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What Small Business 
Owners Seek In 2017

Most owners of small and medium-sized businesses (SMBs) say attract-
ing and retaining customers is their top priority for the year ahead, 
according to recent research from GetApp.

The report was based on data from a survey of 500 owners of SMBs in the 
United States. All respondents were between 25 and 54 years old.

Some 57.6% of respondents say attracting and retaining customers is their 
biggest priority for 2017.

Next is reducing costs (12.6% cite it as their biggest priority).
Other top goals include improving technology infrastructure (7.8%), speeding 

up payments/invoicing (6.6%), better tracking workflows (6%), and reducing 
the amount of time spent on administrative tasks (6%). v
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Recovery Tips

Early in my career as a loan officer, I had 
a very important realization regarding 
business processes that led me to under-

stand not just my job better, but also the tasks 
and requirements of my colleagues. I was lucky 
enough to work with outstanding team players 
who, unbeknownst to me, were completing my 
work. They were doing things I could have 
easily done but I simply was not aware that I 
needed to at the time. Not only was my lack 
of knowledge inconveniencing those working 
around me, it ultimately created a less than 
optimal customer experience as well.  My loan 
processor would have to contact the customer 
for additional information, which inconve-
nienced the borrower and extended the loan 
closing cycle time. The result was decreased ef-
ficiency across the board. Despite the fact I was 
a high producer, I had yet to detangle myself 
from siloed work habits. Once I better under-
stood the nature of the broader loan process and 
could see the effects of decisions on the people 
around me, it enabled me to become a much 
better and stronger employee who was a better 

colleague and could now provide better service 
to customers. 

Understanding the Ripple Effect 
What got me to that point of understanding 

in my career was a simple conversation with 
my processor. She explained what she had been 
doing “behind the scenes” for me. In essence, 
what we were doing was breaking down the 
barriers of communication and expectation. 
This level of communications between sales 
and operations, for example, gives employees 
more context which in turn translates to a better 

understanding of how important it is for them 
to do their job well and how it affects the rest 
of the process. 

The mortgage industry has traditionally had 
an uninspiring reputation for proper training. 
However, with intentionality and focus this 
can change. There are some companies making 
great strides toward implementing job train-
ing programs combined with a strong focus 
on creating a collaborative culture within their 
organizations. It is this training and collabora-
tion component that is going to remove ob-
stacles between internal business efficiency and 
customer-facing experiences. What has been 
missing is training across job specialties.  

Training across job “borders” will open the 
opportunity for everyone in a company to learn 
how their role fits into the process as well as the 
role of their colleagues. This does not mean that 
everyone will be trained to do everyone else’s 
job. Instead, they will gain a deeper level of ap-
preciation and a better understanding of the to-
tal process, which we believe creates empathy. 

This level of training goes beyond having a 

better quality process and better quality loans; 
it actually improves the culture of the orga-
nization. With it, companies can remove the 
wedge between people in different roles and 
departments and create an environment where 
employees understand the ripple effect of deci-
sions throughout the organization to ultimately 
work better together.

So, consider mortgage LAB training where it 
is not an experiment, but is a culture of collabo-
ration where everyone learns across borders. 
This additional training gives us as an industry 

Building Bridges
The mortgage industry has traditionally had an uninspiring 
reputation for proper training. However, with intentionality  
and focus this can change.

By  Daniel Jacobs

Training across job “borders” will open the opportunity 
for everyone in a company to learn how their role fits 
into the process as well as the role of their colleagues.





R
ec

ov
er

y 
Ti

ps

the opportunity to learn from different perspectives. 
Generally, people want to do a great job but simply 
don’t know what they don’t know. This level of col-
laborative learning across boarders creates a deeper 
understanding of the process and empathy between 
roles, which ultimately results in not only a great 

consumer experience, but a great corporate culture 
of collaboration that breeds high performance and 
long-term employee loyalty. This will not happen 
by accident, though. It takes an organized effort 
from the top down to ensure the mortgage LAB is a 
priority and specific initiative. v

Generally, people want to do a great job but simply  
don’t know what they don’t know.

Daniel Jacobs is the EVP and managing director of national retail lending for MiMutual Mortgage. With nearly 
20 years of experience in the mortgage industry, he has previously had senior positions at American Financial 
Network, Residential Finance Corporation and Freedom Mortgage Corporation. Jacobs can be reached at 
djacobs@mimutual.com.





Your Voice

Perhaps you’ve just added digital tools to 
your menu of origination technology or 
you recently switched Loan Origination 

Systems (LOSs), boosting the confidence you 
have in your organization’s preparedness for the 
future. But, Tomorrowland in the loan origina-
tion business may be more drastic than you 
think. How prepared are you to compete with 
emerging business models and how prepared are 
your infrastructure and platforms for the upcom-
ing technology advancements? 

In the last five years, the traditional mortgage 
lending model has modernized and become more 
non-linear with the increased usage and availabil-
ity of data. Significantly. Paperless processing, 
OCR technology, data verification innovation, 
eSignatures and smart automation have made 
its way into the archaic and complex mortgage 
industry, simplifying some of the most cumber-
some, costly and time-consuming processes. 
Considering how far the industry has come in 
the last five years, mortgage industry participants 
should anticipate even greater advancements in 
the next five years. By remaining watchful of 
emerging trends, lenders can take practical steps 
to prepare for ongoing business and technology 
transformation. Here are the biggies:  

Focus on Creating Value: You may hold 
that belief that providing a loan for homeown-
ership is value enough for a customer. But, by 
today’s standards, value creation is about what 
you can deliver to a customer above and beyond 
their expectation and beyond a single moment in 
time.  Some of the most successful businesses 
have dissected the journey of their customers to 
identify and satisfy “wish list” items that come 
up before, during and after a transaction. Pay at-
tention to what the customer really wants in their 

home buying experience and find ways to com-
bine forces with partners and peers to answer 
those needs.     

Trailblazers are Practical: Business trail-
blazers in every industry are focused on design-
ing for an improved customer experience and it 
is not without good reason; data suggests that 
the better the experience for the customer, the 
greater the revenue stream. Unfortunately, many 
businesses operating in the mortgage space are 
still reluctant to incorporate customer experience 
design into their overall business and technology 
transformation efforts, not realizing the correla-
tion between customer experience and business 
efficiency. Designing processes and systems 
around customer experience can increase cus-
tomer participation, which in turn, speeds loan 
processing, generates significant productivity 
gains for the lender and reduces overall costs. 
Investing in the experience is not only good busi-
ness to build loyal customers, but it is practical.  

System of Growth and Opportunity:  As 
the world becomes more connected, your origi-
nation technology platform is required to do 
more than react to business-driven processes 
and tasks. Systems need to support strategic 
growth plans including new technology and 
service integrations and extensions, business 
channel development, rapid product expansion 
and value creation initiatives.  It should also 
support customer interactivity from various 
touch points, including online, mobile and 
video assistance. As you progress into the rap-
idly evolving technology and business environ-
ment, ensure that your business systems and 
infrastructure are more than just a system of 
record but offer opportunities to grow, evolve 
and engage with your customers. v

Looking Toward Tomorrowland
In the last five years, the traditional mortgage lending model has 
modernized and become more non-linear.

By Joey McDuffee

Joey McDuffee is director at Wipro Gallagher Solutions, a Wipro Ltd. company (NYSE:WIT), which is 
a provider of end-to-end technology products and services for mortgage, consumer, and commercial 
lenders in the United States and abroad. WGS’ technology products include its flagship NetOxygen 
Loan Origination Systems (LOS) and mobile lending technologies. For more information about Wipro 
Gallagher Solutions, visit the company’s website at www.wiprogallagher.com.
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Following the subprime lending collapse in late 
2008, there was a void in financing for low-
credit borrowers with little or no down pay-

ments. Loans backed by FHA stepped in to fill some 
of that void, with FHA purchase loans jumping from 
just 3.3 percent of all purchase loan originations in Q4 
2006 to 27.2 percent in Q4 2008.

But FHA loans weren’t alone in their resurgence 
following the fallout of subprime lending. A lesser-
known (although long-used) financing instrument 
called a contract for deed (see definition below) 
gained traction in the years following the collapse of 
subprime lenders, particularly for low-value homes in 
Rust Belt cities like Detroit, Flint, Youngstown and 
Indianapolis.

New contract-for-deed data collected by ATTOM 
Data Solutions, curator of the nation’s largest synthe-
sized property database, shows the trend.

More than 103,000 contracts-for-deed were re-
corded nationwide in the five years following the end 
of the Great Recession (2010 to 2014), a 10 percent 
increase compared to the previous five years (2005 to 
2009).

