Strategies That Work
NEW IDEAS
CONSTANTLY
CHANGE THE
LANDSCAPE
OF ANY
SPORTS TEAM’S
GAME PLAN.
WHY SHOULD
MORTGAGE SERVICING
BE ANY DIFFERENT?

BY JEREMY PEASE

Companies are consumed with knowing what strategies
are working for their competitors and how to replicate
that success, hence the use of such phrases as “best
practices” and “lessons learned.” Along those lines,
many servicers want to know what loss mitigation
techniques are working for other servicers and how
can my model be reworked to tap into that success.

Let’s look at our favorite sports
teams and their approach to implementing best practices. New ideas
constantly change the landscape of
a team’s game plan. For example, in
professional football, whichever team
wins the Super Bowl each year is the
team to emulate. There is validity to
this approach, however; there are flaws
as well. Simply stated, what works for
one company will not always work
for other companies. Organizations as
well as teams are made up of varying
individuals who are motivated to excel in multiple ways. The best executives and the best coaches learn to take
the talent they have and use the proper
strategy to create exceptional success
in their line of business. For example,
Zappos strives to provide the absolute
best customer service, and its entire
company lives that as a lifestyle every
day at work. However, when asked
how another company could adapt its
model, management simply stated,
“do not attempt to do business the
way we do, you will fail.” Within the
servicing industry, each company has
to determine its own loss mitigation
methods that work best.
Now, does that mean there are not
strategies that have been proven to
work in multiple company formats?
Absolutely not! Overlying strategies,
which if approached from a high-level
viewpoint and then tailored to your
team’s skills and capabilities can become very successful models for your

business. There are so many different
facets to loss mitigation and a onemethod fits all approach is realistically not going to work.
With any approach, one of the key
factors to a successful loss mitigation campaign is successful borrower
outreach. If a company cannot reach
a borrower, it can only follow regulations regarding when borrowers can

sonalized SPOC system in place to
create a personal contact and improve
the contact rates provided from many
dialers. Agents dialed the numbers,
had a set of cases assigned to them and
gave the borrowers a direct number to
call them back on. Ironically, since
this transpired before SPOC regulations, the fact that one person was
assigned to a set of cases as the sole

Simply stated, what works for one
company will not always work for
other companies.
be contacted, how they can be contacted and the timeline around how to
determine afinal resolution. Almost all
companies now incorporate a dialer,
have a plan in placefor mailings and
use a system to track what necessary
steps they can take based on the state
and even county of the property. However, this lacks a personal approach
and has grown complicated when
considering regulations such as the
single-point of contact (SPOC) rule.
The goal of most servicers is to simply get in touch with the borrower or
make right-party contact. This allows
the company to let borrowers know
about the many options available today to help them in their current situation, whatever that may be, and to initiate the process of trying to keep the
borrower in their home. Unlike five
plus years ago when there were very
few programs to assist a borrower at
risk of losing their home, today there
are an abundance of options that can
help most borrowers hold onto their
homes or at least exit gracefully.
So the question becomes: How do
servicers’ best reach these borrowers or make right-party contact? To
answer that, look at a strategy that
has worked for other companies and
brought enormous savings, a method I
like to refer to as a personalized SPOC
method. Before it was mandated, I
know of one servicer that put a per-

person to interact with their borrowers was actually SPOC even before its
time with even higher standards than
what SPOC truly requires.
This method of manually dialing
and having specific case volumes assigned to agents seems to contradict
what we all think of when it comes
to creating greater efficiency and
productivity. However, when one
servicer put this method into practice
for one of their clients, by using this
model with intense skip tracing and
other methods to track down seriously
delinquent borrowers, right-party
contacts improved by more than 25
percent in a matter of weeks. Now,
imagine an average loss of $25,000
on a home that goes to foreclosure
or ends in a short sale. With that in
mind, if you have 10,000 loans in loss
mitigation and you are able to contact
25 percent more of those borrowers
using SPOC thatwould be2,500 more
contacts. Take it one step further; if
25 percent of those borrowers qualify
for a program that returns them to a
regularly paying borrower that would
give you 625 borrowers allowed to
remain in their homes. The final takeaway is that the company could save
$15,625,000 in potential losses with a
personalized SPOC approach on those
properties alone. That is staggering.
Now, the updated question should
be: is this a viable and sustainable

model for everyone? Maybe not, but
with regulations tightening and borrowers becoming more and more tech-

this comparison, make sure the model
is setup in a way that you can clearly
differentiate the models results through

nologically savvy, it is not as outlandish as it sounds.
When adopting this model it is wise
to start small. Begin with 20 to 30
percent of the overall loss mitigation
loan volume. This allows servicers to
do a comparison between today’s operations versus what could change in
a matter of months to see if it is truly
providing the value for their organization, and then scale from there. To do

specialized reporting. This allows you
to validate the results and make the
case for it or against it. There is software available that supports this type
of model so consider using something
like that to keep the two separate paths
as differentiated as possible.
Again, will this work for your organization based on the way you perform
loss mitigation? It is possible, but if
you want a strategy that may be con-

Within the servicing industry,
each company has to determine
its own loss mitigation methods
that work best.

sidered outside the box, but has proven
effective in another organization, it is a
method worth considering.
Here is another sports comparison:
When teams played football in the
1980s and even into the 1990s, most of
them ran the ball in power formations
with tight ends built to mostly block.
Today, many teams spread the field out
with four or five wide receivers and
air the ball out most of the time with
extraordinary tight ends that have size,
speed and agility to create mismatches
in coverage. Again, someone had to be
the first to come up with this drastic
change to the offensive approach and
some teams, to this day, still hold on
to the old smash mouth football game.
At the end of the day every industry
changes and evolves with the technology, talent and intelligence to remain
competitive. The test is to determine
if your company will be next in line to
blaze a trail for this strategy or will it
pass you by due to a lack of willingness
to adapt. The choice is yours.
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