 
flood services to the Mortgage Industry. He can be reached at fholstein@lereta.com. Since 1986, LERETA 
has provided the mortgage and insurance industries the fastest, most accurate and complete access to 
property tax data and flood hazard status information across the U.S. LERETA is committed to giving 
customers extraordinary service and cost-effective property tax and flood solutions. LERETA’s services 
are designed to increase efficiency, reduce penalties and liabilities and improve processes for mortgage 
originators and servicers.





ATTOM Data Solutions has released its Q2 2017 Pre-
Mover Housing Index, which shows that the mar-
kets with the highest pre-mover indices during the 

second quarter — predictive of strong sales activity in the 
third quarter — were Colorado Springs, Colorado; Chicago, 
Illinois; Washington, D.C.; Reno, Nevada; and Lexington, 
Kentucky.

Using data collected from purchase loan applications 
on residential real estate transactions, the ATTOM Data 
Solutions Pre-Mover Housing Index is based on the ratio 
of homes with a “pre-mover” flag during a quarter to total 
homes in a given geography, indexed off the national aver-
age. An index above 100 is above the national average and 
indicates an above-average ratio of homes that will likely 
be sold in the next 30 to 90 days in a given market (see full 
methodology below).

The top five markets — among 122 total metro areas 
analyzed for the report — all posted a pre-mover index 
above 200, or twice the national average. Other markets in 
the top 10 for highest pre-mover index in the second quar-
ter were Tampa-St. Petersburg, Florida (198); Kingsport-
Bristol, Tennessee (195); Lancaster, Pennsylvania (191); 
Jacksonville, Florida (189); and Charleston, South Carolina 
(188).

Among the same 122 metro areas analyzed for the report, 
those with the lowest pre-mover indices in the second quar-
ter were San Francisco, California (31); Rochester, New 
York (32); Honolulu, Hawaii (36); Providence, Rhode Island 
(44); and Grand Rapids, Michigan (46).

“Markets with a healthy mix of access to good jobs and 
relatively affordable housing attracted the most interest from 
pre-movers in the second quarter, a harbinger of strong home 
sales activity in the third quarter,” said Daren Blomquist, se-
nior vice president at ATTOM Data Solutions. “Meanwhile 
in some of the nation’s hottest housing markets, there was 
more pre-mover interest in outlying counties further away 
from jobs but with more affordable homes to purchase. We 
see this pattern playing out in places like Denver, New York, 
Seattle, and Southern California.”

“With increased equity positions across Southern 

California, we have noticed an increasing phenomenon of 
the use of reverse mortgages, as well as increasing inven-
tory of single family home rentals,” said Michael Mahon, 
president at First Team Real Estate, covering the Southern 
California housing market. “Consumers are leveraging home 
equity into cash for retirement, as well as investment returns, 
in purchases such as single family home rentals.”

Using data collected from purchase loan applications 
on residential real estate transactions, the ATTOM Data 
Solutions Pre-Mover Housing Index is based on the ratio of 
homes with a “pre-mover” flag to total homes in a given ge-
ography, indexed off the national average. Any index above 
100 is above the national average and indicates an above-
average ratio of homes that will likely be sold in the next 
30 to 90 days in a given market. Historical pre-mover data 
going back to Q1 2014 shows that 59 percent of homes with 
a pre-mover flag sell within 30 days of the estimated loan 
settlement date that is provided in the pre-mover data, and 
76 percent sell within 90 days of that settlement date. v

MArket Pulse

Where Are  
Homebuyers Flocking?





Process Improvement

There has been much talk about the digital 
mortgage. Many view the digital mortgage 
as a more seamless, customer-friendly, all 

electronic point-of-sale. To this end, we have seen 
a lot of new entrants to the POS market. However, a 
true digital mortgage goes beyond the POS, it spans 
the whole lifecycle of a mortgage.

To enable lenders to mover toward this “total” 
digital mortgage, we have seen a lot of mergers and 
acquisitions with this goal in mind. For example, 
Optimal Blue, operator of an industry-specific digi-
tal marketplace and provider of secondary marketing 
solutions, announced today acquired Comergence 
Compliance.

Why did they do that? Comergence is a provider 

of third-party oversight solutions for the mortgage 
industry. Founded in 2008, Comergence provides an 
array of third-party originator (TPO), appraiser, and 
social media risk management solutions that verify 
third-party compliance in real-time, a capability 
unmatched in the industry. Comergence has been 
widely recognized by the industry for its innovations 
in due diligence automation and ongoing surveil-
lance services.

“We are thrilled to welcome Comergence to the 
Optimal Blue family and we are looking forward to 
extending their network management platform to 
our customers,” said Scott Happ, CEO of Optimal 
Blue. “Comergence solutions help build trust and 
confidence among marketplace participants by veri-
fying third-party compliance in real-time, a capabil-
ity unmatched in the industry.”

“We provide the best due diligence and ongoing 
surveillance services in the industry,” noted Greg 
Schroeder, President of Comergence. “We believe 
that by being part of Optimal Blue we can bring the 
benefits of our technology and expertise to an even 
larger segment of the mortgage marketplace.”

Michael Stallings, Executive Vice President of 
Comergence said, “Recent Comergence innova-
tions, including an analytics tool to help account 
executives identify new TPO opportunities and a 
breakthrough solution for social media risk monitor-
ing, strongly complement Optimal Blue’s existing 
product offering.”

“Optimal Blue and Comergence are well-
aligned around our principal mission of facilitating 
transactions between buyers and sellers of loans,” 
added Scott Happ. “We are very pleased that Greg, 
Michael, and the entire Comergence team will be 
joining Optimal Blue as we execute our shared 
growth plans.”

Al in all, Optimal Blue is looking to provide a 

more “total” digital mortgage and they are not alone. 
Fiserv acquired the assets of PCLender, LLC, a pro-
vider of internet-based mortgage software and mort-
gage lending technology solutions. This acquisition 
will enhance the Fiserv suite of mortgage origination 
services, which enable Fiserv clients to deliver the 
experience today’s consumers and mortgage lenders 
expect. Financial terms were not disclosed.

Mortgage lenders operate in an evolving mar-
ketplace in which they are challenged to deliver a 
more efficient lending process in tandem with a 
compelling borrower experience. Fiserv is working 
to simplify today’s lending experience for financial 
institutions and borrowers, delivering powerful tools 
to originate, process, underwrite and deliver loans in 
a secure, paperless environment.

“Rapidly evolving consumer expectations 
require a seamless approach to banking experi-
ences, including mortgage origination,” said 
Jeffery Yabuki, President and Chief Executive 
Officer, Fiserv. “PCLender provides Fiserv with a 
full digital suite of mortgage origination solutions 
for banks, credit unions and mortgage lenders. 

The New M&A Craze
Recent technology mergers and acquisitions point to one trend: 
the coming of the digital mortgage.

By Tony Garritano

Rapidly evolving consumer expectations require a  
seamless approach to banking experiences, including 
mortgage origination.
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We welcome the existing clients and talented team 
members to our company.”

A complement to the existing Fiserv lending solu-
tion suite, these assets provide a set of simple, easy-to-
use internet-based mortgage solutions for banks, credit 
unions and mortgage lenders. This fully managed, 
end-to-end solution simplifies origination, document 
collection and compliance reporting, streamlining 
consumer direct and retail mortgage and HELOC loan 
origination. The technology offers 
a feature-rich user experience and 
improved operational efficiency 
for mortgage lenders with exist-
ing resources. Supporting lenders 
of all sizes, PCLender provides 
solutions for lenders funding up to 
5,000 loans per month.

“Joining Fiserv accelerates 
our ability to scale our solution, 
while simplifying solutions for 
every phase of the loan process 
to benefit our clients,” said Lionel 
Urban, Chief Executive Officer, 
PCLender. “We look forward to 
leveraging our combined exper-
tise to deliver greater client value 
and an enhanced experience for 
their customers.”

And more recently we saw orig-
ination vendor Ellie Mae follow 
suite by acquiring Velocify, a sales 
acceleration platform. With the ac-
quisition of Velocify, Ellie Mae is 
accelerating its vision of offering 
a fully digital mortgage by combining Velocify’s lead 
management, engagement and distribution capabilities 
with Ellie Mae’s Encompass CRM’s unique approach 
to automated one-to-one personalized marketing and 
the Encompass Consumer Connect digital consumer 
experience. Together, the solution will meet the needs 
of today’s lenders by delivering a complete digital lead 
capture and conversion solution for creating interest, 
turning that interest into an application and then fund-
ing that loan quickly and at a low cost.

Velocify’s lead management solutions help sales 
teams keep pace with the speed of opportunity by 
driving rapid lead response, improving productivity 
and offering actionable selling insights. The company 
helps sales teams sell more by streamlining and opti-
mizing the sales process from start to finish by enabling 
teams to accelerate lead engagement, and implement 

effective workflows, ultimately helping lenders find 
and convert more leads, faster. Many of Ellie Mae’s 
Encompass all-in-one mortgage management solution 
customers use the Velocify solution today.

“As part of our comprehensive strategy to deliver a 
“total” digital mortgage to the industry, we are helping 
lenders to originate more loans, reduce costs, and com-
plete the entire mortgage process faster,” said Jonathan 
Corr, president and CEO of Ellie Mae. “The combina-

tion of Velocify’s solution with our 
Encompass CRM and Encompass 
Consumer Connect solutions will 
accelerate our delivery of the most 
robust digital mortgage solution in 
the market. The acquisition will en-
able us to provide the first combined 
solution that helps lenders turn 
consumer interest into applications 
by offering a personalized, high-
tech and human-touch experience. 
Going forward we will empower 
lenders’ sales teams to keep pace 
with the speed of opportunity, drive 
down costs of origination through 
greater lead capture and conversion, 
and improve productivity through 
actionable selling insights.”