Some of the counties with above-average increases 
included Trumbull County/Youngstown, Ohio (136 
percent increase); Wayne County/Detroit, Michigan 
(63 percent increase); Genesee County/Flint, Michigan 
(53 percent increase); Marion County/Indianapolis, 
Indiana (46 percent increase); Dane County/Madison, 
Wisconsin (26 percent increase); and Hamilton 
County/Cincinnati, Ohio (24 percent increase).

The average sales price for the 2010-to-2014 
contracts-for-deed nationwide was $87,010, 38 per-
cent below the average sales price of $141,423 for 
contracts-for-deed recorded between 2005 and 2009.

Over the same time period, average contract-for-
deed prices were down 70 percent in Michigan, down 
15 percent in Ohio, down 10 percent in Wisconsin, and 
down 12 percent in Indiana.

Market Pulse

Creative Financing 
May Be  

Coming Back
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Process Improvement

As we finish up the fourth quarter, let’s 
reflect on some of the major industry 
highlights of 2016. We can’t learn from 

our mistakes if we don’t first recognize them. 
So, I like to end the year talking to industry 
experts about the last 12 months and what they 
think might be ahead of us.

Not surprising, TRID was still a very big is-
sue for the industry. “In addressing TRID, lend-
ers had to re-evaluate their entire loan process,” 
pointed out Greg Marek, Chief Marketing 
Officer at Capsilon, a provider of cloud-based 
document management solutions for mortgage 
lenders and investors. “Lenders are grappling 
with how to produce compliant loans while 
keeping loan costs in check. Do you throw la-
bor at it? And if you do that how do you stay 
profitable? Now that we’ve gone through TRID 
lenders are realizing that adding labor is not 
the right choice. We are seeing more interest in 
automating certain steps. For example, lenders 
want to automate file intake because quality 
starts upfront.

“There is a lot of interest in technology that 
automates processes vs. database or repository 
technology. Think about it: What is the digital 
mortgage? When people talk about it they think 
of the rocket mortgage that is digital on the 
frontend. That’s great, but you also have to have 
a digital backend. If the consumer gets a quick 
upfront process, they want a quick process all 
the way throughout.”

Lenders also looked more and more to cloud 
computing in 2016 to solve pain points. “More 
development toward the cloud happened in 
2016,” said Brian Lynch, President at Advantage 
System, a provider of accounting technology 
systems for mortgage lenders. “Our clients are 
acquiring more and more branches and growing 

retail. Web development and browser-based 
deployment is critical. You need to provide 
the same experience regardless. Everyone also 
wants a dashboard experience. Transactions are 
happening daily and they want to see the data 
in real time.”

Advantage Systems is now supporting 
Microsoft’s SQL Server database for its AMB—
Accounting for Mortgage Bankers product.

Advantage Systems had relied on the capac-
ity and reliability of the Oracle database for 
almost twenty years but saw the need to support 
Microsoft’s database. Advantage Systems will 
continue to offer the Oracle database and in so 
doing provides lenders the choice between the 
two databases. Many lenders have demonstrat-
ed a preference for MS SQL Server, making this 
additional choice more convenient for them.

“Oracle’s database has served us and our 
clients well. The performance and reliability of 
the Oracle database has been the reason many 
Fortune 500 companies use this database,” said 
Lynch. “We are very excited about the technol-
ogy we have developed that allows us to support 
different databases and believe that technology 
will be critical in the years ahead.”

Another big trend that dominated 2016 was 
the need for technology companies to form even 
tighter integrations with their client’s other 
technology partners. 

“We’ve been trying to connect clients and 
service providers as tightly as we can,” noted 
Denis Brosnan, President and CEO at Dallas-
based DIMONT, the largest provider of special-
ty insurance and loan administration services 
to the residential and commercial mortgage 
industries in the United States. “You’re seeing 
more companies embrace APIs so you can get 
true integrations. In general, there are a lot of 

A Look Back
2016 has been one for the record books. Here’s how industry 
experts look back at what happened:

By Tony Garritano

You’ll see further specialization due to regulation. 
Lenders and servicers are going to continue to look at  
how they do things so they can improve.





people that a pessimistic about the economy. So, 
the banks are going to have to refocus on better 
serving the customer.”

Joey McDuffee, Director at Wipro Gallagher 
Solutions, a Wipro Ltd. company (NYSE:WIT), 
which is a provider of end-to-end technology 
products and services for mortgage, consumer, 
and commercial lenders in the United States and 
abroad, agrees that better serving the customer 
was a big priority for lenders in 2016 and that 
trend will continue into the future. “There is con-
tinued regulatory scrutiny for sure. At the same 
time, lenders want to increase and enhance the 
customer experience. We’ve seen a lot of interest 
in mobile technology. We are seeing wholesale 
come back and they want to provide a great expe-
rience. We’ve also seen an uptick in home equity 
business. We’ve been getting interest from new 
entrants to that space. 

“As part of the portal entrance, you want to be 
omni-channel. You want to have a single source of 
data feed all your channels. In the end, you want 
to provide that great experience and still reduce 
your cost to originate.”

And going forward, the big trends of 2017 will 
be about embracing technology get rid of ineffi-
ciencies that drive up cost. “Lenders are looking 
at the bottom line,” explained Marek. “Lenders 
want to remove inefficiency and error through 
technology. 

“As we move forward, there will be continued 
pressure on production cost and margins. In total, 
70% of lenders think cost will continue to rise in 
2017. How do you prepare for that? You have to 
analyze the process and genuinely improve it.”

Capsilon released a free eBook entitled “6 Key 
Steps Lenders Must Automate to Succeed.” The 
new eBook outlines how lenders can reduce the 
labor associated with mortgage loan production 
by up to 80%, and accelerate loan production, by 
automating several critical steps in the loan pro-
duction process.

While striving to remain compliant with vari-
ous new industry regulations, many lenders have 
added headcount, resulting in lengthening turn 
times and increasing loan production costs. In this 
eBook, Capsilon demonstrates how leveraging the 
right technology speeds loan turn times, increases 
loan quality, and decreases total loan production 
costs via repeatable, automated processes.

In response to these trends, lenders are looking 
for a fully integrated platform, said McDuffee. 
“We are seeing more scrutiny around data leak-
age. More folks are moving to the cloud, but the 
infrastructure has to support the new regulations. 

“You’ll see further specialization due to regula-
tion. Lenders and servicers are going to continue 
to look at how they do things so they can improve. 
There’s a lot of interest in big data. You need to 
select the appropriate data at the right times in 
order to succeed.”

“In 2016 the industry came together,” conclud-
ed Marek. “There was a lot of angst around TRID. 
The industry really came together to solve these 
problems. This was good for the industry moving 
forward and now we have to continue to optimize, 
optimize, optimize.” 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.

“In 2016 the industry came
together,” concluded Marek.
“There was a lot of
angst around TRID.
The industry really came
together to solve
these problems.”
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Future Trends

A Forbes article by Jonathan Vanian said 
it best, “Prior to Trump’s upset win, 
virtually all national polls showed the 

businessman and reality television star trailing 
Democratic nominee Hillary Clinton. Her win 
was considered inevitable, with prominent poll-
sters and pundits merely arguing about how big 
her guaranteed victory would be. And then on 
Tuesday, voters proved the experts wrong.”

What did Trump do right? To say he ran 
an unconventional campaign would be a gross 
understatement. He methodically eliminated 
16 primary contenders, countering their talk-
ing points with his bombastic personality. He 
captured an inordinate amount of free TV time 
by being outlandish. Trump had a sense of what 
people wanted to hear and recognized that anger 
among working class white voters ran deep. He 
played to emotion, not data points.

Steven Bertoni’s article headline in the 
December 20, 2016 in Forbes magazine read, 
”The secret weapon of the Trump campaign: 
his son-in-law, Jared Kushner, who created a 
stealth data machine that leveraged social media 
and ran like a Silicon Valley startup.” Kushner, 
who had no political experience, committed to 
Trumps’ campaign in November 2015, after 
seeing a raucous Trump rally in Springfield, 
Illinois. On that return trip, Trump and Kushner 
talked about how the campaign might better use 
social media.

”At first Kushner dabbled, engaging in what 
amounted to a beta test using Trump merchan-
dise. ’I called somebody that works for one of 
the technology companies that I work with, and 
I had them give me a tutorial on how to use 
Facebook micro-targeting,’ Kushner says. The 
Trump campaign went from selling $8,000 a 
day worth of hats and other items to $80,000, 
generating revenue, expanding the number of 
human billboards—and proving a concept. By 
June the GOP nomination secured, Kushner 
took over all data-driven efforts. Within three 

weeks, in a nondescript building outside San 
Antonio, he had built what would become a 
100-person data hub designed to unify fundrais-
ing, messaging, and targeting.”

In this case, a lack of awareness of traditional 
campaigning was an advantage. Kushner was 
able to look at the business of politics without 
the constraint of precedent.

