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A Silver Lining

The William Mills Agency has released its 10th Annual “Bankers as Buyers” survey. The survey included a lot 
of things for technologists to be happy about. This year’s fi ndings indicate a slow but positive climb out of 
the fi nancial crisis. Strength is returning to the fi nancial services industry, and established technologies are 

gaining more ground, according to the research. Here’s why:
Interestingly, this year’s survey found the largest percentage increases in technology spending in the coming years 

will not be from the larger institutions, but from the next tier of banks, those between $1 billion and $10 billion, 
according to IDC Financial Insights.

Some key fi ndings from this year’s “Bankers as Buyers” survey include:
 » North American fi nancial institution technology spending is expected to increase to $57 billion according to 

IDC Financial Insights.
 » A total of 14,210 fi nancial institutions make up today’s depository landscape, which is down 3.7 percent from 

2011 according to the FDIC and CUNA.
 » While much of the focus on payment technology is on mobile, fi nancial institutions are looking at improve-

ments in online payments, ACH, P2P payments and even prepaid payment cards to attract customers.
 » Mobile Banking gained a stronger foothold in 2012 as fi nancial institutions sought to meet increasing con-

sumer demand for anytime, anywhere fi nancial services.
 » Consumer Mobile Banking is now used by 33 percent of mobile consumers according to Javelin Strategy & 

Research.
 » According to the 2012 KPMG Community Banking Outlook Survey, 47 percent of respondents identifi ed 

regulatory and legislative pressures as the most signifi cant barrier to growth over the next year.
 » Raymond James predicts North American bank IT spending will continue to grow at the three-year compound 

annual growth rate of 3.1 percent.
 » An older technology that is getting increased adoption in fi nancial institutions is branch/teller capture with a 

98 percent expected adoption rate in 2013 and 2014, according to Celent. 
 » Cloud computing is a reality now, fi nancial institutions no longer need to be convinced, rather executives 

are asking about different cloud strategies, according to Dan Holt, president and general manager, Managed 
Services, CSI.

 » Being able to leverage data will be increasingly important to a fi nancial institution’s profi tability, both in 
terms of serving consumers and in serving small businesses according to Jim Swift, CEO of Cortera.

 » According to Celent, 80 percent of fi nancial institutions are considering mobile RDC, enabling a consumer to 
take a picture of a check and email it for deposit.

IDC Financial Insights expects North American fi nancial institution technology spending to increase to $57 bil-
lion though issues with the “fi scal cliff” or unforeseen economic diffi culties could rein back technology spending. 
Raymond James predicts North American bank IT spending will continue to grow at the three-year (2009-2012) 
compound annual growth rate of 3.1 percent.

The largest fi nancial institutions are seeing slower growth rates in technology spending than their smaller coun-
terparts. According to IDC Financial Insights, the next tier of banks, those between $1 billion and $10 billion, will 
have the largest percentage increases in technology spending in 2013, 2014 and 2015.

EDITOR’S NOTES
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Recovery Tips

There has been a never-ending battle in 
the fi nancial heartland for the soul and 
brain of the customer. There once was 

a belief you could “own” the customer. Banks 
believe they “own” the customer whether the 
customer came from a broker who sold it to 
them or from one of their own Loan Offi cers; 
they truly believe it is fully theirs in the end. In 
their models of how they value a customer ac-
quisition on their books, they postulate a certain 
amount of products have been cross-sold to that 
customer.  They anticipate 25bps for the Home 
Equity, 35bps for the mortgage, 30bps for the 
car loan, and 7bps for the Now Account etc.

The majority of banks don’t come close to the 
penetration into the customer’s balance sheet 
that their valuation strategy fantasizes about.  
But the assumption and goal still stands. They 
believe a more macro approach works; because 
any of the loan offi cers or deposit gatherers’ 
can’t see the big picture on their own. So they 
have a top down one size fi ts all approach to the 
customer marketing that is more miss than hit.

Our mortgage world has been shifting to 
those who serve customers on behalf of the 
institution and then those where the institution 
helps the LO serve their own customer. So in the 
fi rst model the bank owns that customer and ap-
plies their singular Forest view on them. In the 
second model the Loan Offi cer uses the lenders 
platform to attract and service the customer as 
part of their lifelong process of being their debt 
advisor. The split in compensation between the 
banks and correspondents has only begun to 
divide with salaries and small bonuses being the 
last stop on the bank express.

Sadly too few of the independently minded 
loan offi cers have the ability to see the macro 
view towards the customer; they are singularly 
focused on a transaction. The pursuit of the rate 
sensitive or max cash out refi  is strip mining at 
its best. You are using the crudest technology 

to extract a single product without considering 
the true value of what lies within or the long-
term potential of the relationship. Sometimes 
you leave the customer stripped and of no value 
for years due to unintended consequences that 
could have been avoided.

As we approach the reality that the US will 
become energy independent in the coming years 
we have to take a fresh look at the non-bank 
Loan Offi cer and creative yet disciplined ways 
to approach the customer. The mineral rights 
that many experienced Loan Offi cers have in 
databases with 100’s and 1000’s of names is as-
tounding! What makes it even more astounding 
is the amount of experienced Loan Offi cers with 
those databases whose core business goes down 
every year! They are fooled because rates come 
down and they strip yet another layer, throwing 
out perfectly good minerals along the way. The 
guys drilling like the 1850’s in Pennsylvania are 
coming up dry year after year with a rare hit that 
fools them into thinking they still can make a 
living or are truly successful in their business.