“A digital transformation is 
occurring across the financial 
services industry, especially in 
the mortgage vertical in which 
Velocify has a leading position,” 
said Nick Hedges, president and 
CEO of Velocify. “Successful 

sales teams offer an end to end digital experience 
combined with as much human touch as the con-
sumer desires throughout their buying process. The 
team at Velocify has built the leading software solu-
tion for consumer sales engagement during the early 
stages of the sales process. By joining forces with 
Ellie Mae we are very excited to extend that capabil-
ity throughout the consumer buying cycle.”

Under the terms of the agreement, Ellie Mae will ac-
quire Velocify for $128 million in cash. The transaction 
is expected to close in the fourth quarter of 2017 and 
will have no impact on third quarter financials. Ellie 
Mae will provide additional financial details when the 
company reports its third quarter results.

The bottom line is that all of these acquisitions speak 
to the industry’s appetite for embracing a “total” digital 
mortgage, and in my view that’s way overdue. 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.

A digital 
transformation is 
occurring across 

the financial 
services industry, 
especially in the 

mortgage vertical.



Technology Powering  
the American Dream

Ellie Mae has pioneered a digital 

mortgage process that helps lenders 

originate more loans, lower origination 

costs, and reduce time to close. 

Our mission is to automate everything 

automatable in the residential mortgage 

industry. Because homebuyers don’t 

dream about having a mortgage.  

They dream about having a home.

Deliver dreams faster at  

EllieMae.com/AmericanDream

 

Jonthan Corr
President & CEO

Ellie Mae



Future Trends

Steve Jobs and Steve Wozniak founded 
Apple in 1976, with Jobs playing the 
part of strategic visionary and busi-

nessman, while Wozniak serving as the engi-
neering expert who translated the vision into 
products. Neither brought any experience run-
ning a company into the Apple venture. Mike 
Markkula, one of Apple’s earliest investors 
and sources of business expertise, addressed 
this by bringing in his friend Michael Scott as 
Apple’s first CEO. Markkula himself became 
CEO in 1981 after Scott’s departure.

In 1983, Jobs himself recruited John Sculley 
from PepsiCo for Apple’s next CEO, even 
though he already saw himself as the right per-
son for the job. It was clear that Apple’s board 
wasn’t confident in Jobs’s ability to lead. His 
reputation for  managerial callousness and ob-
session with detail was well known and con-
sidered a liability for the CEO’s office.

By 1985, the power struggle came to a head. 
Jobs had led the initial development of the 
Lisa, the first computer with a graphical user 
interface (GUI). While a technical marvel, it 
was not a commercial success. His follow-up 
project, the Macintosh, had better sales, but no-
where near enough to shake IBM’s control of 
the PC market. It was the beginning of the end. 
Sculley, acting on direction from the Apple 
board, tried to limit Jobs’s efforts to launch 
expensive products in untested markets. After 
a failed boardroom coup attempt by Jobs, he 
resigned and founded NeXT.

NeXT’s trajectory followed a similar pat-
tern as Apple: technically impressive prod-
ucts—delivered late, priced beyond what most 
consumers could pay—failed to find market 
traction. In its first post-Jobs era, Apple saw 
remarkable success. The Mac offered color 
and the first PowerBook laptop was released. 
But there were flops as well and a costly stra-
tegic error in microprocessor technology that 
kept the price point of Macs out of reach for 

many potential customers.
Gil Amelio became CEO in 1996 and it was 

his idea to acquire NeXT and its NeXTSTEP 
operating system. The move returned Jobs to 
Apple as an advisor. It would also be Amelio’s 
undoing. The next year, an anonymous party 
sold 1.5 million Apple shares in a single trans-
action. As a result, Apple shares fell to a 12-
year low. In the next weeks, Jobs convinced 
the board to fire Amelio and make him interim 
CEO. Jobs later confessed that he was the 
anonymous seller of the Apple stock.

By August 1997, Jobs brought in a new 
board and mended business fences with long-
time rival Bill Gates. Microsoft announced 
a $150 million investment in Apple at the 
Macworld conference. In 1998, Apple intro-
duced the iMac, its all-in-one computer, re-
inforcing the company’s turnaround. In 2000, 
Apple officially dropped the “interim” from 
Steve Jobs’ title of CEO. Steve Jobs said, 
”Getting fired from Apple was the best thing 
that could have ever happened to me. The 
heaviness of being successful was replaced 
by the lightness of being a beginner again. 
It freed me to enter one of the most creative 
periods of my life.”

In his exclusive biography of Steve Jobs, 
Walter Isaacson writes about the man and the 
inevitable and often difficult intersection of 
personality and inventive success. 

Let’s look at some of the traits Walter 
Isaacson considered the keys to Job’s success:

Focus: Jobs returned to Apple with 

The Legacy of Steve Jobs 
The rise, fall, and return of Steve Jobs is a big part of the Apple 
founder’s legend.

By Roger Gudobba

Steve Jobs built a company 
where leaps of the 
imagination were combined 
with remarkable feats  
of engineering. 





something to prove, and he would prove it by focus-
ing on the core business as he understood it. Apple’s 
product line was a mishmash of computers, gaming 
consoles, cameras, and printers. Jobs dumped prod-
ucts, slashed R&D projects from 50 to 10, and laid 
off over 2,000 employees. “Deciding what not to do 
is as important as deciding what to do,” Jobs said. 
“That’s true for companies, and it’s true for prod-
ucts.” Instead of making more products, he focused 
Apple on making only four computers, one for 
highly specific market segments. By getting Apple 
to focus on making just 
four computers, he saved 
the company.

Simplify: When 
designing the iPod in-
terface, Jobs looked at 
every angle to reduce 
extraneous click for 
decisions that users 
shouldn’t have to make. 
One proposed navigation 
screen required users to 
specify if they wanted to 
search by song, album, 
or artist. “Why do we 
need that screen?” Jobs 
demanded. The design-
ers realized they didn’t. 
As a result, the device 
does what a human brain 
will do: search all arti-
ficial categories (Is it a 
song? Is it an artist?) for 
any matches to the key-
words supplied to it.

Take Responsibility End to End: Jobs was a con-
trolling person, and while that made him dig in on 
decisions that were questionable, it also brought 
order to what could have been a disjointed product 
experience. He envisioned an Apple ecosystem that 
allowed for an intuitive, integrated user experience 
with connected Apple devices. This was not a matter 
of making an elegant product; it was about making 
the suite of products that worked together to create 
an experience greater than any single component.

When Behind, Leapfrog: No company, regardless 
of its innovative leadership, will always be first with 
a new idea. The trick is to know when you’re behind 

and then use that position to catapult ahead. In 
Jobs’s own assessment, he missed the first wave of 
digital music technology by being blind to user be-
havior. The original iMac was geared to managing 
photos and video, but not music. Competitor PCs 
provided the avenue for downloading and swapping 
music and then burning personal CDs. The iMac’s 
slot drive couldn’t burn CDs. He could have sim-
ply upgraded the the iMac’s CD drive, but instead 
he created an integrated system (again, end-to-end 
ownership) that transformed the music industry. The 

resulting combination of 
iTunes, the iTunes Store, 
and the iPod allowed us-
ers to buy, share, man-
age, store, and play mu-
sic better than they could 
with other devices. 

According to Google, 
Steve Jobs is still the 
most interesting tech 
CEO. Steve Jobs may be 
gone, but clearly he’s not 
forgotten. The mythol-
ogy around the man is 
so strong that even five 
years after his death he 
still dominates online 
discussion, more popu-
lar than Apple CEO, 
Tim Cook; the Tesla 
and SpaceX CEO, Elon 
Musk; Facebook’s CEO, 
Mark Zuckerberg; and 
Microsoft founder Bill 
Gates.

Steve Jobs said it best in 1995: “Of all the in-
ventions of humans, the computer is going to rank 
near or at the top as history unfolds and we look 
back. It is the most awesome tool that we have ever 
invented. I feel incredibly lucky to be at exactly 
the right place in Silicon Valley, at exactly the right 
time, historically, where this invention has taken 
form.” 

This article cannot begin to explore the life of 
Steve Jobs in detail, but I hope it will give you a 
snapshot and encourage you to read ”Steve Jobs,” 
by Walter Isaacson, the official biography published 
in 2011. 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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Steve Jobs knew that the  
best way to create value  
in the twenty-first century  
was to connect creativity  

with technology.
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With over 45 years’ experience, innovative technologies, and the most rigorous quality control system 

in the business, Five Brothers helps you clear your toughest compliance hurdles with room to spare. 

• Proven nationwide fi eld service  
 team helps stop compliance  
 problems before they start

• Adaptable, customer-specifi c  
 technology solutions yield 
 lower compliance costs

• Experienced customer service  
 experts, plus rigid quality 
 control standards protect your  
 reputation and peace of mind
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Now is your time. What do I mean by 
that? The mortgage lending industry 
is undergoing radical change. In the 

STRATMOR Insights Report, Nicole Yung, the 
company’s Senior Partner put it this way:

“While there have been many significant ad-
vances in mortgage technology over the years, 
most of were focused on improving lender pro-
cesses and productivity, not on fundamentally 
changing the borrower’s experience,” said Yung. 
“But, as the publicity surrounding Quicken’s 
Rocket Mortgage and the Agencies’ stated com-
mitment to Day 1 Certainty attests to, Digital 
Mortgage may well be a game changer that no 
lender can afford to ignore.”

So, the big question is: How do you as a vendor 
take advantage of these new industry trends? One 
way forward is to know what’s going on in the 
industry so you can use that knowledge to turn 
that lender into a high-value prospect. For ex-
ample, in the late summer of this year Embrace 
Home Loans, a prominent leader in the mortgage 
industry, added industry veteran Patrick Mullen 
as its new Director of Recruiting. In his role, 
Mullen will spearhead the growth and expansion 
of Embrace Home Loans’ sales organization by 
developing a robust recruiting strategy.