Eric Schmidt, the former CEO of Google and 
one of the designers of the Clinton campaign’s 
technology system, agrees with Vanian. “Jared 
Kushner is the biggest surprise of the 2016 elec-
tion. Best I can tell, he actually ran the cam-
paign and did it with essentially no resources.”

What did Clinton do wrong? According 
to The Washington Post, Clinton’s campaign 

used a custom Algorithm called Ada; a com-
plex computer algorithm that staff fed “a raft 
of polling numbers, public and private” to play 
a role in most strategic decisions Clinton aides 
made. According to aides, Ada ran 400,000 
simulations a day and a report was generated 
that gave Robby Mook, the campaign manager, 
a detailed roadmap of which background states 
were most likely to tip the race in one direction 
or the other, allowing them to decide where and 
when to send the candidate and her surrogates 
and where to air television ads.

Like much of the political establishment, 
however, Ada did not accurately predict the 
turnout of rural voters in Rust Belt states. 
Pennsylvania was correctly identified as a 
critical state early on, which explains why 

Analyzing The Election 
Big data analytics suffered a huge setback when nearly 
every political poll failed to predict the outcome of the 
presidential election.

By Roger Gudobba

Statistics and data science 
gets more credit than it 
deserves when it’s correct 
and more blame than it 
deserves when it’s incorrect.
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Clinton visited it often and closed her campaign in 
Philadelphia. Other states that Clinton would lose, 
like Michigan and Wisconsin, either were not identi-
fied as at-risk or were deemed so too late. 

A number of election post mortems indicate that 
Bill Clinton, a politician with proven fluency in read-
ing and responding to voter emotion, advocated that 
his wife’s campaign pay more attention to white work-
ing class voters. Perhaps he reasoned that while that 
group was not within Clinton’s reach, she might draw 
enough votes to win Michigan, Pennsylvania, and 
Wisconsin—states that Trump narrowly won instead.

Let’s look at data analytics as it pertains to a 
presidential election: An article in Wired 
by Cade Metz stated, “The lesson 
of Trump’s victory is not that 
data is dead. The lesson is that 
data is flawed. It has always 
been flawed—and always 
will be…. But this wasn’t so 
much a failure of the data as 
it was a failure of the people 
using the data. It’s a failure 
of the willingness to believe 
too blindly in data, not to see 
it for how flawed it really is.”

Summary: The use of data 
analytics by presidential campaigns 
did not begin in the 21st century. 
Clinton aides believed their 
work with data was the most 
sophisticated to date, and while 
this may be true, it did not trans-
late to a strategic advantage over 
Trump when all other factors 
were accounted for. If Barack 
Obama’s 2012 presidential vic-
tory proved big data’s triumph 
for accurately predicting elec-
tions, Donald Trump’s 2016 presidential win could 
demonstrate the opposite.

According to Nik Rouda, senior analyst at the 
Enterprise Strategy Group, “Polls aren’t really big 
data. The sample sizes were certainly good enough for 
a poll, but maybe didn’t meet the definitions around 
volumes of data, variety of data, and historical depth 
contrasted against real-time immediacy, machine 
learning, and other advanced analytics. If anything, 
I’d argue that more application of big data techniques 
would have given a better forecast.”

Professor Samuel Wang, manager of the Princeton 
Election Consortium, which gave Clinton a 99 per-
cent chance of winning as of the morning of Election 
Day, stated ”The incorrect forecasts don’t appear to 
be a problem with the margin of error, the polling 
resulted in a systematic error. The entire group of 
polls was off, as a group. This was a really large er-
ror, around 4 points at presidential and Senate levels, 
up and down the ticket.”

Wang went on to say he is still evaluating the 
results. Late candidate selection by undecided 
voters may have impacted predictions. Whether 
predication models can better account for such last-

minute decisions or changed minds remains 
unknown for now.

As the world makes the Internet 
its primary means of communica-

tion, we will be confronted with 
even more data—so-called “Big 
Data.” On the Internet, fact, 
opinion, idle chatter, and hu-
mor run together in a common 
sea where intent is difficult to 
ascertain and the bots are be-

coming more indistinguishable 
from the humans. The old database 

maxim of “garbage in, garbage out” 
should guide all efforts to incorporate 

this data in predication models.
And in the meantime, the 

even bigger promise is that arti-
ficial intelligence will produce 
more reliable predictions. But 
even the most sophisticated ar-
tificial decision engine remains 
dependent on imperfect data 
inputs. Neural networks can’t 
forecast an election without 
data—data that is selected and 

labeled by humans. While such AI systems have 
become adept at object recognition because people 
have uploaded millions of photos to places like 
Google and Facebook already, we lack the same 
kind of clean, organized data on presidential elec-
tions to train neural nets. 

Conclusion: Are your data analytics predictions 
models suffering from the same problems as the 
models that predicted Hillary Clinton would easily 
win the U.S. presidential election? Next month we 
will explore this further. 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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The problem with 
the polls and with 
forecasters may have 
more to do with data 
collection than data 
crunching.
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The Presidential Election has taught us that 
the power to communicate in a clear and 
concise message matters. Too often we are 

intimidated by a blank page or screen and have 
trouble getting the message started. For example, 
in the article “How To Write An Introduction: A 
Simplified Guide” by Amanda Zantal-Wiener, she 
calls it the dreaded cursor-on-a-blank-screen expe-
rience that all writers — amateur or professional, 
aspiring or experienced — know and dread. And of 
all times for it to occur, it seems to plague us the 
most when trying to write an introduction.

Think about it: You already have a blog post you 
want to write. Can’t you just dive in and write it? 
Why all the pomp and circumstance with this dag-
blasted introduction?

Here’s the thing — intros don’t have to be long. 
In fact, we prefer them to be quite quick. They also 
don’t have to be so difficult, but they do have to ex-
ist. They prepare the reader and provide context for 
the content he or she is about to read.

Let’s break down exactly how to write an in-
troduction that’s short, effective, and relatively 
painless. 

1) Grab the reader’s attention.
There are a few ways to hook your reader from 

the start. You can be empathetic (“Don’t you hate it 
when...?”), or tell a story, so the reader immediately 
feels some emotional resonance with the piece. You 
could tell a joke (“Ha! This is fun. Let’s read more of 
this.”). You could shock the reader with a crazy fact 
or stat (“Whoa. That’s crazy. I must know more!”).

For this intro, I went the “empathetic” route.
2) Present the reason for the post’s existence.
Your post needs to have a purpose. The purpose 

of this post is to address a specific problem — the 
pain in the butt that is writing intros. But, we have 
to do it, and therein lies the approach to something 
important: making writing introductions easier.

Just because you know the purpose of your post, 
doesn’t mean the reader does — not yet, anyway. 
It’s your job to validate your post’s importance, and 
give your audience a reason to keep reading.

3) Explain how the post will help address the 
problem.

Now that the reader is presented with a problem 
that he or she can relate to — and obviously wants 
a solution — it’s time to let the audience know what 
the post will provide, and quickly.

In other words, the introduction should set 
expectations. 

Of course, there are other valid ways to write in-

troductions for your marketing content — don’t feel 
the need to follow this formula for every single piece 
of content, as some are more casual than others. But, 
this guide should help provide a solid framework to 
follow if you’re just getting started, or if it’s just one 
of those days when the words aren’t flowing.

But what are some examples of great introduc-
tions in the wild? We thought you might ask — 
which is why we picked out some of our favorites.

3 Introduction Paragraph Examples to Inspire 
You

1) “Confessions of a Google Spammer,” by 
Jeff Deutsch

“Before I became an inbound marketer, I once 
made $50,000 a month spamming Google. I worked 
a maximum of 10 hours a week. And I am telling 
you from the bottom of my heart: never, never ever 
follow in my footsteps. This blog post will tell you 
exactly why …”

There are a few reasons why we love this intro-
duction. Immediately, it grabs our attention — how 
the heck did this guy make fifty grand every month? 
And just from 10 hours a week?

But unlike some spammy comments that might 

Business Strategies
Don’t Get Stumped
Too often we are intimidated by a blank page or screen and have 
trouble getting the message started.

By Michael Hammond

The introduction should 
immediately present a 
problem and a solution,  
and also concisely 
summarize just how this 
product provides a fix.



contain a similar sentiment, he almost immediately 
serves us something unexpected — he tells us not to 
do that.

Then, he states the true purpose of the blog — to ex-
plain why we should “never, never ever follow in [his] 
footsteps.” In just three sentences, this introduction has 
captivated us and validated the story’s existence with a 
looming life lesson. The takeaway? Keep it short, but 
powerful.