Instead fresh eyes are looking at the oppor-
tunity every referral brings. They see 3 to 5 
referrals in every application by probing and 
asking with purpose and plan. They know the 

Strip Mining Vs. Fracking
There has been a never-ending battle in the fi nancial heartland 
for the soul and brain of the customer.

By Brian Koss

Our mortgage world has 
been shifting to those who 
serve customers on behalf 
of the institution and then 
those where the institution 
helps the LO serve their 
own customer.  
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In September 2006, Brian Koss joined Mortgage Network, Inc. of Danvers, MA as an Executive Vice 
President of National Production. Mortgage Network, a lender founded in 1988, currently runs a $2.5B 
annual retail business with a 98.7% customer satisfaction rating. Brian brings with him 25 years in the 
business and has personally lent as a Loan Offi  cer over $1Billion in home loans. From 2002 to 2006 Brian 
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value that they can bring as a professional and who 
the clients are that would appreciate their services 
the most. 

As we stare down an infl ation-driven bear market 
for bonds in the coming decade, the value of being 
more than an interest rate to a database is crucial. 
Too many Loan Offi cers on the Coasts have lived 
off their databases for too long with that antiquated 
drilling process. It’s time to adapt and view their 
natural resource with new eyes and attitude. Le-

veraging technology like social media, on-line ap-
plications, “iProduct-integration”, and mixed-media 
CRM is vital for future success. But being a true in-
dustry expert with great communication skills and a 
strong moral compass utilizing the new technology 
really creates the opportunities. The frackers, shal-
ers, and oil sanders of today are squeezing the most 
out of the opportunity and opening up new doors in 
with every call, contact and application every day; 
to them lay the true successes of the future. ❖

As we stare down an infl ation-driven bear market for bonds in 
the coming decade, the value of being more than an interest 

rate to a database is crucial.

Follow Us On Twitter @engageprogress
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Your Voice

As 2013 dawns, digital commerce has 
changed the way companies work, 
operate and interact with customers. 

Even in the mortgage industry, the Web has 
changed how lenders market themselves, take 
applications and manage software. 

But one area of the mortgage workfl ow that 
is still stuck in the previous century is the facto-
ry-line, document-centered approach to closing 
a loan. Instead of walking a document through 
a series of check-points, which can lead to 
bottlenecks and ineffi cient use of time, lenders 
must embrace data-centric loan operations. The 
transition to a data-centric workfl ow will better 
equip lenders as a whole and revolutionize the 
mortgage industry we know today.

Data-Driven Loan Cycle Saves Time, Money: 
Document-driven processing is no longer the 
best option for mortgage lenders to work with. 
The outdated process wastes valuable time and 
money, does not scale well and lacks the desired 
level of transparency. Most LOS systems only 
support sequential processes; in other words the 
loan document still has to pass through origina-
tion, processing, underwriting and closing one 
by one, which prevents other staff members 
from working on the loan simultaneously. 

The total time spent moving a loan from ap-
plication to closing typically takes anywhere 
between 30 and 150 days to complete, costing 
anywhere from $1,000 to $3,500. Not only 
does this approach to loan fulfi llment require 
more time and money, but it does not provide 
the desired level of transparency, often prevent-
ing investors from evaluating their loan until 
after closing. 

The differences between document-driven 
and data-driven workfl ow may look subtle 

from the outside, but the result is dramatic. 
The key is a mortgage technology platform that 
feeds the standardized loan data to all pieces 
of the loan cycle in real-time, eliminating the 
“factory line” of today’s systems. By relying 
on data over documents, lenders have the free-
dom to work on pieces of the loan they want 
without having to wait on the various partici-
pants to fi nish their task.  Enabling participant 
to concurrently perform tasks on the loan fi le 
signifi cantly reduces cycle time. 

A data-centric approach also enables automat-
ed decisioning to further streamline loan fulfi ll-
ment processes, signifi cantly reducing the need 
for manual evaluation documents and manual 
checklists with each step of the loan cycle. The 
automated decisioning function can also imme-
diately evaluate data within specifi c criteria to 
provide a fi nal loan review assessment. 

Data-centric origination also provides clearer 
transparency and more accurate risk analysis. 
As origination staff and underwriters fi nalize 
the loan for closing, investors and secondary 
marketers can access the loan fi le at any step. 
This provides them the ability and fl exibility to 
evaluate risk, set pricing and arrange MBS pack-
ages in parallel with the loan working its way 
to closing. When a data-centric loan platform is 
combined with process orchestration, the aver-
age lender can cut 30 percent of more off the 
time and cost needed to complete a loan. ❖

Rethinking the 
Mortgage Process
The transition to a data-centric workfl ow will better equip lenders as a 
whole and revolutionize the mortgage industry we know today.

By Roger Hull

One area of the mortgage 
workfl ow that is still stuck in the 
previous century is the factory-
line, document-centered 
approach to closing a loan.