“My vision is for Embrace Home Loans to be 
the employer of choice for mortgage origination 
talent in the markets in which we serve. Embrace 
Home Loans is uniquely positioned for growth 
and I am thrilled to play a role in helping drive our 
future growth,” said Mullen. “I joined the team 
at Embrace to continue to build upon the great 
foundation the company has built over the past 
3 decades. In my 15 years recruiting within the 
mortgage industry, I’ve learned mortgage origina-
tors desire a stable and secure company, a sup-
portive culture and strong executive leadership; 
Embrace Home Loans is that company.”

How can this news help you? You can use 
this newsworthy trigger event at Embrace Home 
Loans to talk to them about how your technology 

will help them recruit. Knowing about these trig-
ger events and using them to your advantage is 
essential to success these days. In the White Paper 
entitled “Hidden Gems: The Ultimate Strategy 
To Find High Value Prospects” written by Jill 
Konrath, she explains that many trigger events are 
newsworthy announcements. Companies share 
much of this information via press releases. They 
want to be visible. Sometimes the media writes 
about what’s happening. Or, people on LinkedIn, 
Facebook or Twitter spill the beans about what’s 
going on. All this is online, waiting to be found. 
You need to use this knowledge to adjust your 
thinking about how you sell.

If trigger event thinking is new to you, it’s 
important to broaden your understanding of these 
catalytic agents first. That means we need to take 

a look at the plethora of “trigger events” that can 
create a ripple effect within an organization. Here 
are just a few of the major categories:

>>Mergers, Acquisitions, Partnerships. With 
these types of activities, organizations re-evaluate 
many of their existing relationships to determine 
what Strategic Initiatives. 

>>Strategic Initiatives. When new corporate 
directives become a priority, there’s a shift virtu-
ally overnight in what decision makers are con-
cerned about. They need to quickly determine if 
their status quo is sufficient to help them achieve 
their new objectives.

>>Market Challenges. This broad category can 
include competitive activity, changing customer 
demographics, economic turbulence, rising gas 
prices and a host of other factors that can both 
positively or negatively impact future business.

>>Legal/Compliance. Any changes in 

Business Strategies
Your Roadmap To Success
The successful mortgage technology vendor will use trigger 
events to get more high-value prospects.

By Michael Hammond

Triggers are not earth 
shattering. But, if you’re 
aware of them, you can get 
your foot in the door.



government regulations or corporate litigation can 
cause an organization to undertake immediate action.

>>Reorganizations. Tumultuous restructurings 
change priorities and shift alliances virtually over-
night. Existing business relationships are all in jeop-
ardy too.

>>New Leadership. Anytime a new executive is 
brought onboard, they’re expected to deliver results 
quickly. Change is always in the air. Depending on 
what you know about the organization and posi-
tion (e.g., CFO, VP Marketing), you can infer what 
might be forthcoming.

>>Financial Announcements. If an organiza-
tion has missed their earnings expectations or sales 
growth is lagging, expect to see big changes in the 
upcoming quarter. Conversely, if growth was better 
than expected, watch for new initiatives to support 
their expansion.

These are some of the biggies. But there are also a 
whole slew of other trigger events that can catalyze 
change. They’re not earth shattering. But, if you’re 
aware of them, you can get your foot in the door to 
have a good discussion with a person who’s finally 
open to new ideas or vendors.

Knowing about these and other trigger events 
happening in the mortgage space can make that 
lender a perfect target for a sale. Today research 
shows the profound impact of this vital sales intel-
ligence on the sales process. CSO Insights found 
that effective use of sales intelligence results in a 
17% increase in revenue productivity/rep.

Also, Aberdeen Group discovered that compa-
nies who support sales teams with sales intelligence 
tools see a 28.4% increase in year-over-year rev-
enue. Additionally, Aberdeen Group found that 81% 
of companies who used a sales intelligence platform 
saw significant yearly gains in team quotas.

Leveraging sales intelligence yields compelling 
results. And, the key driver of these results is a 
trigger event that alters a prospect’s priorities. By 
using them effectively, you can initiate more oppor-
tunities, deepen existing relationships, shorten your 
sales cycles and minimize competition. 

Selling via trigger events is not meant to replace 
your existing prospecting process. It’s imperative 
that you still target and go after your ideal cus-
tomers. Instead, think of trigger events as an ideal 
augmentation strategy to find those hidden gems. It 
creates more opportunities for you. And, if you set 
up a system to do the work for you, your technology 
partner will alert you when something happens that 
could create a need for your products or services.

Sometimes finding the best way to use this new 

knowledge and marry it with your existing strategies 
can be tricky, which is where trusted partners like 
NexLevel Advisors can be crucial. If you think about 
it, this type of knowledge and expertise is valued by 
executives when making decisions. Executive lead-
ers look to make informed decisions based on more 
than just internal knowledge, they seek information 
from trusted external resources. Fact based research, 
viability assessment, target market segmentation, 
and competitive analysis all provide a detailed view 
of potential opportunities, risks and rewards specifi-
cally developed for your organization.

As a trusted business advisor, NexLevel Advisors 
leverages years of experience in business strategy, 
corporate performance, strategic selling, and mar-
keting to deliver customized solutions that help our 
clients take advantage of their unique business op-
portunities. These custom developed solutions allow 
you to obtain new insight and perspective, optimize 
sales & marketing effectiveness, and increase cus-
tomer loyalty quicker and more strategically as you 
take your company to the next level. 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.

Executive leaders look to 
make informed decisions 
based on more than just 
internal knowledge, they seek 
information from trusted 
external resources.

Bu
sin

es
s S

tr
at

eg
ie

s



T
he lending industry faces 
the challenge of manag-
ing very large volumes of 
unstructured documents 
that contain immense 

amounts of critical data.  The process of 
classifying and keying data from these 
documents is labor intensive, time consum-
ing and costly due to the sheer volume 

and complexity of the documents. In an 
industry where standardizing forms is not 
possible due to their varying sources and 
wide variety, an acceptable solution must 
be able to cope with this complexity.

Founded in 1993, Franklin American 
Mortgage Company (FAMC), a privately 
held mortgage-banking firm located in 
Franklin, Tennessee, is a full-service 
professional mortgage banker licensed 
to provide residential mortgages across 
the nation. FAMC, which offers a host of 
diverse, flexible mortgage packages for 
customers with a variety of backgrounds 
and needs, is committed to helping fami-
lies and individuals achieve the dream of 
home ownership through its three divi-

The Mortgage lending industry 
presents a number of unique 
challenges for manually classifying 
and managing very large volumes 
of disparate documents, which are 
ubiquitous within this industry.

By Mark TinkhaM

sions: retail, wholesale and correspondent. 
FAMC offers borrowers, brokers and 

lenders the strength and security of a 
forward-thinking national mortgage 
company, dedicated to remaining an 
industry trendsetter.  FAMC truly values 
its relationship with each customer and 
mortgage professional they work with, 
maintaining a company tradition of re-
sponsiveness and personalized service 
characteristic of a much smaller orga-
nization. This philosophy has enabled 
FAMC to become one of the fastest 
growing mortgage bankers in the nation. 

The Challenge
The Mortgage lending industry presents 

a number of unique challenges for manu-
ally classifying and managing very large 
volumes of disparate documents, which 
are ubiquitous within this industry.

>>It is common for a single mortgage 
loan to be comprised of over 250-500 
pages of various size documents.

>>A mortgage loan may include over 
275 different possible document types.

>>Manually sorting each set of 
loan documents can be a very labor 
intensive and error fraught effort.

>>When scanning loan documents, 
significant labor is required to simply es-
tablish the first and last pages of the mul-
tiple page documents.  This is most often 
done using the costly process of inserting 

Coping With DoC 
ManageMent  
CoMplexities

Coping With DoC 
ManageMent  
CoMplexities



“document separator” sheets prior to 
scanning.

>>To compete in this extremely 
competitive business, organizations 
need to look at cutting costs and 
streamlining their processes.

Manually preparing a batch for 
scanning by inserting document sepa-
rator sheets and manually classifying 
loan documents is a labor-intensive 
process.  Not only is it critical that this 
process be done accurately, but also 
that it be done efficiently in order to 
allow downstream underwriting and 
servicing decisions to be performed in 
a timely way.

Project Description
Franklin American Mortgage Com-

pany (FAMC) had been looking for an 
OCR technology vendor to streamline 
their ADR process and had spent a 
significant amount of time performing 
a due diligence process, which com-
pared vendors of these technologies.

“We had attempted to use OCR in 
the past for Automated Document 
Recognition (ADR). Due to our prior 
experience and a variety of technical 
issues we were very skeptical about 
OCR.” 

Because of the extremely large 
number of, and variations of forms 
FAMC encounters, they required 
the flexibility offered by a non-
template-based solution.  In addition, 
the ideal solution needed to offer 
pre-built mortgage logic that would 
“understand” the vast majority of the 
document types and variations FAMC 
was required to recognize.  This logic 
would allow FAMC to rapidly develop 
a customized ADR solution to their 
specific needs using the ideal solu-
tions copyrighted mortgage rules as 
its foundation.

Today, FAMC scans millions of 
pages of mortgage documents per 
month.  They no longer require their 
employees to insert document sepa-
rator sheets to prepare a loan for the 
scanning process.   Once scanned, the 
loans are processed using the industry 
leading OCR solution for automated 
document recognition. 

Documents‘ boundaries (first and 

last pages) are defined and their types 
are automatically identified. These pro-
cesses are now done faster and with a 
fraction of the labor formerly required. 
To ensure extreme accuracy, sophisti-
cated mortgage-lending business rules 
have been implemented as part of the 
solutions exception process.

Additional capabilities leveraged 
successfully at FAMC:

>>Verification provides list of very 
likely document types to further in-
crease speed of verifying exceptions.