2) “Announcing the public view of Azure 
Advisor,” by Shankar Sivadasan

“While it’s easy to start building applications on 
Azure, making sure the underlying Azure resources 
are set up correctly and being used optimally can be 
a challenging task. Today, we are excited to announce 
the public preview of Azure Advisor, a personalized 
recommendation engine that provides proactice best 
practices guidance for optimally configuring your 
Azure resources.

“Azure Advisor analyzes your resource configura-
tion and usage telemetry to detect risks and potential 
issues. It then draws on Azure best practices to recom-
mend solutions that will reduce your cost and improve 
the security, performance and reliability of you appli-
cations. In this blog post, we will do a quick your of 
Azure Advisor and discuss how it can help optimize 
youe Azure resources.”

Here’s a great example of an introduction that 
presents a problem and a solution to it. Sure, it’s easy 
to build apps on Azure, Microsoft’s cloud platform 
— but maybe you had some issues with its setup. 
Well, wouldn’t you know? Azure Advisor is here to 
address those challenges, and you can preview it for 
free.

But wait — there’s more. The introduction not only 
immediately presents a problem and a solution, but it 

concisely summarizes just how this product provides a 
fix. And, it explains why the text will be helpful, with 
the sentence, “In this blog post, we will do a quick tour 
of Azure Advisor and discuss how it can help optimize 
your Azure resources.”

That’s a best practice for brands that have made a 
mistake — even a small one. Technology is great, but 
it can come with bugs. That’s where an intro like this 
one can be so helpful.

3) “Taste the Season at Sushi Sora,” by Chris 
Dwyer

“The extraordinary spread of metropolitan Tokyo, 
all the way to the magical silhouette of Mount Fuji on 
the horizon, has few better vantage points than from 
Mandarin Oriental, Tokyo. From every room, the 
cityscape unfurls beneath you, while from the sushi 
counter at Sushi Sora, the vast floor-to-ceiling window 
offers uninterrupted views toward the Tokyo Skytree 
and far beyond.”

Strong introductions aren’t just important for blogs 
— they’re essentially to quality editorial pieces, too. 
That’s why we love this introduction to an article from 
Destination MO, the Mandarin Oriental’s official on-
line magazine.

In addition to being empathetic or funny, visuals can 
be huge — not just an actual picture or video, but words 
that actually help the reader envision what you’re de-
scribing. This introduction does just that, with expres-
sive phrases like, “the magical silhouette of Mount Fuji 
on the horizon.” Well, yeah. That does sound magical. 
But where can I go for such a view? None other than 
the “Mandarin Oriental, Tokyo,” the author tells me, 
especially “from the sushi counter at Sushi Sora.”

Here’s the thing about this intro — it gives the reader 
something to aspire to. Now get to work on your mar-
keting message for 2017. v

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and 
president of NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, 
marketing, public relations and social media. He can be reached at mhammond@nexleveladvisors.com.
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Strong introductions aren’t just important for blogs — they’re 
essential to quality editorial pieces, too.



InnovatIon  
HaS EvolvEd 

C
layton Christensen, the Harvard 
Business School expert who coined 
the phrase “Disruptive Innovation,” 
has written what is sure to be one of 
this year’s hottest business books, 

Over the past 25 years, the challenges 
and jobs within the mortgage industry 

have transformed dramatically.

How MortgagE tEcH  

By BoB Dougherty



In the early 1990s, our industry saw the 
first of a series of $1 trillion origination 
years—milestones that would have  
been unattainable without technology.

“Competing Against Luck.” Chris-
tensen postulates the key to suc-
cessful innovation is understanding 
the “job” your customers are hiring 
your product or technology to solve.  
Over the course of the book, he cites 
examples of how the “Jobs Theory” 
(in one form or another) has been 
applied successfully by leading 
companies, such as Intuit, Ikea and 
Airbnb. 

This created pause for me, and 
I began thinking about the “job” 
mortgage lenders and bankers are 
“hiring” loan origination systems 
(LOSs) and other technology prod-
ucts to perform. The job has always 
been: increase productivity, prevent 
errors, and take time and cost out of 
the origination process - from the 
50,000-foot view. Many of us realize 
the sands have shifted and over the 

When you stop and think about it, 
the first job was to simply fill out 
the forms. The technology matched 
the need, and made the lives of the 
LO and processor easier. The soft-
ware came in a shrink-wrapped box 
and resided on a floppy disc (it was 
totally rigid and contained less than 
0.0008% of the computing power 
of today’s average smart phone). 
Updates came by snail mail, not mi-
raculously from a “cloud.” 

In the early 1990s, our industry 
saw the first of a series of $1 trillion 
origination years—milestones that 
would have been unattainable with-
out technology. The timing for in-
novation could not have been better.

Over the next two decades, LOSs 
were hired to do other jobs within 
the mortgage origination process. 
These jobs included connecting vari-

ous parts of the process (production, 
underwriting, closing, QC, pric-
ing/secondary marketing, etc.) and 
participants (originators, investors, 
GSEs, vendors, etc.).

Until the mortgage industry crash, 
speed and ease of use were the ben-
efits users valued most. Post-crash, 
the wave of new regulations and fear 
of “buybacks” and penalties created 
a new job for LOS and tech vendors: 
automated compliance.

The focus on compliance for the 
past few years has siphoned re-
sources away from innovation—ex-
cept for enhancements focused on 
compliance. Rules on ATR, QM, LO 
Comp, and TRID (which clocked 
in at 1,888 pages), and the updated 
HMDA and upcoming TRID 2.0, 

have highlighted the importance of 
tracking and retaining data to stay 
compliant. This has led to the devel-
opment of data-driven LOSs. 

A data-driven LOS allows origi-
nators to input all borrower and 
property information once, in a logi-
cal progression; then uses those data 
fields to populate multiple forms—
simplifying the application process, 
as well as compliance with new 
regulations. Additionally, when a 
new form is mandated, a data-driven 
LOS only needs to add the new data 
fields and map them to the correct 
lines on the new form.

The current landscape dictates 
the LOS to be the system of record. 
Smart integrations between the 
LOS and document vendors now 
serve greater purposes. The integra-
tions not only provide the resource 

to create the documents, record 
changes and chronicle why, but 
also store the documents, so they 
are easily accessible to lenders and 
regulators. This is a compliance-
centric enhancement.  

Going forward, compliance, ac-
curacy, and transparency will still 
remain the priorities; however, the 
balance between compliance and 
innovation will ideally be a 50/50 
split.

Jobs for LOSs
The advent of non-traditional Fin-

Tech lenders and imagination-cap-
turing products such as Quicken’s 
Rocket Mortgage, have prompted 
some observers to question the 
future of LOSs. These new play-
ers and products will create new 

years and the issues customers have 
used LOSs to resolve have dramati-
cally changed.

The Evolution of LOSs
When CalyxSoftware was 

launched 25 years ago and Point 1.0 
was introduced, the mortgage origi-
nation process was completely form-
driven. Most loan originators (LOs) 
were filling out loan applications 
with typewriters using pre-printed 
forms and carbon paper. Make a 
mistake and you could not just use 
“Wite-Out.” (Remember those little 
bottles?) You had to retype the en-
tire form. Even if you were care-
ful, aligning the typewriter or word 
processor with the fields on the pre-
printed forms was a painstaking and 
painful process. 



About the Author
Bob Dougherty is Vice President of Business Development 
at CalyxSoftware, a leading provider of comprehensive 
mortgage software solutions for banks, credit unions, 
mortgage bankers, wholesale and correspondent lenders and 
brokers. He can be reached at dougherty@calyxsoftware.com.

expectations from consumers, and 
raise the bar for traditional technol-
ogy providers to provide enhanced 
offerings. However, when you look 
behind the curtain, these innovations 
handle only a portion of the process 
in the loan life cycle.

FinTech lenders appeal to Mil-
lennials due to ease of use at the 
beginning life cycle of a loan but the 
playing field evens up quickly at the 
underwriting stage. FinTech firms 
may experiment with new ways to 
qualify and underwrite loans but 
loans still need to be funded. At the 
end of the day, everyone (to and in-
cluding the FinTech lenders) must 
still meet GSE underwriting stan-
dards. 

Early adopters may be willing to 
give new players unfettered access 
to their personal accounts in return 
for less paperwork; however, the 
vast majority of homebuyers and 
owners are not there yet. By the time 
they are, these capabilities will be 
integrated into LOSs and into the 
consumer direct channels of tradi-
tional lenders.

Despite what the TV and online 
ads promise, many borrowers, based 
on their FICO scores and the com-
plexity of their financial situations, 
will simply not qualify to utilize a 
Rocket Mortgage-type technology. 
Juggling early adopters and tradi-
tional borrowers will create chal-
lenges for FinTech lenders. They 
will need to offer two separate sales 
experiences: one for pristine, tech-
savvy borrowers and one for every-
one else. 