Roger Hull is vice president of Genpact Mortgage Services and is responsible for the development, 
sales and marketing of the company’s Quantum Mortgage Technology platform. The Quantum 
platform helps originators and lenders to automate and streamline major elements of the loan 
origination process, resulting in a shorter loan lifecycle and a more transparent mortgage asset. 
For more information, email Roger at roger.hull@genpact.com or visit www.genpact.com.
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MARKET PULSE

Closed Loan Rates Rise

Origination vendor Ellie Mae released its Origination 
Insight Report for December 2012, as well as av-
erages of key statistics for 2012. The report draws 

its data and insights from a robust 
sampling of the signifi cant vol-
ume of loan applications—more 
than 20% of all originations in the 
United States—that fl ow through 
Ellie Mae’s Encompass360 mort-
gage management software and 
Ellie Mae Network.

“Closed conventional refi -
nances with LTVs of 95%-plus, 
a strong indicator of HARP 2.0 
activity, jumped up from 9.62% 
in November 2012 to 11.40% in 
December 2012, the highest it has 
been since we began tracking this 
data in October 2011,” said Jona-
than Corr, chief operating offi cer 
of Ellie Mae.

To get a meaningful view of 
lender “pull-through,” Ellie Mae 
reviewed a sampling of loan ap-
plications initiated 90 days prior 
(i.e., the September 2012 applica-
tions) to calculate an overall clos-
ing rate of 54.7% in December 
2012, up slightly from 52.3% in 
November 2012.

“The rise in closing rates seems 
to have impacted the time to close: 
The average refi nance took 57 
days to close in December 2012, 
nearly a week longer than it did in 
November 2012,” Corr continued.  
“Similarly, purchases stretched 
to 51 days to close in December 
2012, up from 48 days in Novem-
ber 2012.”

Corr added, “To take advantage 
of the historic low interest rates 
last year, borrowers needed 

pristine credit and low debt ratios. In 2012, closed loans had 
an average FICO score of 748, an average DTI of 23/34 and 
an average interest rate of 3.908%.” ❖

ARMS
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In 2012, the total volume of mortgages that ran through Ellie Mae’s Encompass360 mortgage management software was approximately
three million loan applications, or 20% of all U.S. mortgage originations. The Origination Insight Report mines its application data from a 
robust sampling of approximately 33% of all mortgage applications that were initiated on the Encompass origination platform.  

HOUSE PAYMENT

23%

21% 

PURPOSE
REFINANCE  62%
PURCHASE   38%

ROUGHLY 37% OF 200 MILLION AMERICANS HAVE CREDIT SCORES TO MEET
OR EXCEED A CREDIT SCORE OF 748.

(SOURCE: FICO)

TOTAL DEBT

34%

3%

18%

79%

BASED ON 30-YEAR NOTE

748
WINNER

H

HOUSECAR CREDITCARDS
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Process Improvement

At long last, the Consumer Finance Protec-
tion Bureau has defi ned what a “Qualifi ed 
Mortgage” really means. A lot of pundits 

were predicting a much more harsh defi nition, 
which would mean Armageddon for the mortgage 
industry. Much to the delight of many, that’s just 
not what we got. To date there has been a fl urry 
of coverage of what this new rule will mean for 
the space. Is it a positive? Is it a negative? In my 
column this week I decided to take a different ap-
proach. I decided to go out to mortgage technolo-
gists to get their two cents on QM.

First, enterprise lending solution provider 
Mortgage Cadence LLC was quick to praise the 
CFPB’s take on QM and announce the company’s 
readiness to meet the new Qualifi ed Mortgage 
(QM) Rules released on January 10, 2013 by the 
Consumer Finance Protection Bureau. The Rules 
are slated to go into effect on January 1, 2014.

“The ability to repay and QM requirements 
have effectively forced credit underwriting guide-
lines into a regulatory compliance obligation,” 
said Mortgage Cadence’s Chief Legal and Com-
pliance Offi cer, John Levonick. “While compli-
ance with them appears cumbersome, and could 
be, lenders that have tight origination and quality 
control processes supported by the proper QM 
confi guration within their loan origination system 
of record should not have any issues with these 
new requirements,” he continued.

“Compliance, specifi cally, ensuring that the 
systems our customers use throughout the mort-
gage cycle are compliant, is one of our main guid-
ing principles,” said CEO of Mortgage Cadence 
Michael Detwiler. “Today’s regulatory environ-
ment is more dynamic than at any time in the past. 
Our systems and our approach to compliance let 
our customers concentrate on lending, ensuring 
borrowers close on time. That’s what mortgage 
fi nance is all about,” he stated.

So, what does the new QM rule say exactly? 
In a brief supplied by the CFPB, the consumer 
watchdog explained it this way:

No excess upfront points and fees: A Qualifi ed 
Mortgage limits points and fees including those 
used to compensate loan originators, such as loan 
offi cers and brokers. When lenders tack on exces-
sive points and fees to the origination costs, con-
sumers end up paying a lot more than planned. 

No toxic loan features: Qualifi ed Mortgages 
can’t have the loan features that were associated 
with risky mortgages in the lead up to the crisis. 
Certain loans cannot be Qualifi ed Mortgages: 

>> No interest-only loans, which are when a 
consumer only pays the interest for a specifi ed 
amount of time so the principal does not decrease 
with payments; 

>> No loans where the principal amount in-
creases, such as a negative-amortization loan; and 

>> No loans where the term is longer than 30 
years. 