>>Ability to customize how docu-
ments are handled based on the divi-
sion of business the documents come 
from.

>>Ability to quickly add new docu-
ment types using the Paradatec exclu-
sive automated learning objects.

>>Database lookups and business 
rule logic checks to ensure the highest 
degree of accuracy.

>>No scripting interface, easily 
configurable rules to manage FAMCs 
highly sophisticated ADR processing 
application.

Outcome
The project was completed and is 

currently in production.  The system 
is able to achieve 80% document 
recognition while keeping error rates 
low. This has allowed FAMC to posi-
tion itself for an anticipated future in-
crease in incoming document volume 
and provides them with a powerful 
competitive advantage.  Today FAMC 
is processing Millions of images per 
month and doing all this more accu-
rately and with less production time 
than was formerly required.

“We asked a number of vendors 
including the Paradatec team to help 

us perform an extensive due diligence 
process which included a proof of 
concept test with our own documents.  
Paradatec was the clear winner based 
on our comprehensive vetting process”. 

Paradatec’s PROSAR-AIDA is an 
advanced and unique OCR recogni-
tion technology. It is unique in that it 
utilizes neural networks technology 
and Artificial Intelligence (AI). PRO-
SAR-AIDA is able to read structured, 
semi-structured, and unstructured 
documents. It makes ‘decisions’ about 
document characteristics in much the 
same way as a human being does, only 
many times faster and without human 
intervention. 

PROSAR-AIDA takes a very dif-
ferent approach than other technolo-
gies. Because the recognition engine 
(a Paradatec exclusive) incorporated 
in PROSAR-AIDA is faster than any 
full page OCR product on the mar-
ket, it is able to process each image, 
in less than two seconds on average.  
It does this without making any as-
sumptions about content location on 
the page or attempts at matching zonal 
OCR templates. PROSAR-AIDA is 
capable of processing thousands of 
documents per hour with a single pro-
cessor core, and provides even further 
almost unlimited scalability by offer-
ing seamless utilization of the latest 
in multi-core processor technologies, 
and multi-server environments.

Because of Paradatec’s unique ap-
proach, and their ability to leverage a 
vast quantity of intellectual property, 
which they have built over the years 
specifically for mortgage loans, im-
plementations can be completed in a 
fraction of the time normally required 
by others. v

About the Author
Mark Tinkham is Director of Business Alliances at Paradatec, 
Inc. Over the past twenty-five plus years, Mark has worked for 
technology companies that deliver innovative solutions to the 
financial services industry. For the past ten years, his primary 
focus has been bringing efficiencies to the mortgage market 
through industry leading Optical Character Recognition (OCR). 
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Originators are finding that advancements in technology 
show great promise – in particular, Robotic Process 

Automation, often referred to as Robotics.

Robotics in  
oRigination

By RichaRd GaGliano

o
ver the past decade, mortgage originators have seen 
the average cost to originate a loan nearly double. 
As we all remember, the rush of post-crisis regula-
tions required originators to quickly ramp up staff-
ing, change processes and implement new technol-

ogy to meet these regulatory demands. At least for now, the dust has 
settled on the regulatory front, and originators are now able to look 
more closely at other operational concerns and opportunities. 

Today, originators are increasingly focused on identifying efficiencies 
that will enable them to decrease turn-times from application to close 
and to decrease the average cost to originate a loan without compromis-
ing service or compliance. When considering possible ways to accom-
plish these goals, originators are finding that advancements in technol-
ogy show great promise – in particular, Robotic Process Automation, 
often referred to as Robotics. 

Robotics technology leverages powerful decisioning, workflow and 
imaging functionality to enable more complex automation than pre-
viously available in the mortgage industry. Originators interested in 



Robotics technology leverages powerful decisioning, 
workflow and imaging functionality to enable  
more complex automation than previously available  
in the mortgage industry.

taking advantage of Robotics technol-
ogy will not have to look too far since 
some loan origination systems are al-
ready using this advanced automation. 
While many technology providers are 
offering a variety of pre-configured 
options to automate specific processes, 
originators can also tailor Robotics 
technology to address their specific 
preferences for managing back-office 
processes.

The nearly unlimited number of au-
tomation possibilities using Robotics 
technology may make it hard to select a 
starting point – but early adopters have 
already started by automating highly 
manual processes where significant ef-
ficiency gains are most needed. These 
early adopters have paved the way for 
the rest of the market to more easily 
implement and begin taking advantage 
of this new technology. Some key use 
cases are as follows: 

Automating Disclosures

determination from a third-party ven-
dor. When the determination is returned, 
the system reviews the information and 
based on predetermined rules, com-
pletes the evaluation task. For example, 
if the determination states that the sub-
ject property is not in a flood plain, then 
the evaluation task can be automatically 
checked off as completed and requiring 
no further action. If the determination 
states that the subject property is in a 
flood plain, the system rules can be pro-
grammed to alert the processor, and can 
further assists by automatically prepar-
ing the flood notification letter for the 
borrower.   

Automating the Appraisal Process
Similar to flood zone determina-

tions, Robotics can also automate the 
ordering of an appraisal as soon as 
the loan conditions have been set and 
the borrower payment is entered into 
the LOS. Once the appraisal results 

are returned to the LOS, Robotics can 
enable the automatic gathering of all 
third-party service data needed for the 
appraisal review process, such as auto-
mated appraisal reports and the Sub-
mission Summary Report (SSR) from 
Fannie Mae or Freddie Mac. Once all 
information needed for the review is 
gathered, a member of the review team 
can be automatically alerted to begin 
the review process.

Benefits of Robotics in Origination
When originators employ Robotics 

technology to automate as many aspects 
of the origination process as possible, 
significant benefits can be expected. 
One of those benefits is risk reduction, 
especially when leveraging Robotics 
technology from within the LOS. Origi-
nators often operate in multiple systems, 

which is ineffective and inefficient. 
By automating origination processes 

with Robotics, originators enable exist-
ing staff members to focus more on 
higher-level tasks and less on repetitive 
tasks. This has the potential to create 
a more engaging and rewarding work 
experience for employees. Origina-
tors can also scale their LOS to enable 
existing staff members to handle more 
loans. If existing staff members can 
manage more loans, the originator can 
lower its average cost to originate. 

Further, Robotics technology elimi-
nates human error in the processes it 
automates, improving overall accuracy 
within the origination process. The 
technology also eliminates bottlenecks 
and speeds up processes. Faster, more 
accurate origination processes can im-
prove the customer experience, lead to 
more referrals, and ultimately increase 
revenue. 

In the past, technology used to auto-

mate origination processes was not as 
robust as it is today, and required long 
implementation times. However, with 
Robotics technology, originators are 
finding a different experience. Since 
Robotics technology is already built 
into some LOS systems, there is no 
new system implementation required. 
Robotics functionality for common 
processes such as those previously 
mentioned is now easily accessed 
through the LOS. The same function-
ality is also easily redeployed to auto-
mate other processes. 

Not so long ago, originators had a 
stronger reliance on vendors for any 
adjustments to process automation. 
Now, Robotics enables originators to 
have more direct control over process 
automation with an entirely con-
figurable client workflow. Although 

While technology development 
played an important part in helping 
originators ramp up for the enactment 
of the TRID Disclosure rule, Robotics 
now makes it possible to take automa-
tion to the next level in the disclosure 
process. Robotics technology can au-
tomatically assess data that has been 
received to determine whether or not 
the originator has everything needed 
to systematically generate the disclo-
sure package. If not, automatic notifi-
cations can be sent to the processor for 
intervention.

Automating Flood Zone Determi-
nation Evaluation

As soon as the originator understands 
the conditions for a loan and receives 
borrower payment, Robotics can enable 
the automatic ordering of a flood zone 



advanced decisioning functionality 
may still require vendor consultation, 
originators are more empowered to 
manage their automation than ever 
before.

Transforming the Origination 
Process

To thrive in today’s mortgage mar-
ket, originators must find ways to 
decrease their turn-times as well as 
lower the average cost to originate 
a loan without negatively impacting 
their ability to ensure compliance and 
deliver a high-quality customer experi-
ence. Robotics technology built into 
loan origination systems is equipping 
originators with the tools they need to 

tackle this challenge. Originators lever-
aging LOS systems that use Robotics 
technology are quickly transforming 
their origination processes, experienc-

ing multiple benefits, and helping to 
ensure that they are better prepared to 
scale for any growth opportunities that 
lie ahead. v

To thrive in today’s mortgage market, originators must 
find ways to decrease their turn-times as well as 

lower the average cost to originate a loan.
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  Can Mortgage  
      Collaboration  
               be Safe again?

There are risks, sometimes big ones with our 
ubiquitous use of this technology.

By Todd Hougaard

e
mail is everywhere. Everyone uses it, and 
it’s generally accepted as part of everyday 
life. If you aren’t accessing email on your 
desktop, you’re most likely connected in-
stantly through your phone. Whether for 

business or personal use, this is how almost everything 
gets done. From meeting invites to news alerts, purchase 
receipts to run-of-the-mill emails from family, seem-
ingly all major transactions in life are touched by this 
communication method, including the mortgage pro-
cess. People spend anywhere from 4-6 hours a day on 
email – and whether you agree or not that this is a good 
use of time, email is seemingly here to stay.  



It is clear: all of us that participate in 
the mortgage industry face huge 
challenges when it comes to the 
potential for wire fraud.  