Industry surveys continue to show 
a large percentage of homebuyers 
are more comfortable working with 
a LO rather than going alone online. 
The 2015 National Survey of Mort-
gage Originations, jointly sponsored 
by the Federal Housing Finance 
Agency and the Consumer Financial 
Protection Bureau, found that 70 
percent of mortgage borrowers in 
2013 used lenders/brokers “a lot” as 

a source of information. In addition, 
77 percent of borrowers applied for 
a mortgage with a single lender or 
broker, instead of completing ap-
plications with multiple lenders or 
brokers. 

Will this change over time? Prob-
ably. For the foreseeable future, 
the job of the LO and the mortgage 
broker appears to be safe. This is 
particularly true providing the LO 
continues to offer a high-level of 
customer service and differentiates 
themselves by focusing on non-
perfect borrowers and non-vanilla 
lending programs/products.

As originators focus on these op-
portunities, this will create new jobs 
for LOSs and tech providers to com-
plete. For example, they will look 
to product and pricing engines to 
source non-agency products allow-
ing them to match these programs 
with their customers. 

New technology for non-agency 
wholesale lenders already allows 
brokers to provide conditional ap-
provals to their borrowers without 
having to send an entire package to 
the lender. This saves several days 
in the loan life cycle. Additionally, 
these loans are often more profitable 
for both lenders and brokers. Best of 
all, the LO is providing an opportu-
nity for homeownership for unique 
borrowers that otherwise would 
have been denied. 

The borrower experience, as we 
have seen, will take on greater im-
portance. Younger borrowers will 
want to engage with their lenders 
throughout the origination process 

using their device of choice. Tech-
nological developments will play a 
major part in enabling this scenario. 

The LO will need to ensure they 
are utilizing technology such as 
mobile applications, mobile pricing, 
and software allowing them to share 
updates with their borrowers or real-
tors at any given time. The LO will 
also want to focus on utilizing LOSs 
that are fully integrated with instan-
taneous verifications providers, such 
as The Work Number or FormFree, 
allowing reduction of time in the 
loan life cycle.

As vendors become more closely 
integrated in the LOSs, data integ-
rity will continue to improve and 
advance the prospect of movement 
to truly paperless mortgages. This 
in turn will further enhance the cus-
tomer experience, particularly the 
disclosure and closing processes. 

LOSs are and will continue to be 
the hub of the mortgage origination 
process—connecting lenders with 
not just borrowers and vendors, but 
also regulators. True cloud-based 
computing (think: Microsoft Azure 
and Amazon AWS), not just today’s 
web-based solutions, will signifi-
cantly expand end-to-end origina-
tion capabilities as well as workflow, 
loan review, and delivery options. 

Over the past 25 years, the chal-
lenges and jobs within the mortgage 
industry have transformed dramati-
cally. What has not transformed is 
our industry’s ability to resolve and 
respond with innovation to tackle 
the ever changing landscape of the 
mortgage industry. v



 Results
Reliable
PRoducing 

i started running again.  Again, because I used to run every day and 
competed in numerous races.  Everything from 5Ks, which is a 3.1 
mile run, to marathons which are 26 miles, 385 yards. While I certainly 
don’t run as fast as I used to, or as far, one thing hasn’t changed, the 
need to track my times in order to find out how to make myself better.  

If you are a runner or have ever known one, you know that this is one thing 
we have in common.  We know every data point about our running process.  

By ReBecca Walzak

At the end of the day, 
organizations that want to 
produce reliable products 
and services, must identify, 
measure and report all 
facets of their operations.

We can tell you how many miles we run a day, a week, a month 
or a year.  We can tell you our average minutes per mile, our best 
times and even how many seconds we took off our time for every 
race we run.  All of this data is important because it helps us get 
better, as well as, better prepare for the next race.  We use our last 
achievement as the benchmark for the next and we are obsessed with 
making sure we have a reliable methodology for meeting those times.



Whether you are originating loans, 
purchasing them, warehousing them 
or servicing them, every function within 
every organization has a process.

More than anything we want to know 
what to expect when we sign up for 
the next race or focus on beating our 
own benchmark.  

While those of you who are not 
runners may think those of us that are 
as overly focused on this need to de-
velop a high level of reliability in our 
results. However, we are not alone.  
More and more companies, especially 
those that provide direct consumer 
services have the same passion.  Com-
panies that are in the business of pro-
viding call center support are a perfect 
example.  These companies, such as 
the country’s most outstanding global 
“customer experience management” 
provider, track numerous data points 
on an on-going basis.  Each of these 
data points has an acceptable level of 
performance which must be met on a 
quarterly basis.  These results then be-
come a critical part of their ability to 

over 10 years ago.  The car has over 
150,000 miles on it and is still the 
one she takes on long distance drives 
because she knows it will get her to 
wherever she is going and back.  If 
fact, she is planning to give it to her 
son when he starts to drive so that 
she has excuse to buy another one.  
This is where reliability really pays 
off. Why?  Although a new Volvo 
has not yet proven it can perform the 
same, the confidence built up from the 
steady performance of her old one is 
the determining factor in her decision 
to get another, regardless of the cost.  

So what brings about this level of 
reliability?  Is it a special plan or a 
“secret” approach that some compa-
nies have developed?  The answer of 
course is no.  It is simply the ability 
of any company to make sure their 
operations, the processes which pro-
duce their product and/or service are 

performed consistently.  How do they 
do that you may ask.  They do it in the 
same way a runner manages the con-
sistency of his or her performance.  
By measuring, benchmarking and 
comparing.  

Whether you are originating loans, 
purchasing them, warehousing them 
or servicing them, every function 
within every organization has a pro-
cess for doing what they do.  Much of 
this process may be technology driv-
en or may depend entirely on human 
involvement.  It doesn’t really matter.   
Where there is an operational process 
there is an expectation of what will 
occur as a result of that process.  Once 
that output is identified and the results 
tracked, you can begin to develop op-
erational reliability.  

The term “operational reliability” 

has become well-known to most in-
dustries as the foundation of produc-
ing quality products.  It means that a 
company whose products repeatedly 
perform as expected is much more 
likely to provide a product that meets 
your expectations the next time you 
buy it.  In other words, it you con-
tract with the call center company 
mentioned above, you can expect 
that your customers will receive the 
level of service that has been prom-
ised and is documented through their 
data results.

All well and good you say, but I 
have at least two, if not three cus-
tomers.  There is the consumer who 
expects strong and consistent sup-
port from my production staff as well 
as providing the information neces-
sary to choose the best loan.  There 
is also the investor who expects that 
the loans they buy will repay based 

on the credit risk identified in the 
credit policies. Both the investor 
and consumer expect that servicing 
operations will effectively handle 
payment processing, the associated 
activities and, if necessary, manage 
the foreclosure and REO process. Fi-
nally, there is the warehouse lender 
who expects that the loans will be 
purchased in a timely manner and 
will not stagnate on the line or have 
to be repurchased.  

Developing operational reliability.  
Most companies have more than 

one customer with different needs and 
expectations.  However, when we drill 
down into what each of their differ-
ing customers want, the answers are 
all consistent.  All of these custom-
ers expect to receive what you have 
committed to provide.  In order to do 

attract new clients.  The reliability of 
the company to continuously provide 
service at the expected level is what 
allows them to charge a higher price 
for their services.  In other words, re-
liability generates profitability.  

Direct customer contact services 
are not the only entities that profit 
from the utilization of a “reliable 
process” approach.  This concept is 
observable in manufacturing as well.  
In fact, most of the people reading 
this article have more than likely 
benefitted from it.  Think about the 
products you buy.  Clothes, cars, food 
and just about every other purchase 
you make.  Most people will buy 
multiple times from the same manu-
facturer if they are pleased with the 
product they originally bought.  For 
example, my daughter bought a Volvo 



so you must ensure the operational 
reliability of your entire operation. 
So based on these expectations, how 
does one go about The most logical 
place to begin is with the operations 
themselves.  Start by identifying all 
the processes that go into “manufac-
turing” the mortgage loan.  Of course 
the first operation is the contact be-
tween the consumer and the loan offi-
cer.  What is your process for making 
this happen?  When the loan officer 
meets with a potential customer, what 
is supposed to be the result? What are 
the inputs the loan officer provides?  
What are the expectations from the 
consumer?  What is the final output 
supposed to be?   What actions and/
or activities produce that result?  Are 
these expectations documented and 
measured for at least a sample of 

loans originated for each loan officer?  
Once you have collected the data you 
can use it to identify where the pro-
cess is working and where it is not.  
Unfortunately, many times lenders 
fall prey to the belief that these activi-
ties cannot be measured and use this 
as excuse for not attempting to moni-
tor this piece of the process. However, 
this can be done.  Other industries, 
such as call centers have done it.  