Cap on how much income can go toward debt: 
Qualifi ed Mortgages generally will be provided to 
people who have debt-to-income ratios less than 
or equal to 43 percent. This cap on debt ensures 
consumers are only getting what they can likely 
afford. Before the crisis, many consumers took 
on mortgages that raised their debt levels so high 
that it was nearly impossible for them to repay the 
loan considering all their fi nancial obligations. 
For a temporary, transitional period, loans that 
do not have a 43 percent debt-to-income ratio but 
meet government affordability or other standards, 
such as that they are eligible for purchase by the 
Federal National Mortgage Association (Fannie 
Mae) or the Federal Home Loan Mortgage Cor-
poration (Freddie Mac) will be considered Quali-
fi ed Mortgages. 

No loans with a balloon payment except those 
made by smaller creditors in rural or underserved 
areas: The law generally prohibits loans with bal-
loon payments from being Qualifi ed Mortgages. 
Balloon-payment loans require a larger-than-
usual payment at the end of the loan term. A small 
creditor operating in rural or underserved areas 
is permitted to originate such loans as Qualifi ed 

The Truth About QM
Finally, the Consumer Finance Protection Bureau has defi ned 
what a Qualifi ed Mortgage is. But now that the defi nition is out 
there what does it mean for mortgage technology?

By Tony Garritano
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Mortgages under certain defi ned circumstances. 
To put the rule into context, Marsha L. Williams, 

an attorney with Middleberg, Riddle & Gianna, 
which is affi liated with doc prep vendor MRG 
Document Technologies, added, “Although the 
Qualifi ed Mortgage (“QM”) rule’s ability to repay 
requirements may result in a return to a somewhat 
“old fashioned” method of underwriting which in-
volves a personal, deeper probing into the loan ap-
plicant’s living standards, technology will defi nitely 
be an integral part of lenders’ compliance with the 
QM rule.

“Compliance with the QM rule will include 
the use of technology to ensure that the mortgage 
term does not exceed 30 years and that negative 
amortization, interest-only or balloon payments are 
not features of the QM,” she continued. “The 3% 
limitation on points and fees on a $100,000 or more 
loan and greater limitations for smaller loans will be 
calculated using technology.

“The “conclusive presumption of compliance” 
or “legal safe harbor” includes the mortgage loan’s 
Annual Percentage Rate (“APR”) not exceeding the 
Average Prime Offer Rate by 1.5 percentage points 
for a fi rst lien loan or 3.5 percentage points for a 
subordinate lien transaction. Technology calcula-
tions will determine if this APR limitation is ex-
ceeded,” Williams calculated.

Prior to the ruling our industry was crying out 
for clarity and consistency, which is in fact what 
the new QM Rule supplies. “The new QM rule in-

troduces defi nitive features and minimum require-
ments that support mortgage products that ensure 
“ability-to-pay.” From a technology perspective, 
many of these features will need to be accommo-
dated by origination and underwriting technology,” 
pointed out Andy Crisenbery, Senior Vice President 
of Business Operations at electronic collaboration 
vendor eLynx. “Requirements for debt-to-income 
ratios, teaser interest rates and other mortgage 
product features are controlled within the domain 
of the LOS.

“Technology is further implicated to ensure that 
requirement fi nancial information from the borrow-
ers are collected and validated. There has been a 
focus on this area for the past several years, but the 
new QM rule further underlines the importance that 
these evaluations take place and an audit history 
is provided with all of the changes throughout the 
lifecycle of the loan.

“Lastly,” concluded Crisenbery, “technology can 
help make these new QM rules – as well as further 
regulatory changes anticipated, consumable from 
a deployment perspective. The one benefi t that is 
often overlooked is that a technical solution for 
these rules should enforce standardization across 
the lenders business processes.”

So, with QM defi ned and behind us, what will 
the next big debate be? “With QM, the big debate 
will be around how to protect consumers but still 
not shut out reasonable borrowers,” answered Lisa 
Weaver, senior vice president of Mortgage Solutions 
for ISGN. “The new QM rule brings stability to 
loan performance by discouraging risky loan prod-
ucts and ensuring borrowers qualify for mortgages. 
Poorly documented loans, loose underwriting cri-
teria and irresponsible loan products contributed to 
historic levels of foreclosures and home value loss. 
While the new QM rule brings safety and sound-
ness, the industry faces the challenge of addressing 
the needs of all credit-worthy consumers. Lenders 
will be faced with deciding how to provide mort-
gages to borrowers that do not meet the new pa-
rameters. In order to get to market equilibrium, as 
an industry we will need to address the rising cost 
of making loans. Playing it safe comes at a price as 
compliance and loan requirements have doubled the 
cost to originate a loan.”

And I think we can all agree, that’s where tech-
nology comes in. ❖

The new QM rule introduces 
defi nitive features and 
minimum requirements 
that support mortgage 
products that ensure 
“ability-to-pay.”
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Tony Garritano is Chairman and Founder of PROGRESS in Lending. 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. He can be reached via e-mail at tony@
progressinlending.com.
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Future Trends

One defi nition of “Beauty is in the eye 
of the beholder” is that it means each 
person has their own opinion about 

what or who is beautiful. It is not intrinsic to 
that person or thing, but is determined by the 
person who views it. It also implies that ‘to 
each its own.’ Many of you know that data has 
been my major focus for some time. 