Things have arguably become more 
efficient thanks to email, particularly 
in financial services, especially the 
mortgage process. Think about your 
company’s origination process. To start, 
borrowers typically receive an email 
confirmation, letting them know any 
number of details about their loan ap-
plication. From there, the title agent will 
send an email containing details of the 
property and requesting any required 
information. Real estate agents will 
keep their clients informed by emailing 
status updates and details pertaining to 
next steps. And just like that, with the 
exchange of a few emails, possibly 
never having met with your borrower 
face-to-face, your origination process is 
underway. In general, efficiency gains 
from these changes have been sig-
nificant and helpful. Companies every-
where are encouraged to go all-digital, 
to eliminate paper, to respond quickly 
using technology. Email is an integral 

process, but also increased efficiency? 
Read on to learn more. 

Understand The Risk 
There is a more secure strategy than 

email yet before explaining exactly 
what that is, it’s important to truly un-
derstand the risk.  Just weeks ago a 
story hit the news here in Mortgage 
Cadence’s hometown. It reads like a 
paperback thriller. You know the kind 
– the one where you can sense trouble 
and know that the ill-fated character 
shouldn’t open that door (or in this 
case, email). A couple went to buy a 
house. They were emailed instructions 
on where to wire their funds – only 
somewhere along the way, the process 
was compromised, allowing a hacker to 
impersonate a title company employee. 
Money was wired, and by the time the 
mistake was realized, it was too late. 
The couple lost their life savings, all 
because of the hazards of email and the 

growing presence of hackers looking to 
capitalize on wire fraud. 

According to a 2016 article pub-
lished by the National Association of 
Realtors (NAR), nearly one-third of 
Brokers at an industry event indicated 
that they, or someone they know, have 
clients that were victims of wire fraud. 
In fact, the FBI warns that across the 
globe, law enforcement officers have 
received complaints of wire fraud in ev-
ery U.S. state and nearly 80 additional 
countries, totaling over $2.3 billion in 
losses. Clearly, this type of attack is 
not uncommon. Hackers are acting as 
trusted sources and robbing anybody 
that falls into their traps. But how? 

A single failure by any one partici-
pant in the mortgage process exposes 
everyone involved. Think of it this 
way: whenever one of the parties’ email 

account is compromised, any email 
address copied in is also now at-risk 
to targeted phishing or monitoring for 
transaction details. Not only is your 
customers’ funds, identity, and other 
financial information at risk, but so is 
your reputation, if you don’t exercise 
caution. Across the nation, financial 
institutions are facing law suits due to 
breaches in security leading to fraudu-
lent wire requests. Picture the headlines 
now: “(Your Company) Faces Lawsuit 
for Wire Fraud.” This doesn’t reflect 
favorably on your institution, and cer-
tainly not for prospective homebuyers 
looking to borrow money from you. So, 
how are you going to keep their infor-
mation safe? 

Educate Your People
Email isn’t going away. Therefore, 

you can and should implement pro-
cesses to identify potentially harmful 
messages. The National Association 

of Realtors, FBI, American Land Title 
Association (ALTA), and others have 
published tips for keeping financial 
transactions secure. For example, here 
is what ALTA recently published: 

>>Call instead. Confirm all instruc-
tions by phone before transferring 
funds using the number from the title 
company’s website or a business card.

>>Be aware. It’s uncommon for title 
companies to change wiring instruc-
tions and payment info.

>>Confirm everything. Ask your 
bank to confirm not just the account 
number, but also the name on the ac-
count before sending a wire.

>>Verify. Call the title company or 
real estate agent to validate that the 
funds were received. Detecting that you 
sent the money to the wrong account 
within 24 hours gives you the best 

part of this strategy today.  
There is sense in exercising cau-

tion, however. There are risks, some-
times big ones with our ubiquitous 
use of this technology. From identity 
theft, to business email compromise, 
to wire fraud, you should take a care-
ful approach to email and so should 
your staff. You should have a plan for 
educating your staff and responding 
to attacks and phishing attempts. But 
with 91% of cyber-attacks starting with 
email, most importantly, perhaps, is 
finding an alternative to email. Sure, 
some companies use old, antiquated 
systems for communication and docu-
ment exchange, but these have histori-
cally been clunky and less easy to use 
than email. What if there was a secure 
strategy in lieu of email, something that 
not only added peace of mind to the 



chance of recovering your money.
>>Forward, don’t reply. When re-

sponding, hit forward instead of reply 
and then start typing in the person’s 
email address. Criminals often use 
email addresses that are very similar to 
their real counterparts.

Informing your customers is a crucial 
first step. By educating them on the dan-
gers or wire fraud and letting them know 
what kinds of communications they can 
expect from you, borrowers may be more 
likely to identify strange or unfamiliar 
emails as fraud. To that point, it is equally 
as important to train your staff. Keep 
them up to date on the latest new stories 
relating to this type of scam and require 
trainings on how to identify and prevent 
a breach by criminals. Awareness is half 
the battle. In addition to education, a new 
solution is needed. 

Find A New Method
What if there was a better, more se-

cure approach? A better, more secure 
solution is an online portal where all 
parties to the mortgage transaction col-
laborate at the same time inside a live 
mortgage folder. Cyber criminals can-
not hack what they cannot see. Email is 
highly visible. The Mortgage Cadence 
Collaboration Center is not. Through 
this private network, critical customer 
information isn’t exposed to the outside 
world, thereby enhancing security. This 
eliminates the potential for human error 
as the weakest link in the transaction. 

By using this new tool, which is one 
that routes all communications within 
a private network with no exposure to 
public servers, and one that automati-
cally recognizes and organizes informa-
tion through a predefined process, secu-
rity can be significantly improved. With 

built-in messaging and real-time chat, 
this tools enables everyone involved in 
a transaction (borrowers, loan officers, 
title agents, real estate agents, other 
staff) to communicate in a single place, 
increasing efficiency and reducing 
cybercrime. With conversations time 
and date-stamped, everything remains 
logged and accessible – providing the 
ability to track and record securely. 
There are three main reasons this closed 
system enhances security: 

1.) A criminal can’t hack what they 
cannot see. Behind the virtual walls 
of a closed system, communications 
remain secure and effectively invisible 
to hackers. 

2.) Even if they were to somehow 
know about a transaction in process, 
the communication of the details are 
going on behind the wall making it sig-
nificantly more difficult to compromise 
software than it is to gain access to an 
email account. 

3.) And finally, by enabling all par-
ties in the process to work together 
within the closed system, there is no 
reason for information to ever leave the 
software. In addition to efficiency gains 

from all participants having access to 
the information in a closed space, the 
whole process becomes more secure.

A closed network can help keep your 
customers’ money and identity safe, 
ensuring their trust in you, and keep-
ing your reputation intact. Mortgage 
Cadence’s newly acquired Collabora-
tion Center manages communications 
between borrowers, co-borrowers, real 
estate agents, sellers, attorneys, title 
agents, and all other parties on mort-
gage transactions, keeping all confiden-
tial data secure.

Conclusion
It is clear: all of us that participate in 

the mortgage industry face huge chal-
lenges when it comes to the potential for 
wire fraud.  This is made far more likely 
through email. There are solutions avail-
able to address the risk for transactions 
within in the real estate industry, and 
the entire industry needs to be proactive 
and work together. By understanding 
the perils, providing constant education, 
and relying on closed systems for com-
munication, risks can be reduced, keep-
ing your customers’ data safer. v

According to a 2016 article published by the  
National Association of Realtors (NAR), nearly  
one-third of Brokers at an industry event indicated  
that they, or someone they know, have clients that  

were victims of wire fraud.
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Tried & True 
Solutions

ExEcutivE intErviEw

A
ccording to the MBA 
lenders saw a net gain of 
$224 on each loan they 
originated in the first 
quarter of this year – 

down from $575 in the fourth quar-
ter of last year. The drop was due 
mainly to higher per-loan production 
expenses. These expenses – which 
include commissions, compensation, 
occupancy, equipment, and other 
production expenses and corporate 
allocations – increased to a study 
high of $8,887 per loan in the first 
quarter, which is up from $7,562 in 
the fourth quarter. 

So, how do lenders streamline their 
origination process so it’s faster and 
less costly without giving up qual-
ity? They need to rely in part on tried 
and true technology vendors like 
VirPack. Specifically, VirPack is a 
leading provider of document man-
agement and eDelivery solutions for 
the mortgage industry. Founded in 
1998, VirPack has pioneered many 
industry firsts and on-boarded virtu-
ally every major investor. VirPack’s 
award-winning technology drives an 
eDelivery solution and an end-to-end 
paperless platform. VirPack simpli-
fies business processes throughout 
every step of the loan process result-
ing in increased efficiencies and sig-
nificant enterprise-wide cost savings. 

Given VirPack’s long tenure in 
the space, they a lot of insight into 
the business of mortgage lending. 
Wayland Pond and Kelli Himebaugh 
of VirPack have some ideas about 
where this space is heading. Here’s 
how they see the market:

Wayland Pond and Kelli Himebaugh of VirPack share strategies on how to 
lend better, faster, cheaper and more compliant.



Q: Describe how you first got involved 
in the mortgage industry.

WAYLAND POND: My best friend 
from high school recruited me to VirPack 
when it was a startup. I remember inter-
viewing with Michael Coar, VirPack’s 
founder and CEO, and I was struck by his 
passion for mortgage technology and his 
mission for VirPack to provide the mort-
gage industry with a platform for the pa-
perless management of loan documents 
from origination through post closing, 
including fully indexed electronic loan 
delivery to investors and business part-
ners. 17 years later, and I’m proud to say 
we have achieved that mission and our 
passion is stronger than ever.

KELLI HIMEBAUGH: Similar to Way-
land, in 2003 I was recruited to a sales 
role in the mortgage industry by a per-
sonal friend that worked for a midwestern 
bank with a national home equity lending 
program. In 2007 when the market and 
economy started to collapse, I was fortu-
nate to meet the owner of a small LOS 
technology company that was hiring for 
their first sales role. In 2008, I transitioned 
to a different LOS company that I repre-
sented in different roles until 2016 when 
I joined VirPack. I met Wayland and the 
VirPack management team in 2010 while 
exploring a vendor partnership, and I 
was extremely impressed with VirPack’s 
technology and the positive impact that 
electronic document management would 
make in our industry. When the offer 
came last year, I didn’t hesitate to accept 
the opportunity to join the VirPack team.  