The next set of operational activi-
ties include the decision-making and 
closing steps.  Here, the actions taken 
are many times reviewed by oth-
ers, such as QC or senior managers.  
Unfortunately, these measurements 
are not focused on whether or not 
the operations we perform actually 
support the customers’ expectations.  
For example, let’s look at the credit 

underwriting guidelines.  Nowhere in 
these guidelines are there statement 
regarding how the loans produced us-
ing them will perform.  We recognize 
that there are many different standards 
for underwriting, based on the risk 
appetite of the organization.  The op-
erational reliability of this process is 
making sure those are guidelines are 
followed and if an exception to them 
is warranted, it is properly document-
ed and tracked. Tracking exceptions 
to guidelines is much more important 
than just having documented them.  
Imagine if an exception to a guideline 
occurred 35% of the time and this 
exception was tracked and found to 
have no impact on the performance 
of the loans.  What could that mean 
to the purchaser of those loans?  How 
could that impact the guidelines and 

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
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streamline the operations of under-
writing loans in the future?  

Servicing, with its multi-faceted 
process is ripe for reaping the re-
wards of operational reliability.  
Since the mortgage crisis they have 
been inundated with new consumer 
requirements, especially when it in-
volves interacting with the borrower.  
These actions, both on a service pro-
vider level and a collection process 
operational standard could use the 
operational reliability measurements 
that have been developed by numer-
ous call center operations.  In addi-
tion, the CFPB has developed a set 
of standards that are expected to be 
met by servicers.  Yet how often does 
any specific servicer meet them?  We 
don’t really know because there is 
no benchmark that covers servicers.  
Maybe the operational reliability 
standards set by CFPB are exces-
sive?  Maybe with the level that can 
be reached is lower due to the asso-
ciated operational processes?  How 
can any servicer demonstrate that 
the operational reliability of their 
processes actually meets consumer 
demand?  None of these questions 
can be answered because unlike other 
industries, this benchmark is absent.  

A recent item in one of the industry 
trade journals suggested that servicers 
are at the breaking point; that if they 
are required to continue to meet all 
these requirements their operations 
will implode. The writer of this article 
basically blamed it on the outdated 
technology.  However, If this is in fact 
the case, why haven’t servicing manag-
ers identified operational practices that 
are failing, measured the failure rate 
and looked internally to change the 
operations.  Instead many have imple-
ment manual reviews that are too little 
and way too late. These reviews tend to 
identify specific loan issues rather than 
the operational failures that produce 
unreliable results. The results should 
also provide more than just a dump of 
data but instead should provide an in-
depth understanding of what a process 
is supposed to produce and the rate it 
actually produces that result.  

Most lenders pay close attention 

to their warehouse lines but not to 
measure operational reliability.  In-
stead they are reviewing the number 
of loans and the days these loans have 
been on the line in order to avoid in-
terest penalties.  Imagine however, if 
the origination operation was so reli-
able that the concern over excessive 
interest payments was not an issue.  If 
the reliability of the product was such 
that the loans were always purchased 
timely.  Could that result in lower in-
terest rates from the warehouse lend-
er?  Now we will never know because 
the operational focus on this process is 
on a lack of reliability rather than on 
how consistently the operation works. 

Managing for reliability
The CFPB requires in its statement 

of expected organizational manage-
ment, that every company will have 
a “CMS” or compliance management 
system.  Too frequently organizations 
see this as a mandate to ensure com-
pliance with regulatory requirements.  
What it is really saying is that lending 
companies must have a system in place 
to ensure that what they say they are 
providing is what is actually occurring.  
This involves having data that updates 
all operational activities on a regular 
basis and in a meaningful format.  If, 
because the data is not collected or not 
collected accurately, the results could 
lack the reliability necessary to make 
management decisions. 

Unfortunately, most senior manag-
ers do not have the information they 
need to make effective decisions.  
While they get reports on volume, 
profit and/or problem areas, they have 
nothing to allow them to reconcile this 
issues with the overall operation of the 
organization.  Getting a QC report that 
says a total of 1% of the loans had a 

“significant default” does nothing to 
help them understand the underlying 
operational process that caused the 
problem, the severity or impact of 
the issue and the priority of making 
management decisions on addressing 
the problem.  Most of the time these 
reports rather than providing assur-
ance to managers, make “mountains 
out of molehills” and result in wasted 
time and energy trying to fix random 
problems.  In the desperate attempt to 
really understand what is going on in 
their organizations they demand more 
and more reviews and reports which 
only succeed in confusing issues and 
increasing operational costs.  Despite 
the fact that attorneys at recent confer-
ences pushed the need for companies 
to know more about their organiza-
tions than the regulators do this can-
not happen if the data collection is 
focused on the wrong issues or is not 
statistically sound.   In particular man-
agers must know not just such things 
as production counts or the turn times 
for handling complaints, but how 
likely they are to have the issues that 
are seen as a problem reoccur.  This 
information comes from reliability 
measurements.  

At the end of the day, organiza-
tions that want to produce reliable 
products and services, must identify, 
measure and report all facets of their 
operations.  This means not only 
including every activity focused on 
the outcome, but having a means to 
measure its effectiveness and analyz-
ing these results in a way that not only 
makes the operation efficient, but also 
ensures that the products/services 
produced are worth the highest pos-
sible price.  This is what operational 
reliability is all about. v
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It’s the end of the World 

The industry must brace itself not only for what regulators may do, 

but what the public is demanding. Change is inevitable.

By sue WoodArdAs We KnoW It

“I
t’s the end of the world as we know it.”  

— R.E.M., 1987 

How many times has that thought run across 

the minds of those of us in the mortgage 

industry since 2008? That line seems to capture 

how a lot of people feel about the recent presidential election. 



Whether you’re keeping an open  
mind or you fear we’re headed for 
disaster, one thing is for sure:  
change is upon us.

Whether you›re keeping an open mind 
or you fear we›re headed for disaster, 
one thing is for sure: change is upon 
us. We don›t know what the coming 
changes will look like, but whether 
or not they›ll be regarded as positive 
depends largely on how we handle 
them. It would be foolish to speculate 
broadly or too specifically about what 
the new President will do once in of-
fice - just ask the pollsters and pundits 
who woke up with their heads spinning 
on November 9th. But both candidates 
spoke loudly of policies that need to 
be updated, redesigned or completely 
dismantled.

The widespread election of Repub-
licans at the national and state levels 

success. The fear of Consumer Finance 
Protection Bureau wrath has mellowed 
of late and doesn›t dominate the indus-
try dialogue as it once did. But canvass 
the nation and you›ll find a veritable 
mélange of systems and tools in use 
at different companies and branches 
to manage compliance and marketing. 
Companies must take a realistic ap-
proach to compliance and the diverse 
needs, attitudes and willingness of 
MLOs to adopt mandated technologies. 
Communication and leadership is as im-
portant as the technology choice itself, 
and implementation won’t be successful 
without buy-in from those affected

The need for new technology to 
manage business is well understood, 

These figures were compiled by Ver-
sta Research in a survey of homebuy-
ers commissioned by Discover Home 
Loans, and the Federal Reserve Bank 
recently released its 2016 Consumer 
and Mobile Financial Services report 
showing that 87% of adults are using 
mobile technology and 43% are using 
their devices for banking services.  The 
public is comfortable managing day-
to-day household finances on mobile 
devices, and those transactions and 
records tie directly to the larger, more 
occasional act of getting a home loan. 
Since big and small lenders alike can 
execute digital mortgages, the fears 
that jobs will disappear and that the 
need for loan officer expertise will di-

signals that the Dodd-Frank Wall Street 
Reform and Consumer Protection Act 
will be a target; it’s been on the (now) 
ruling party’s radar practically since 
the drafting phase. The mortgage 
industry may be in for changes TO 
the changes we›re still mastering and 
adjusting for. Lawmakers aren›t the 
only ones the mortgage industry must 
obey, for the consuming public is our 
ultimate boss. The industry must brace 
itself not only for what regulators may 
do, but what the public is demanding. 
Change is inevitable in business, but 
profitability and survival really depend 
on how those changes evolve.

It took years to enact aspects of 
Dodd-Frank, like the TILA-RESPA 
Integrated Disclosure Rule (TRID), and 
whatever changes may come are likely 
far in the distance, meaning that wide-
spread lender relaxation of compliance 
policy and procedure is not advised for 
obvious reasons. Companies and origi-
nators have been experimenting with all 
sorts of technology for marketing and 
compliance with varying degrees of 

however the entrepreneurial nature of 
the humans who originate loans must 
be understood as well. Management 
can’t assume that change – even if nec-
essary – will be embraced. One size 
doesn›t fit all for top, mid and lower-
range producers, and neither does one 
announcement or approach to getting 
the rank and file in line with what needs 
to be done. Dodd-Frank is still on the 
books for now and regulators have 
been nipping at our heels for years, but 
another key to our success and survival 
is also hard for lawmakers to keep up 
with: the digital age. 