The defi nition of good data differs from one 
organization to another and, more importantly, 
is based on how the data is going to be used. 
Generally, the more sophisticated the use, the 
higher the required quality of data. It’s not the 
data per se; but rather what it represents and 
what you can do with it. “Data are of high qual-
ity if they are fi t for their intended uses in op-
erations, decision making and planning.” (J. M. 
Juran) Like beauty, everyone has an opinion or 
perception of what data is and how it impacts 
their business.

The Importance of Data Quality. The Data 
Warehouse Institute estimates that poor data 
quality costs U.S. businesses $600 billion dol-
lars annually. That was back in 2002. What 
do you think that number would be today? 
Though that sum is spread across all busi-
nesses, the number is astounding. It tells us that 
data quality is critical to all businesses. The 
mortgage industry is no exception. In the re-
cently released results of its investigation into 
the mortgage meltdown, virtually all of the 14 
items identifi ed by the Financial Crisis Inquiry 
Commission as being probable causes of the 

crisis boiled down to poor data quality. Ted 
Friedman, Research VP at the Gartner Group 
stated, “If you look at any business function in 
your company, you’re going to fi nd some direct 
cost there attributed to poor data quality.” The 
quality of information serves as the cornerstone 
of virtually every critical business process.

For example: In 2002, the United States 
Postal Service and PricewaterhouseCoopers 
released a report stating that 23.6 percent of 
all U.S. mail sent is incorrectly addressed. 
According to the USPS, every year there are 
over 47 million change-of-addresses fi led by 
individuals, families and businesses, as well as 
the creation of almost 2 million new addresses. 
Add in the keystroke errors and omissions in 
new addresses collected on a daily basis, and 
it’s easy to see how your address data deterio-
rates quickly over time. 

It’s a digital world after all. A recent article 
in USA Today stated that “David Williams, In-
spector General at the USPS, the chief watch-
dog of an enterprise that loses $ 15.9 billion a 
year, that in addition to the traditional function 
of rooting out waste, fraud and abuse, his offi ce 
has been churning out a series of ideas about 
what the mail might look like in the next decade 
or two. For example, What if the Postal Service 
completely revamped the street-city-state-zip 
address into an all numeric zip code format?” 
Some day you might mail it to David Williams 
at 35602.1092.4393. In addition, more than 45 
million Americans move every year and 15% 
leave no forwarding address. The Postal Ser-
vice has become so strapped for cash that it has 
been slow to modernize. David Williams real-
ized the biggest threat to the Postal Service was 
that technology had overtaken it.

Key Steps to Data Quality. Mike Healy, 
senior vice president of European operations 
at Innovative Systems Inc., recently stated 
achieving a high quality of data can be broken 
down into four key steps:

Data is in the Eye of the Beholder
Let’s paraphrase an age-old saying and draw some corollaries to the 
perception of data in the mortgage industry.

By Roger Gudobba

Problems with data 
quality don’t only arise 
from incorrect data. 
Inconsistent data is a 
problem as well.

Tomorrow’s Mortgage Executive19





1. Set accuracy defi nitions relevant to business 
use. 

2. Set thresholds for each of these defi nitions 
based upon fi nancial justifi cation.

3. Measure your data quality levels - external 
audits need to be performed against the defi ni-
tions and thresholds.

4. Produce an information management plan to 
include audits/periodic maintenance and data 
enhancement.

Increasing the Value of Information. These are 
some comments from David Proctor, senior director 
of product development at Experian Decision Ana-
lytics in his article in Mortgage Banking Magazine, 
December 2012.

“For the past several decades, great effort has been 
spent to fi nd ways to accurately assess the true value 
of information. Each information source ultimately 
serves the same purpose: to make better decisions. 
Knowing how to make informed decisions from 
available data is what gives a company edge. Real 
value is not in the information per se; it is the sound-
ness of the conclusions reached and decisions made. 
Having information is fi ne, but knowing what to do 
with it is infi nitely more valuable. The value of infor-
mation has (for the most part) increased, yet so too 
has its volume.”

The Acceptance of MISMO in setting Data Stan-
dards. Chief Executive Offi cer Charles E. Halde-
man, Jr. made the following statement in response 

to the Federal Housing Finance Agency’s (FHFA) 
announcement of the Uniform Mortgage Data Pro-
gram:

“We applaud FHFA on this important effort to 
improve appraisal and loan data quality. The im-
portance of data quality to the mortgage market’s 
long-term success makes this the right call at the 
right time. The additional loan and appraisal data re-
quirements, standard data defi nitions, and a common 
framework for capturing these new data sets will 
support the mortgage industry’s efforts to manage 
risk, reduce costs, and respond more effi ciently to 
market changes. We look forward to working closely 
with FHFA and Fannie Mae on this important effort 
to improve appraisal and loan data quality and help 
make homeownership opportunities more sustain-
able through various market cycles. We will keep our 
customers well informed of our progress to ensure 
that they have suffi cient time to adapt to the new data 
standards.”  ❖

Roger Gudobba has over 25 years of mortgage experience. He is CEO at PROGRESS in Lending and Chief 
Strategy Offi  cer at technology vendor Compliance Systems. Roger is an advocate of data standardization 
and a more data-driven approach to mortgage. Roger can be reached via e-mail at rgudobba@
compliancesystems.com.

If you look at any business 
function in your company, 
you’re going to fi nd some 
direct cost there attributed 
to poor data quality.
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In this market lenders are certainly spending 
more. The new compliance rules are forcing 
lenders to invest more in technology and add 

new employees in some cases. Further, the refi -
nance boom of last year is expected to slow this 
year and purchase business can be more costly 
for lenders to originate. So, are lenders too cash-
strapped to invest in technology? I don’t think so.