 
Q: How has the industry changed 
since you first entered the space?

WAYLAND POND: There have been 
numerous changes over the last 17 years, 
but technology innovation and adoption 
are at the top of the list. When VirPack 
was founded, the Internet was a shadow 
of what it is today. VirPack’s first product 
was a desktop application that scanned 
loan documents, automatically indexed 
the documents (via barcode recognition) 
and stored the indexed loan files in our 
imaging system. A short time later, we pi-
oneered electronic loan delivery with the 
release of the first version of our delivery 

application that provided lenders with the 
means to exchange data, documents and 
images with their investors and business 
partners. Fast forward to today, and the 
industry thrives on web-based, software-
as-a-service (SaaS) applications such as 
VirPack’s Document Management and 
Delivery System (DMDS). 

KELLI HIMEBAUGH: In the last 3-5 
years the bar has been raised for technol-
ogy automation expectations, a primary 
example is integrations. Today, lenders 
have higher expectations for integrations 
that both reduce human interaction and 
are triggered by a status or milestone 
change in the loan process. VirPack has 
responded to these higher expectations 
with integrations like our partnership 
with DocuSign. VirPack’s Document 
Management and Delivery System 
(DMDS) automatically imports and 
indexes eSigned documents into the bor-
rower’s loan file as soon as the eSigna-
ture experience is completed, eliminating 

the process of manually importing these 
signed digital documents and filing them.  

Q: What can you say hasn’t changed 
during the years that VirPack has 
been in the space? 

WAYLAND POND: Despite technol-
ogy innovation, the industry continues to 
struggle with reducing the cost to origi-
nate and service loans, and eliminating 
the manual processes associated with 
collecting, indexing and managing loan 
documents. The number of pages in the 
average loan file has soared in recent 
years. According to VirPack’s Mortgage 
Origination Loan File Statistics Report, 
more than half of all residential loan files 
now exceed 500 pages and 43% of all 
conventional loan files contain between 
600 and 900 pages. Lenders need to 
deploy technology that will reduce costs 
and improve operational efficiency.

KELLI HIMEBAUGH: To provide an 
example regarding the struggle to contain 
and reduce origination costs, VirPack 
recently partnered with an independent 
mortgage banker that had been utilizing 
a different imaging solution for more 
than 9 years. The owner of the company 
shared in the very first sales call that the 
next stages in the successful growth of 
their business were dependent on a new 
solution to gain efficiency to deal with 
increasing loan file sizes, along with the 
need to automate the document workflow 
and improve the borrower experience. 
This requirement was key in their strategy 
to grow volume and profitability by miti-

Industry Predictions
Kelli Himebaugh thinks:

Home affordability and 
mortgage qualification will 
worsen due to rate increases 
and slow income growth.

More non-bank owned 
investors will enter the 
secondary mortgage 
lending market.

Rental home rates 
will continue to rise 
faster than incomes due 
to lack of inventory.

1.

2.

3.
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gating costs, primarily the need to not hire 
more operational staff. VirPack’s DMDS 
definitely checked all of the boxes for 
their paperless needs, and our workflow 
and tasking functionality provided the 
answer for their cost containment require-
ments. Our rule-based workflow features 
provided the automation requirements 
they had been looking for.  

Q: What has VirPack learned from 
talking to lenders in the last year?

WAYLAND POND: Two things are 
consistent with our lender conversa-
tions over the last year. First, production 
costs continue to rise and lenders are 
not achieving the operational efficiency 
gains and ROI expected from the docu-
ment management tool provided by their 
LOS. More often than not, it is private-
labeled or bolted-on and the lender’s 
requirements and expectations are not 
being met. Second, many lenders pre-
fer to leverage software solutions from 
vendor partners that are subject-matter 
experts and have a mission and culture 
that aligns with theirs. They recognize 
that through these partnerships they can 
close the gaps in their mortgage opera-
tions and workflow and avoid the disrup-
tion that comes with converting to a new 
costly, enterprise LOS.

KELLI HIMEBAUGH: Also, there’s no 
denying the digital mortgage race and 
its appeal to the millennial generation 
and tech-savvy consumers, but we’ve 
learned it’s not an all-or-nothing/one size 
fits all approach. Not all lenders are ready 
to fully embrace the digital mortgage and 
sacrifice the relationship-driven mort-
gage origination experience that is tried 
and true. Lenders are confident they can 
find a balance between the traditional ap-
proach and utilizing technology that will 
provide innovative communications in 
real time, workflow automation and im-
prove collaboration between borrowers, 
production, and operations teams.  

WAYLAND POND: VirPack’s journey 
with mortgage lenders over the last two 
decades supports this balance with the 
latest features in document management 
and workflow solutions, along with our 
portals designed for borrowers and third 

party originators that provide the real 
time data and document updates to im-
prove the borrower/lender experience.  

Q: Can you tell us more about the 
Rapid Deployment program that Vir-
Pack launched in 2017? 

WAYLAND POND: Traditional docu-
ment management technology imple-
mentations are often costly and time 
consuming, and I’m pleased to share 
that our rapid deployment program has 
streamlined DMDS implementations 
and our customers are up and running 
within weeks. We’ve accomplished this 
by harnessing best practices from lender 
deployments across the country and 
eliminating duplicate and labor inten-
sive activities. By leveraging preconfig-
ured document management software, 
lenders can quickly automate business 
processes throughout every step of the 
mortgage lending process while sup-

Industry Predictions
Wayland Pond thinks:

Lenders will continue to be 
cautious about compliance 
therefore page counts in files 
will continue to increase. 
More LOS and other industry 
technology providers 
will offer APIs to support 
their clients’ desire to 
integrate with best-of-breed 
technology providers.

More investors are going 
to require electronic 
loan delivery and will not 
provide best pricing if 
delivered another way.

1.

2.

3.

porting retail, wholesale and correspon-
dent lending operations.  

KELLI HIMEBAUGH: And, because 
lenders are not starting with a blank 
canvas, they can readily turn their fo-
cus to leveraging additional capabilities 
and advanced functionality that further 
optimize their operations including — 
automated document recognition and 
indexing using optical character recog-
nition (OCR), rule-based workflow and 
tasking, customizable web portals for 
third party originators and borrowers and 
deeper integrations with other technol-
ogy partners.

Q: What are the required capabili-
ties that a lender should put on its 
document management technology 
evaluation? 

WAYLAND POND: Lenders should 
pass on a technology provider that does 
not have a) document management ca-
pabilities that include OCR to automate 
the identification and indexing of docu-
ments, and b) integrated one-click deliv-
ery of loan files and data electronically 
to investors, HUD for FHA insuring, 
servicers, subservicers, QC firms and MI 
companies. For maximum functional-
ity and efficiency, a vendor’s document 
management offering needs to have 
strong integration features, such as gate-
ways to external data sources and web 
service APIs to exchange documents and 
data. These capabilities are essential to 
enable document management to be an 
integral part of a broader, cohesive loan 
processing and management solution. v
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Anything of mass, he theorizes, has an equivalent amount of energy. And, 
the greater the mass, the greater the energy. E=MC2. And like Einstein’s 

mass-energy equation, compliance is the consequence of regulation.

In 1915, Albert Einstein proposed 
the general theory of relativity, 
where he explains gravity as a 
consequence, rather than a force. 
Anything of mass, he theorizes, 

has an equivalent amount of energy. And, 
the greater the mass, the greater the energy. 
E=MC2. And like Einstein’s mass-energy 
equation, compliance is the consequence of 
regulation.

Nearly twenty years later in 1934, The New 
Deal emerged along with the Federal Housing 
Administration, the 30-year mortgage loan, 
and a number of regulations to fuel America’s 
economic recovery, protect consumers, and 

increase home ownership among middle 
income brackets. The mass of the regulatory 
system was relatively small then, and the 
force necessary to counteract regulation only 
needed a relatively small amount of energy. 

To Solve ComplIanCe 
ComplexITy, 
look To eInSTeIn'S 
prInCIpleS

By Michael l. Riddle



Over the past decade, the industry has accumulated 
a number of analytics tools and services while 
compliance-related tasks are still primarily 
performed across a wide staff.

Mortgage document preparation 
was a simple process thirty-plus years 
ago. Within 48 hours, you prepped a 
set of documents on an IBM Selectric 
typewriter, sent them to a title company 
with a note to close, and then shook the 
hands of a happy new homeowner. 

In the same span of time that wit-
nessed the typewriter’s evolution into 
a smartphone built for efficiency, the 
regulatory system grew more complex 
in equal opposition.

For every regulator action, there 
is an equal and opposite compliance 
solution. 

The regulatory system of today is an 
expansive and complex environment 
embodied by a number of housing, 
finance, and regulation bureaus that 
dictate compliance for nearly every 
aspect of a loan. The mortgage industry 
alone supports an incredible variety of 
loan products and an immense amount 
of data, and a single document package 

regulatory tech (RegTech) sectors have 
risen to the occasion by building Soft-
ware as a Solution (SaaS) products. 
Over the past decade, the industry has 
accumulated a number of analytics 
tools and services while compliance-re-
lated tasks are still primarily performed 
across a wide staff. But, an increase in 
the number of tools and people to learn, 
implement, oversee, and manage those 
tools can be tricky. Banking is still 
people doing a job, and mistakes are a 
natural result. 

Technology alone is not a perfect 
solution, either. For all the ease and 
accuracy technology can provide, the 
rate at which technology solutions are 
rendered outdated is exhausting. Many 
best-in-class tools struggle to adapt fast 
enough in the ever-evolving regula-
tory landscape when maintained by 
companies with a primary expertise in 
software and not compliance. 