«The digital mortgage» has dis-
placed «compliance» as the top of 
mind concern in virtually every area of 
the mortgage industry – and the public 
is clearly ready for it:  

>> 89% used some form of online 
technology to help them with the 
homebuying process

>> 76% feel technology made them 
a smarter homebuyer 

>> 69% said technology made them 
feel more confident 

minish are real. But there›s consolation 
in the Discover survey for the humans 
working in mortgage:  

>> 67% of homebuyers said after us-
ing apps and the internet to explore real 
estate and financing, they still preferred 
to work with a professional 

>> 33% of respondents found the 
financing process difficult

>> 31% of respondents found the 
financing process confusing

Feelings of panic over the rise of the 
digital mortgage are really the result of 
thinking that it’s “all about us” in the 
industry versus the borrowers we serve. 
As bosses go, consumers are tough:

>> Have you ever applied for a job 
where you were abundantly qualified, 
aced all the interviews, jumped through 
every hoop and still didn’t get it - like 
when you incubate a prospect through 
credit repair, mortgage planning and 
pre-approval, but they close with an-
other lender?

>> Have you ever worked for some-
one who’s tough to please - like a bor-
rower who took personal offense at 



what’s required to get a mortgage and 
was convinced their experience would 
have been different with another lender?

>> Have you ever completed a dif-
ficult task only to have the way you 
approached it dissected and criticized 
- like getting a loan closed against all 
odds and getting attitude instead of 
gratitude from the client?  

Consumers don’t always know what 
they want, but they easily and eagerly 
opine about what they don’t. And un-
fortunately, we usually find out what 
those things are after a transaction is 
closed. Being the best has always been 
a challenge, but how do companies and 
MLOs win in a supercharged regula-
tory and increasingly digital environ-
ment? The Federal Reserve Bank and 
Discover reports reveal an attachment 
to the human element in addition to a 
growing appetite and demand for digi-
tal services and 24/7 access. Success in 
the next era of lending will require an 
understanding of how to deliver what 
consumers want - and deploying tech-
nology to deliver it when and how they 
want it. As professionals, companies 
and MLOs need to self-examine:   

Automate. What›s your process 
from contact to close?  What tasks can 
be handled by automation - or «digi-
tized» - keeping in mind that quality 
still counts? For example, a lot of mar-
keting can be set on aut-pilot, but the 
messages must be current, relevant and 
motivate prospects to action

After taking a thorough, honest in-
ventory, update your process - and your 
thinking. Next, figure out how much 
time and manpower you will save by 

deploying technology when it makes 
sense. There›s a bright side beyond 
surviving in this increasingly digital 
world: we can generate analytics and 
derive crucial insight on the things con-
sumers need and find important that we 
previously never dreamed of. Around 
the clock access to their transaction and 
the metrics on usage will reveal how 
often borrowers feel the need to check 
in on their loan›s progress…they›ll log 
in a lot more than they would otherwise 
call. Digital access also means answers 
will be delivered without MLOs having 
to take calls or answer emails. Decide 
how you›ll use your freed-up time to 
elevate your service

Elevate. Decide what›s important 
and be there for it «live.» Whether it›s a 
call or face-to-face meeting, MLOs can 
spend the time to do what online mort-
gage calculators and websites can›t. 
Things like offering specific, expert 
advice on what a borrower can afford - 
not just qualify for, calming nerves over 
credit dings, reassurance about the ben-
efits of homeownership, and counseling 
on reserves, household finances and 
how to manage the massive, multi-year 

commitment of a mortgage.  
Change brings opportunity. We 

don›t know if a new presidential ad-
ministration will declaw or dismantle 
Dodd-Frank, but we do know that 
innovation and technology are jugger-
nauts that don›t care who the President 
of the United States is - or what politi-
cal party is in control. The mortgage 
industry must never lose touch with the 
borrowing public, even if it feels like 
the digital trend is depersonalizing the 
service we provide or diminishing our 
importance. Companies and MLOs 
who embrace this progress will evolve 
and thrive in the next era of lending. 
When we acknowledge the things we 
can›t control, and carefully consider 
and respond to the signals and needs of 
the consumers we serve, the concept of 
«making it up as we go along» mani-
fests as real, positive evolution.  

There’s a lot going on in the mort-
gage industry and our country. With 
open minds and a connection to why 
we got into and stay in this business, 
we just might reach the conclusion that 
R.E.M. did in the last line of their ‹87 
hit  «I feel fine. v
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Future
Joe Dahleen of Axia Home Loans talks about what his 

fellow lenders need to do in order to thrive.

T he Mortgage Bankers Association (MBA) 
announced that it forecasts $1.10 trillion in purchase 
mortgage originations during calendar year 2017, 
an 11% increase from 2016. In contrast, MBA 

anticipates refinance originations will decrease by 40%, 
resulting in refinance mortgage originations of $529 billion. 
In total, mortgage originations are expected to decrease to 
$1.63 trillion in 2017 from $1.89 trillion in 2016. Further, 
for 2018, MBA is forecasting purchase originations of $1.18 
trillion and refinance originations of $410 billion for a total 
of $1.59 trillion. So, we sat down with Joe Dahleen, Vice 
President of Consumer at Axia Home Loans, to discuss how 
lenders can be successful in the current mortgage market. 
Here’s what he shared:

ExEcutivE intErviEw

Lending
Success



Q: What do you see as the future of 
straight through processing?
JOE DAHLEEN: Purchase certainty 
is important. DSD + STP= GPC, which 
means direct source data plus straight 
through processing equals greater pur-
chase certainty. I am doing this at the 
point-of-sale today. I take the path of 
least resistance. I do the VOE and the 
VOD at the point-of-sale. if I get those 
two data points, I can get a good idea 
on if I qualify and I can turn the file 
very quickly. 

Q: How will things like outsourc-
ing verification and calculation of 
income change over time?
JOE DAHLEEN: I outsource the 
calculation of income. I drop it into 
FACTCheck, The FACTCheck tax 
transcript report returns the proprietary 
FACTCheck rules engine analysis on 
all income sources in a detailed, inter-
active report that contains both calcu-
lated qualifying income and messages 
of explanation and instruction. These 
rules are designed to test for GSE 
compliance, as well as a borrower’s 
ability to repay (ATR) under Appendix 
Q. In the end, underwriting doesn’t 
want to see it until it’s a full file. So, 
my POS allows the customer to submit 
data, upload data and consent for us 
to get their data electronically. Once 
I get that I put it into FACTCheck. I 
do all of that at the point-of-sale. My 
assumption is that more lenders will 
jump on that bandwagon. 

Q: How does the mortgage industry 
craft a process where the user expe-
rience has no friction?
JOE DAHLEEN: My next goal is to 
eliminate fraud when you inject the 
driver’s license. Using technology 
you can scan the driver’s license and 
it will pull that data and populate the 
1003 electronically. For U.S. driver’s 
licenses, Mobile Verify put out by a 
company called Mitek has the ability 
to find and decode enhanced security 
features. When this feature is found, a 
document is 100% authentic. When a 
document is authenticated by Mobile 
Verify, it is a genuine government-is-
sued identity document. If fraudulent, 
it is immediately rejected. Documents 

that are suspicious are returned with 
warnings indicating that additional 
checks on the consumer are required. 
You want to do identification verifica-
tion at the point-of-sale and pre-popu-
lation that data. HELOCs will be big in 
2017 and we can automate all of that at 
the point-of-sale. You want to get rid 
of any ambiguity during the process.

Q: How will the recent governmen-
tal changes impact the mortgage 
market in 2017 and beyond?
JOE DAHLEEN: We’ll see some 
loosening of regulations. We won’t 
see too many changes in what has 
been activated so far. Only 44% of the 
rules promised in Dodd-Frank have 
happened, so some of those new rules 
to come may be eliminated or stream-
lined, but we won’t get rid of the CFPB 
or anything that has happened so far. I 
do think there will be better oversight 
of the CFPB, though.

Q: How do you think lenders 

handled this year’s regulatory chal-
lenges and what key lessons can we 
take from those examples?
JOE DAHLEEN: Lenders have gotten 
better at dealing with change. Deploy-
ing additional technology has gotten 
better. The pace of innovation on the 
mortgage technology side has caught 
up. I’d still like to see more adoption 
of the e-note. Change management has 
gotten better because the teams have 
gotten more used to change. The inde-
pendent mortgage bankers have done a 
good job of pivoting to deal with new 
situations. We can’t fear change.