What is happening is that technology vendors 
see the market shifting and think that they have 
to discount their pricing to get the lender to make 
that fi nal decision. I don’t think that’s the right 
strategy. I read an article recently titled, “How 
Discounting is Killing Your Pricing Strategy” by 
Patrick Campbell, in which the author noted that 
the urge to discount to close a sale is alive and 
well in most companies today. 

Campbell believes that there is someone in ev-
ery company that believes that for some reason, 
the target customer just needs 10% off to fi nally 
pay up. He suggests that your response to this in-
dividual within your company should be:

“Blindly discounting is one of the worst things 
you can do, because you’re conditioning your 
customer into de-valuing your product, and you’re 
literally throwing money away by putting it back 
on the table from the initial and future sales with 
that customer.”

It may sound harsh, but he actually provides 
sound data to back up his claims. He says, “Let’s 
explore this concept a bit more by fi rst looking 
at the fundamentals of discounting and why they 
don’t properly translate to software. We’ll then 
reveal hard evidence into the true impact of dis-
counting on your bottom line, before fi nally illu-
minating solutions to get you on the right track to 
boosting your value.

“As human beings, we’ve been trained by a 
century’s worth of retail pricing to love discounts. 
The idea of scoring a deal makes us feel like we’re 
beating the system, and to a greater extent, makes 
us feel special. Yet, to understand discounting, we 

need to realize that at its core, a price is your ex-
change rate on the value you’re creating through 
your product or service. With that number put 
down in pixels, you’re saying that whatever 
you’ve produced is worth $X, because that prod-
uct or service helps the customer in a manner that 
fi ts that equates to their perceived value.”

So, why isn’t discounting the right strategy? 
According to Campbell, different types of cus-
tomers value that product or service at differ-
ent price points, meaning different segments of 
customers will have a different exchange rate, 
or perceived value, of your offering. In the end, 
different segments of target customers value the 
product differently. As such, stakeholders need 
to decide where their product resides to spur a 
profi table business. Discounting for the sake of 
discounting is not the answer at all.

I know full well that everything is not rainbows 
and sunshine for all technology vendors, but that 
doesn’t mean that you should thow in the prover-
bial pricing towel. To the contrary, by discounting 
you’ve conditioned the customer to de-value your 
product. Discounting works in the retail space so 
well, because brands can limit supply (or at least 
make it look like supply is limited), and therefore 
create a sense of urgency in the eyes of the con-
sumer. In the software space, supply is practically 
unlimited and non-physical, and we’re inundated 
with so many promotions and discounts every day 

Business Strategies
Everybody Loves A Discount, Right?
With the new compliance demand, lenders are watching their wallets, 
but that doesn’t mean that you should give your technology away.

By Michael Hammond

To understand discounting, 
we need to realize that at 
its core, a price is your 
exchange rate on the value 
you’re creating through 
your product or service.
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that we know more are coming down the pipeline, 
even if you say, “for two days only.”

What’s even worse, is that when that next month 
or updated product comes, the customer is already 
using the product at a particular price. Very few 
companies have the fi rst month user retention strat-
egies in place to boost value to the original price 
point. Switching costs are so low (especially after 
only one month of use) that customers churn out, 
wasting you even more money from marketing, on-
boarding, and any extraneous costs associated with 
having that non-ideal customer distract you. As Da-
vid Skok illustrated, churn is kryptonite to startups, 
and if you’re growing sales through discounts, prob-
lems will only get worse, even if you are retaining a 
certain percentage of those customers.

Let’s talk turkey though, because everything has 
been philosophical up until this point. Campbell 

points out that his company has run hundreds of 
price sensitivity campaigns for software companies 
and one of the segments he always tests is the effect 
of discounting on willingness to pay. Enough results 
have come in for him to assert that the numbers 
back up the above analysis. Even though it varies 
by product, industry, etc., customers receiving a dis-
count on their fi rst month or initial purchase value 
the product at least 12% lower than the product’s 
list price. Note that free trials and promotion still 
reduce perceived value of the main product, but not 

as much as discounts. 
So, what’s the answer to solving your pricing 

woes? Here are three idea:
1. Create an entry-level tier

The main axis your revenue model should 
be based upon is a “value metric,” meaning 
as your customer uses your product more 
(bandwidth, installs, contacts, etc.) he should 
be charged more. As such, an entry-level 
tier allows you to still drive folks to your 
main product, but allows you to capture 
customers with a lower willingness to pay. 
Thus, giving you an opportunity to wine 
and dine them at a lower service level until 
they convert to a higher, more ideal tier.

2. Add value instead of providing negative 
discounts
As stated before, people LOVE to get 
deals and feel special, but that doesn’t 
mean you have to cut the price. Instead, 
add more units, more user seats, premium 
service, etc. A little surprisingly goes a 
long way, and you won’t succumb to the 
long-term implications of discounting. 
Plus, we’ve already chatted about how 
psychologists have proven, human beings 
would rather receive 2 for 1 than 50% off.

3. Improve your marketing segmentation
Whether the price for your product or 
service is optimal for maximizing revenue 
is irrelevant to understanding the trigger 
features and value propositions of your cus-
tomer. Way too many software companies 
run rough shot marketing practices that spew 
the same message to everyone. You need 
to get deeper and more specifi c, because 
even if you’re selling to a niche customer, 
value will be different amongst different 
size companies, geographies, incomes, etc.