The exposure of a lender is twofold: 

out-of-date software exposes potential 
security risks and out-of-date regula-
tory systems expose potential compli-
ance risks. Both can result in millions 
of dollars of recovery costs. 

For the documents space, this has 
taken the form of document prep pro-
grams that produce generic legal pack-
ages attuned to state regulations, but are 
not customized to a specific product or 
to a unique variability that may have 
specific state regulations. While there 
are many one-size-fits-all solutions, this 
can lead to challenges when it comes to 
maintaining compliance.

An Ecosystem of Mortgage Compli-
ance. E=MC2.

The DIY solution to maintaining 
compliance would take any institution 
thousands of hours of research and 
manpower to implement policies that 

adhere to federal and state regulations, 
not including the technical know how 
to build a platform to manage it.

While the complexity facing the 
industry appears daunting, the answer 
exists at the intersection of regulatory, 
legal expertise and technical mastery: 
a holistic and advanced ecosystem of 
mortgage compliance (E=MC2). The 
true best-in-class solutions crossbreed 
software engineers with experts steeped 
in regulatory compliance knowledge. 
The result is a holistic compliance man-
agement systems (CMS) maintained on 
both fronts.

Effective compliance management 
ecosystems can and have served the fi-
nancial services industry for the better, 
guiding institutions safely through any 
potential risk. Bonus: CMSs are sup-
ported - and even encouraged - by the 
federal government. 

A well-run, wide range, and com-
prehensive system that includes policy, 

procedures, testing, controls, automa-
tion, and risk assessment lead to exam-
iners reviewing banks more favorably. 
The Consumer FInancial Protection 
Bureau (CFPB) has been direct in 
saying that the more comprehensive a 
CMS, the more they will believe in a 
bank.

While still relatively new, there are 
integrated tech solutions built on the 
backbone of legal, financial, and regu-
latory ecosystems that produce com-
pliant document packages on one end 
and proactively manage redlining and 
fair lending risk on the other. Compli-
ance technology can minimize errors, 
automate processes, save time and re-
sources.

With an all-inclusive approach, insti-
tutions can access an incredible num-
ber of compliance solutions including 

can require nearly 60 compliance state 
and federal compliance checks.

Take one mortgage document set 
and multiply it across the total number 
of mortgages produced in one state, 
and then again over several - or all 50 
- states’ regulatory policies. The result? 
A very expensive mortgage origination 
process. It should come as no surprise 
that by the end of 2016, production 
costs per originated mortgage was at an 
all time high. 

It’s no question that a lender’s focus 
to maintain a profitable origination 
business can be slowed by the ever-
changing and ever-growing regulatory 
landscape. As the pressure on the in-
dustry mounts, so does the need for an 
equal and opposing force to effectively 
- and profitably - navigate it. 

The financial tech (FinTech) and 





dynamic document preparation, data 
validation and testing with legal back-
ing and HMDA, CRA, REMA, geoc-
oding, and Fair Lending solutions. The 
right solution will improve the agility 
and speed of these diverse compliance 
platforms across an enterprise in a con-
trolled, transparent, and organic way. 

And while the industry might im-
mediately view CMS a proactive and 
offensive approach, it is also a good de-
fense. Think of it like a well-protected 
house: the more prepared you are for a 
break in, the less likely it is to happen.

For an industry that has been slow to 
innovate, the emergence of a sustain-
able, smart, and reliable compliance 
ecosystem fosters an incredibly pio-
neering environment in which to man-
age regulatory changes and deadlines.

These expertise-fueled compliance 
ecosystems can empower financial insti-
tutions to react to the ever-growing regu-
latory mass with equal force. The weight 
of the regulatory system is counteracted 

by the power of integrated compliance 
tech solutions. And by alleviating the 
burden of regulation, banks can focus 
on profitability knowing it is no longer a 
weight they need to carry alone. v

The regulatory system of today is an expansive and 
complex environment embodied by a number of 
housing, finance, and regulation bureaus that dictate 

compliance for nearly every aspect of a loan.

Twitter: @engageprogress
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AttrActing  
new Borrowers 
You Need To Really Ask Yourself: How Well Do You Know Your Target Audience?

in today’s hyper-competitive mort-
gage market with fluctuating rates, 
low inventories, and changing bor-
rower expectations, it is vital for 
lenders to truly understand their 

target audience if they want to attract new 
borrowers.

In an article entitled “How to Define Your 
Target Market” by Mandy Porta from Inc.
com, Porta addresses this topic and states, 

“To build a solid foundation for your busi-
ness, you must first identify your typical 
customer and tailor your marketing pitch 
accordingly.”

“Given the current state of the economy, 
having a well-defined target market is more 
important than ever. No one can afford to 
target everyone. Small businesses can ef-
fectively compete with large companies by 
targeting a niche market.”

By Brandon Perry



“Many businesses say they target 
“anyone interested in my services.” Some 
say they target small-business owners, 
homeowners, or stay-at-home moms. All 
of these targets are too general.”

The mistake a number of lenders 
make is trying to appease every pos-
sible potential borrower instead of 
focusing their marketing message and 
materials to a specific or a limited num-
ber of target audiences.  

In addition, Porta says, “Targeting 
a specific market does not mean that 
you are excluding people who do not 
fit your criteria. Rather, target market-
ing allows you to focus your marketing 
dollars and brand message on a specific 
market that is more likely to buy from 
you than other markets. This is a much 
more affordable, efficient, and effec-
tive way to reach potential clients and 
generate business.”

For example, “an interior design 
company could choose to market to 

“Look at your current customer 
base.

Who are your current customers, and 
why do they buy from you? Look for 
common characteristics and interests. 
Which ones bring in the most busi-
ness? It is very likely that other people 
like them could also benefit from your 
product/service.

Check out your competition.
Who are your competitors target-

ing? Who are their current customers? 
Don’t go after the same market. You 
may find a niche market that they are 
overlooking.

Analyze your product/service.
Write out a list of each feature of 

your product or service. Next to each 
feature, list the benefits it provides 
(and the benefits of those benefits). 
For example, a graphic designer offers 
high-quality design services. The ben-
efit is a professional company image. 
A professional image will attract more 

customers because they see the compa-
ny as professional and trustworthy. So 
ultimately, the benefit of high-quality 
design is gaining more customers and 
making more money.

Once you have your benefits listed, 
make a list of people who have a need 
that your benefit fulfills. For example, 
a graphic designer could choose to tar-
get businesses interested in increasing 
their client base. While this is still too 
general, you now have a base to start 
from.

Choose specific demographics to 
target.

Figure out not only who has a need 
for your product or service, but also 
who is most likely to buy it. Think 
about the following factors:

>>Age
>>Location

>>Gender
>>Income level
>>Education level
>>Marital or family status
>>Occupation
>>Ethnic background
Consider the psychographics of your 

target.
Psychographics are the more personal 

characteristics of a person, including:
>>Personality
>>Attitudes
>>Values
>>Interests/hobbies
>>Lifestyles
>>Behavior
Determine how your product or 

service will fit into your target’s life-
style. How and when will your target 
use the product? What features are 
most appealing to your target? What 
media does your target turn to for in-
formation? Does your target read the 
newspaper, search online, or attend 

particular events?
Evaluate your decision.
Once you’ve decided on a target mar-

ket, be sure to consider these questions:
>>Are there enough people who fit 

my criteria?
>>Will my target really benefit from 

my product/service? Will they see a 
need for it?

>>Do I understand what drives my 
target to make decisions?

>>Can they afford my product/ser-
vice?

>>Can I reach them with my mes-
sage? Are they easily accessible?

While targeting is a very power-
ful tool to help maximize marketing 
dollars and results, it is important to 
prudently carve out your niche.  Com-
panies can get too narrow with their 
focus and have a very limited number 

homeowners between the ages of 35 
and 65 with incomes of $150,000-plus 
in Baton Rouge, Louisiana. To define 
the market even further, the company 
could choose to target only those in-
terested in kitchen and bath remodel-
ing and traditional styles. This market 
could be broken down into two niches: 
parents on the go and retiring baby 
boomers.”

By clearly defining your target au-
dience, your marketing materials and 
value propositions can be much more 
specific, personalized, and meaningful 
to your prospective borrowers.

Porta goes on to state, “With a clear-
ly defined target audience, it is much 
easier to determine where and how to 
market your company.” Here are some 
tips she provides to help you define 
your target market.

Given the current state of the 
economy, having a well-defined target 
market is more important than ever. 
No one can afford to target everyone.





of prospects to market to.
Porta’s tip, “If you can reach both 

niches effectively with the same mes-
sage, then maybe you have broken 
down your market too far. Also, if you 
find there are only 50 people that fit all 
of your criteria, maybe you should re-
evaluate your target. The trick is to find 
that perfect balance.”

She concludes with, “Defining your 
target market is the hard part. Once you 
know who you are targeting, it is much 
easier to figure out which media you can 
use to reach them and what marketing 
messages will resonate with them. In-
stead of sending direct mail to everyone 

in your ZIP code, you can send it only to 
those who fit your criteria. Save money 
and get a better return on investment by 
defining your target audience.”

Knowing your target audience will 

not only save you money on your mar-
keting but it will also deliver greater 
results as you look to attract more new 
borrowers in today’s highly competi-
tive mortgage market. v

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

technology solutions to get maximum return on investment. 
LendersDigitalMarketplace.com

Knowing your target audience will not only save you 
money on your marketing but it will also deliver greater 

results as you look to attract more new borrowers.
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 In today’s mortgage market, lenders 
and vendors alike are faced with 
constantly changing rules, refi 
fluctuation, foreclosures, negative 
equity, defaults, loan modifications, 
and rising rates. They are inundated 
with regulatory changes and 
compliance updates. To make the 
challenge even greater, many lenders 
and vendors are forced to do more 
with less. 