Q: When evaluating their technol-
ogy strategy, what elements should 
lenders keep in mind?
JOE DAHLEEN: Lenders always 
have to consider the customer experi-
ence. They should be thinking: What 
is the customer’s journey? You need 
to make everything easier for the con-
sumer. You better make sure they have 
a good experience. If your customer has 
to download a document, wet sign it and 
get it back to you, you’ve failed. We 
pester the consumer all through the pro-
cess and we don’t have to do it that way. 
You may not loose the loan this way, but 
that customer is not going to refer you.

Q: What do lenders need to do in 
2017 to remain competitive?
JOE DAHLEEN: Lenders need to 
lower the cost to produce so you can 
lower your rates and do more loans. 
You can’t spend $6,000 to originate a 
loan. The only way you get there is by 
lowering cost. v

Industry Predictions
Joe Dahleen thinks:

The adoption of e-notes 
will lower the cost to 
produce by 25%.

 
Verification of assets 
and income will be done 
at the point-of-sale.

The confluence of title 
and appraisal as one 
quoting platform will be 
the next big innovation.

1.

2.

3.
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Since 2009, the US mortgage 
industry has experienced 
back-to-back changes.

By Paul Wetzel

SuStained WindS

of Change

to Continue
W e’re all conditioned to think about change coming in waves with 

ample time in between to recover before the next wave hits. This 
is true in both our personal and our professional lives; we see it 
within a year and within a lifetime. But what happens when the 

waves of change become so frequent that it’s hard to tell where one ends and 
the next begins? 



As John F. Kennedy once said,  
“Change is the law of life. And those  
who look only to the past or  
present are certain to miss the future.”

Since 2009, the US mortgage in-
dustry has experienced back-to-back 
changes. Not only have we seen 
typical purchase/refinance cycles, but 
we’ve also had countless compliance 
changes: RESPA, ATR/QM, KBYO, 
and so on. It’s not just the mortgage 
industry, either. Across seemingly all 
aspects of modern life, largely thanks 
to technology, the pace of change is 
quickening. For example, the VHS 
was introduced in the US in 1977, 
followed by the DVD 20 years later 
in 1997. However, Blu-ray entered 
the scene just 6 years later in 2003, 
and now we have the 4K revolution 
quickly setting in – something You-
Tube adopted in 2010. Now, with the 
election of a new kind of presidential 
administration, there is no reason (on 
top of all others) to think that the pace 
of change in the US mortgage industry 
will ease. There will be considerable 

change has on us is to think of change 
similar to the well-known stages of 
grief: denial, fear, acceptance, com-
mitment:

>>Denial. With change often comes 
an unwillingness to accept what lies 
ahead. Fortunately, there are steps you 
can take to help your staff overcome 
this make-or-break stage. First, get 
buy-in from staff early on. By com-
municating what the change means 
to each team member long-term, you 
are more likely to advance through the 
four stages without as much resistance 
or push-back.

>>Fear. Denial and fear often go 
hand-in-hand. Again, communicat-
ing regularly about what this change 
means for each employee and how you 
seek to make the transition as smooth 
as possible for everyone can make all 
the difference. Most important for this 
stage is establishing an action plan for 

addressing the changes. This step can 
significantly help your staff see the 
big picture and the “light at the end of 
the tunnel”.

>>Acceptance. By now, you should 
have buy-in from your team that the 
change is happening but is manage-
able thanks to the plan you’ve put in 
place. At this stage, you should en-
courage that acceptance and continue 
keeping the lines of communication 
open. Without ongoing communica-
tion, staff could very well revert back 
to the previous stages, thinking the 
plan established is not, in fact, being 
acted upon.

>>Commitment. Because the 
waves of change are sure to be con-
stant going forward, the four steps can 
become cumbersome and hard to con-
stantly manage. In order to gain true 

commitment from your staff, ensure 
you have a nimble “change-enabled” 
origination process in place. By cre-
ating systems and processes that can 
easily adapt to meet change, you can 
significantly reduce the impact of fu-
ture changes on your staff and your 
customers.

By better understanding how we, 
as humans, process change, while 
also taking our own advice by going 
through the 4 steps to accept that we 
now live in constant change, we can 
begin to best position our organiza-
tions for long-term success. The next 
step in riding the winds of change is 
to establish the processes and systems 
that will lead your staff towards long-
term commitment. 

While as an industry, we can’t avoid 
or ignore external change like required 
security or compliance updates, lend-
ers and vendors alike can build vet-

ting and prioritization processes to 
make sure that only the best changes/
improvements are put in place to truly 
support where your business needs to 
go. If you have too much “self-intro-
duced” or discretionary change, then 
you might add unacceptable levels 
of risk. On the flip side, if you have 
too little self-introduced change, then 
you’re sure to be exclusively reaction-
ary and passed by competitors. 

So what are common criteria for 
vetting and prioritizing change in 
the mortgage industry? Compliance 
risk, financial risk, impact to borrow-
ers, impact to staff efficiency, level 
of effort and/or expense all are great 
starting points. For a given proposed 
change, many of those categories 
might be mixed (positive in some 
areas, negative in others). Some will 

uncertainty around regulation and 
interest rates. Add in innovations like 
those for borrower experience now 
further fueled by Fannie Mae’s Day 
1 Certainty program and industry 
movement towards eClosing and the 
overall view can be daunting. Our new 
normal is nearly constant change. The 
question becomes: How is this con-
stant change impacting your staff, and 
what can you do to support their needs 
in order to best serve your customers?

It’s in our nature as humans to react 
to, and then absorb, a wave of change. 
We also expect that the dust will settle 
before the next wave of disruption 
hits. However, when change contin-
ues unabated, it can be stressful. As 
managers, it can be equally stressful 
to help your staff adapt to these times. 
One way to simplify the impacts 



be easier to quantify than others, but 
this should not mean that subjective 
measures can’t be used. For those 
that might fear bureaucracy, you can 
introduce a lightweight and flexible 
process. The point is that you collect 
additional facts only when appropri-
ate to the size/impact of the decision. 
Frequently, you will decide based only 
on readily available information but 
still will take the time to capture it in 
a structured way. Having a transparent 
and fact-based process helps get the 
right discussions going between the 
right people and will make difficult 
decisions easier. 

So a process around vetting and 
prioritizing change is essential. In 
addition to that, what aspects of 
an origination platform will help 
manage change? True flexibility is 
required, but what specifically in a 
technology platform provides flex-
ibility? An open architecture that 
is extensible means having a devel-
oper’s toolkit and an API surface. 
An exposed rules engine is also 
important so that you can easily 
configure workflow, drive efficiency 
like automatically ordering services, 
kicking off exception processes, etc. 

Last but not least, delivering all this 
in a SaaS product model is critical 
to stay current on the latest releases. 
This is no longer optional thanks 
to regulatory changes and ongoing 
security enhancements to keep your 
borrowers’ data secure. Custom or 
quasi-product models allow for the 
customer to lag on an out-of-date 
version. When this happens, you’re 
not only missing the latest security 
and compliance updates, but you’re 
also limiting your ability to effect 
change because of the friction of 

moving your enacted change through 
multiple version upgrades.

As John F. Kennedy once said, 
“Change is the law of life. And those 
who look only to the past or present 
are certain to miss the future.” By 
working with your staff, updating 
your processes, and advancing your 
technology, your daily concern will 
be less about adapting to change and 
more about anticipating the change. 
Let your focus turn towards the future, 
which is sure to look brighter than 
ever before. v

About the Author
Paul Wetzel has led Product Development and 
Product Management activities through most of his 
20-year enterprise software career – over the last 10 
serving the Financial Services industry. In his current 
role, Paul manages both customer and industry 
requirements to drive product enhancements while 
also ensuring Mortgage Cadence leads the way in 
innovative loan origination technology. Paul began 
his career with Accenture in software development 
where he rose to the level of Director, Business 
Development for an Accenture subsidiary. Before 
joining Mortgage Cadence in 2009, Paul spent 
several years with FICO in product marketing and 
corporate strategy roles.

Index of  
Advertisers

Axia Home Loans
www.axiahomeloans.com 11

Capsilon
www.capsilon.com 17

Compliance Systems Inc.
www.compliancesystems.com 1

DocMagic
www.docmagic.com 3

Ellie Mae
www.elliemae.com/millennial-tracker 35

eSignSystems
www.esignsystems.com 21

Five Brothers
www.fivebrms.com 23

Mercury Network
www.mercuryvmp.com 7

Mortgage Builder
www.mortgagebuilder.com 15

NexLevel Advisors
www.nexleveladvisors.com 19

OpenClose
www.openclose.com 5

QuestSoft
www.questsoft.com 13

rjbWalzak Consulting
www.rjbwalzak.com 43

TTP Enterprises
www.turningpoint.com 9

Advertiser Pg# Advertiser Pg# Advertiser Pg#

An exposed rules engine is also important so that you can 
easily configure workflow, drive efficiency like automatically 
ordering services.
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