Overall, I obviously don’t expect you to retool 
your entire pricing strategy over night, especially 
if your customers are already conditioned into dis-
counts. Keep in mind though, I do want you to move 
toward a more sustainable, revenue maximizing 
strategy. The payoff is enormous and it’s not diffi -
cult, but it does require some work. ❖

Michael Hammond is chief strategy offi  cer 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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s I know full well that everything is not rainbows and sunshine 
for all technology vendors, but that doesn’t mean that you 

should throw in the proverbial pricing towel.
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Undeniably, in present day markets the customer is the 
economy. Economists have reported that consumer 

spending accounts for 70% of our nation’s GDP. Moreover, 
many previous studies of the U.S. economy demonstrate 
an undeniable linkage between housing values and con-
sumer spending. The degree to which Americans believe 
homes are stable and growing depositories of wealth is 
determined by job security, which also directly correlates 
to the amount of consumer spending. Therefore, “happy 
homeowners’ are ‘happy consumers,” and they continue to 
impact the strength of the U.S. economy, and vice versa.

2013 Mortgage Industry Shifts
“In the business world, the rearview mirror 
is always clearer than the windshield,” 
said Warren Buffett.

By Paul Anastos
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The mortgage industry, like many 
others, depends on consumer confi-
dence to thrive. Over the past four-plus 
years, our economy has endured the 
pain of consumers who felt uncertain 
about their jobs, incomes, and wealth. 
The reasons for this “crisis of confi-
dence” were the direct and indirect 
impacts of the housing crash. There 
was a loss of trust in homeownership 

as the foundation for our American 
Dream of financial security.

But this article is about 2013 – the 
future - not the past.  

The two tenets that have been well-
learned in our industry are: 1) We can 
never fail to put the customer’s best 
interest first among our priorities; and 
2) Businesses must exhibit a compre-
hensive commitment to quality lend-
ing standards. When we accomplish 
these two objectives, we serve the 
customer, all mortgage and housing 
markets stakeholders, as well as the 

broader interests of society. By put-
ting these principles into practice, day 
in and day out, we acknowledge that 
the “customer is the economy” and 
we build trust in homeownership as 
the foundation.

We do not expect radical change 
in the mortgage industry in 2013, but 
rather a continuation of shifts that 
have already begun to develop.  

Below are the shifts that we believe 
will accelerate in the mortgage indus-
try in 2013.

Shift from  
macro to micro

An overall focus in the industry will 
begin to shift from macro issues, such 
as regulatory reform, secondary-mar-
ket structure, and foreclosure activity 
to more micro-level issues, such as 
customer education and development, 
internal productivity, efficiency, qual-
ity control, and local market condi-
tions.

We could also look at this shift as a 
change of focus from external drivers 
to internal drivers.  Mortgage lend-
ers must continue to develop internal 
corporate capabilities and become 
financially stronger and more tolerant 
of business cycles. Operational ef-
fectiveness in producing quality loans 
cannot be sacrificed, regardless of 
external conditions. The risks are too 
high and the competition too great.

For example one way in which we 
are making this shift from macro to 
micro and from external to internal is 
through the strategic decision to grow 
branch offices “deeper rather than 
wider.”  Our firm has experienced 
great success by growing our presence 
over time in markets that surround 
major urban centers. We are invest-
ing resources to strengthen existing 
teams, conduct community outreach 
and build referral relationships. Yes, 
we will open new offices periodically, 
but only when the conditions are right 
to extend our current model. We 
intend to continue this strategic ap-
proach, rather than grow through the 
opening of small branches scattered 
all across the country – a strategy that 
could be called “3,000 miles wide and 
an inch deep.”

Shift in origination  
market Share

The dominance of bank mortgage 
origination operations will continue 
to diminish as consumers move away 
from the “bunker mentality” follow-
ing the housing crash, and recognize 
that their best interests may be better 
served by regional retail mortgage 
bankers, community banks, credit 
unions, and brokers. Locally focused 
mortgage firms will have a growing 
advantage in the years ahead. The 
bottom-line - there is room for all 
types of participants in the mortgage 
origination space. Big banks, smaller 
mortgage bankers, and brokers alike 
will find their appropriate niche that 
best capitalizes on their strengths. 
Overall, we expect normalization 
in market share rates for the various 
types of mortgage providers. 

Shift from  
SaleS to advice

Originators will move from a sales 
culture to an advisor culture. In a sales 
culture, the focus has predominately 
been to attract refinance customers 
through low rates. In an advisor cul-
ture, the focus is to develop relation-
ships with prospective homeowners 
and complimentary advisors such 
as realtors and financial advisors. In 
2013, low rates may continue to be 
prevalent for some time, but the stra-
tegic originator will always maintain 
the perspective of an advisor with cus-
tomers in order to deliver the best pos-
sible service. By listening to the needs 
of the customer, they can provide the 
right solutions. This guiding principle 
is not new, but it becomes increas-
ingly important as market conditions 
change.