Unfortunately, many of the industry 
trade associations and publications 
have lost sight of what it takes to 
produce real progress in today’s 
lending environment. That is why 
a group of industry visionaries 
have come together to form the 
PROGRESS in Lending Association. 
The association’s goal is to provide 
thought leadership to lending 
professionals and vendors about 
how to create process efficiencies. 

Be a part of the solution. 
Sponsor Now! 
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3 A Better Way
Famed industry researcher 

Jeff Lebowitz asserts that there 
is a better way to get 
new technology to 
market.

4 Subprime Today
Scott Kersnar looks back at 

the subprime debacle/bubble and 
talks about the future 
of this asset class.

5 QC Done Right
Industry consultant Rebecca 

Walzak of rjbWalzak 
Consulting, details 
the best way for 
lenders to avoid risk.

6 The Big Idea
James Comtois points out 

that acquisitions done 
by CoreLogic signal a 
larger industry reliance 
on data.

7   A State of Flux
Jennifer Miller of a la mode, 

inc. details how future change will 
reshape the appraisal 
process yet again.

9 The Death of PR
Michael Hammond of 

NexLevel Advisors talks about the 
state of public relations 
in the mortgage space.
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George Yacik warns 
that credit unions are 
here to stay and their 
coming influence is 
something to watch.

11 Choose Wisely
Asher Lohman of 

MortgageFlex takes a hard look 
at typical LOS due 
diligence practices 
and why they don’t 
work.

Fair Lending 
Is A Mindset 
BY A.W. PICKEL, III

We founded LeaderOne Financial in 1992 as 
a local mortgage brokerage. Since then, it has 
grown into a full service mortgage bank with 
the distinctive capability, since 1995, to under-
write conventional, VA and FHA loans in house 
throughout the United States. Since 1992 the 
size and scope of LeaderOne has expanded 

as the number of rules and 
regulations placed on our 
industry has grown by leaps 
and bounds.
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Housing Finance:  
The Next 100 Years? 
BY PHIL HALL

 
This year marks the centennial of the Mortgage Bankers Association. While it is fun to walk down 

Memory Lane and look back at the last 100 years in housing finance, the real challenge is to look ahead 
at what the next 100 years might offer. And while the dispensing of accurate prophecies is not among 
my sharpest skills, I believe that I can offer some predictions that may prove more than a little accurate 
to the lucky folks that discover this magazine in 2113.

The future of housing finance, according to my crystal ball, should include the 
following developments:

My Stance:Long 
Live Both GSEs

BY LEW SICHELMAN

Pardon me, but why are we 
trying to reinvent the wheel?

By that, I mean, why are we 
trying to reinvent the secondary 
market when one already ex-

ists? A good one, I might add, that seems to be 
working pretty well right now.

I am but a poor humble typist, so better minds 
than mine — much better — are certainly at work 
here. But I still don’t understand why we need a 
brand new entity — not 
to mention a brand new 
system — to take the 
place of Fannie Mae and 
Freddie Mac?

Technology Is 
Not Enough
BY TONY GARRITANO

Technology is not good enough. Simply put, 
technology can’t solve all of your problems. I 
know that you’re probably a bit confused to hear 

this from me, a technology guy 
who has talked about the ben-
efits of all things automated for 
well over ten years now.  What’s 
wrong? Let me explain.

First of all, I am very pleased 
that lenders are taking technol-

ogy more seriously these days. How do I know 
they’re taking technology more seriously? Stud-
ies show that technology spending is increasing. 
That’s a good thing for the mortgage industry.

Raymond James, a diversified financial services 
holding company with subsidiaries engaged pri-
marily in investment and financial planning  pre-
dicts  American banks will continue to grow their 
IT spending at the three-year (2009-2012) com-
pound annual growth rate of 3.1 percent. 

Furthermore, in the 2013 Bankers As Buyers 
Survey, a collection of research, observations 
and articles about what technology, solutions and 
services U.S. bankers will buy in 2013 prepared 
by the William Mills Agency, Jeanne Capachin, 
former research vice president for IDC Financial 
Insights, provided more 
insight into the spending 
habits of banks this year.   
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Providing dynamic and easy to use digital lending solutions enhances the 
borrower experience and provides originators with the chance to clearly  

explain product options and loan terms.

Lending in  
Today’s 

By Curt tegeler

i
n today’s mortgage market, you 
can’t pick up a trade publication 
or attend an industry event and 
not see or hear something about 
digital lending. While there is a 

great deal of hype about digital lending, 
instead of adding more fuel to the fire, 
let’s discuss what borrowers are actu-
ally looking for and lenders are actually 
implementing in their digital lending 
solution.

Anyone who has gone through the 
mortgage process knows that it is ex-
tremely document driven, including 
loan files that can sometimes exceed 
500 pages. For applicants, successfully 
navigating the mortgage process takes 
time and patience, as they struggle to 
fill out dozens of forms, dig up docu-
ments and financial records and then 
send in the mail, fax or scan them to 
their lender. Naturally, all this back and 
forth adds days of extra time, the po-
tential for errors, and confusion to the 
closing process for the borrower.

Providing dynamic and easy to use 
digital lending solutions enhances the 
borrower experience and provides 
originators with the chance to clearly 
explain product options and loan terms 
to eliminate confusion for the borrower. 
Lenders are eager improve the borrow-
er’s experience while streamlining the 
lending process and reducing manual 
steps and costs. Let’s dive into some 
of the key components that lenders are 
seeking in their digital lending solution 
and how that improves the borrowers 

lending experience.
One group that is driving this move to 

digital is the millennial buyer. Lenders 
understand that the millennial genera-
tion represents a significant opportunity 
for the mortgage industry in the form 
of first time homebuyers. Studies have 
proven that millennials are more likely 
to start their search for homes and the 
finance of homes online.

By providing a unique digital lend-
ing experience, mortgage companies 
can easily accommodate the digital 
demands of the millennial buyer. This 
enables the loan officer to take more ap-
plications and spend more time creating 
and cultivating relationships. One of 
the main accommodations that millen-
nials are hoping to find throughout their 
experience is being able to conduct 
business electronically using a single 
access point. They are also looking to 
be able to sign documents electroni-
cally and access them on their mobile 
devices, ensuring the process is as fast 
and transparent as possible. As part of 
a tech savvy generation, the last thing 
millennials are looking for is the incon-
venience of sorting through hundreds of 
documents at the lenders office at a time 
of day that doesn’t work for them.

According to the Consumer Finan-
cial Protection Bureau, technology has 
helped individuals understand loans 
better. Because of this, they felt more 
confident about the digital process. This 
insight is important because it tells us 
that digital lending isn’t a service only 

digiTaL  era



suitable for millennials but almost any 
consumer. Increased efficiencies can 
reduce costs and these savings can be 
passed on to the borrower further im-
proving their experience. Lenders can 
see a monetized value in this technology 
as well as new opportunities for lenders 
to expand their business and find ways 
to effectively communicate to the con-
sumer. The right digital lending solu-
tion gives the lender control over that 
borrower experience so that they can 
continue to exceed expectations.

Today’s advanced digital lending 
solutions enable lenders to provide bor-
rowers with an enhanced level of service, 
one that is more timely, convenient and 
provides the borrower with the ability to 
interact with the lender when and how it 
is most convenient for them. The digital 
lending experience must bring together 
numerous data points from multiple 
sources into one location to deliver a 
seamless lending experience to the bor-
rower while delivering key business 
intelligence to the lender. To be able to 
deliver on this promise, the right digital 
lending solution delivers the ability to 
easily integrate multiple systems. More 
and more companies are publishing ap-
plication program interfaces (APIs) to 
accommodate this need for seamless 
connectivity.

APIs enable third-party developers 
to create helpful services and tools that 
customers can utilize. The introduction 
of API’s provides lenders and borrow-
ers access to all data from all programs 
in real-time, ultimately providing them 
more accurate and up-to-date informa-
tion. Through using this solution, cus-

tomers are not only able to compare and 
save but also have access to more per-
sonalized resources for making the right 
decisions regarding their mortgage.

Constant communication is also key in 
creating a successful digital lending ex-
perience. Adding video technology and 
instant messaging provides informative 
information to the borrower through a 
distribution method that they are accus-
tomed to using. Constant access to check 
loan statuses, upload the necessary docu-
mentation, sign documents electronically 
and maintain a digital system of records 
are key aspects that can give borrowers 
the digital experience they are seeking.

When done right, digital lending is a 
simple and easy to follow process that 
educates the borrower through each step 
of the lending journey. This allows the 
overall process to become more self-
guided and enables borrowers to seek 
out information on their terms. This em-
powers the borrower and improves their 
lending experience. While the borrower 
is doing some of work themselves, the 
role of the loan officer is not diminished 
but instead allows them to be more ac-
cessible when critical questions arise.

Loan officers can assist at any point in 
time and can confirm the accuracy of the 
borrower’s data. Digital friendly applica-
tions streamline the process even more 
and confirm that information remains se-
cure throughout providing improved lev-
els of accountability. Borrowers can read 
and sign off through any device to move 
through it seamlessly. Manual tasks are 
then reduced and costs are significantly 
reduced for lending companies because 
of error reduction while delivering a bet-
ter lending experience.

The user experience is an important 
factor as potential borrowers are apply-
ing for a loan through different chan-
nels. Reducing the time it takes to com-
plete loan processes and enhancing the 
overall loan experience for the borrower 
differentiates one lender over another.

Technology is providing borrowers a 
faster, more transparent, mobile-friendly 
experience. By leveraging design and 
directing to source connectivity, appli-
cants can navigate a self-guided experi-
ence and be offered real-time assistance 
from their loan officers.  The right digital 
lending solution significantly enhances 
today’s borrowers lending experience. v
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More than 600 of the nation’s lenders and appraisal 
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