The demographic shifts occur-
ring in our society today necessitate 
this approach. The aging of America 
is leading to the need for far more 
sophisticated decision-making by 
consumers. They must now balance 
housing security in an accessible, 
care-friendly design for varying levels 
of multi-generational co-habitation 
with financial realities. Additionally, 
as mortgage interest rates rise, this 
will place home purchases, in general, 

We do not 
expect radical 
change in 
the mortgage 
industry in 
2013, but rather 
a continuation 
of shifts that 
have already 
begun to 
develop.
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and fi rst-time home purchases, in par-
ticular, at the top of the target list for 
originators. Purchase borrowers and 
fi rst-time borrowers require more time 
and a more consultative approach to 
origination than do refi nance bor-
rowers.

The mortgage industry in 2013 
will be defi ned more by shifts 
in focus than global change. But 
sometimes shifts in focus can be 
more diffi cult to navigate than 
macro changes that occur for all 
participants at the same time. 
Adjusting to shifting operational 

demands, market share realities, and 
demographic waves takes fi nesse. The 
fi rms that manage these shifts suc-
cessfully will be those that never lose 
focus on the fact that in our industry, 

and in this country, “the customer is 
the economy,” and our fi rst priority 
is building and maintaining trust in 
homeownership as the path to a better 
life and society. ❖

In 2013, low rates may continue to be 
prevalent for some time, but the strategic 

originator will always maintain the 
perspective of an advisor with customers.

ABOUT THE AUTHOR
Paul Anastos is the President of Walpole, MA based 
Mortgage Master, a super-regional mortgage banker and 
one of the country’s largest privately-owned mortgage 
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I’m a big fan of Indiana Jones.
Anytime you can use a phrase like “swashbuckling archeologist” 

and it actually makes sense, you know you have something special. The 
Indiana Jones character was a throwback to all of the Hollywood heroes 
of yesteryear – dashing, charming, a bit of a rogue, tough and yet quite 
the ladies’ man. 

But what set the character – and the movies – apart was the extraordi-
nary writing. Despite plot lines that might be described as “formulaic,” the 
writers found ways to inject humor, surprise and intrigue into the mix. And 
sometimes turn an anticipated result completely upside down.

One of my favorite scenes in Raiders of the Lost Ark, for example, takes 
place in a conversation between Indy and his faithful friend Sallah, the 
“best digger in Egypt,” who has been hired to help the Nazis with the exca-
vation. The Nazis, in their efforts to find the legendary Ark of the Covenant, 
have built a scale-model version of the ancient city of Tanis and used a 
replica of the Staff of Ra to calculate the location of the Well of Souls. Once 
the location had been determined, the Germans put their own legendary 
engineering prowess to work, and were well on their way to finding the Ark.

Except for one thing, as Indy happily discovered: they were digging in 
the wrong place. Unfortunately for the Nazis they had missed an important 
piece of data and made their staff seven and a half inches too short, which 
skewed everything else that happened from that point forward. 

This, in an admittedly round-about way, brings us to the subject of the 
Federal Housing Administration (FHA).

Recently, the FHA has come under a barrage of criticism, most notably 
a 93-page missive from Edward Pinto at the American Enterprise Institute 
(AEI) titled How the FHA Hurts Working-Class Families and Communities. 
While the report makes some valid points and raises some interesting 
questions, the overall conclusion – that FHA policies have caused untold 
damage to borrowers, neighborhoods and communities – seems to be 
about as far off the mark as the Nazi diggers in Raiders.

ArcheologicAl explorAtion
Some historical perspective might be useful here. 
Back in the Paleolithic Age of the mortgage industry, circa 1934, the 

United States was in the midst of the Great Depression. Mortgage loans 
were limited to 50% of the value of a home, and typically had payment 
terms lasting from three to five years with a balloon payment at the end. 

Not surprisingly, America was a nation of renters, with home ownership 
rates hovering around 40%. And with the economy in a shambles, the 
prospects of ever owning a home were bleak for the majority of Americans.

Enter the FHA, with its mission of helping first-time homebuyers – es-
pecially lower and middle income homebuyers –purchase a home. And 
the FHA has done just that, with remarkable success, over the ensuing 78 
years, having insured over 34 million single-family mortgages and more 
than 47,000 multifamily project mortgages over that period of time. Today, 
the FHA insures between 4-5 million single-family mortgages and approxi-
mately 13,000 multifamily project mortgages. And, despite all the bashing 
the organization has been subject to, current estimates show that less 
than 10% of all these loans are seriously delinquent.

The FHA has made home ownership a possibility for millions of Ameri-
can citizens throughout its storied history – from financing military hous-
ing and homes for returning veterans and their families in the 1940s to 
providing nearly 50% of home purchase mortgages for African American 
and Hispanic/Latino borrowers in 2012. And the FHA has reliably stepped 
into the breach when the market has faced crises: providing emergency 

The True Hero 
of Mortgage Lending
Casting the FHA as a villain in this movie we call the mortgage industry 
would be as wrong as casting Indiana Jones as the bad guy in Raiders.

By: Rick Sharga
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financing during the high inflation 
period of the 1970s; replacing private 
mortgage insurers who pulled out of 
oil-producing states during the reces-
sion of the 1980s; and stepping in to 
offer refinancing when the most recent 
housing bubble burst in 2008. In fact, 

Moody’s Analytics indicated that as 
bad as the recent housing market crash 
was, home prices would have fallen 
another 25% were it not for the pres-
ence of the FHA. 

Rather than “hurting” working-
class families, the FHA has given 
them a chance for homeownership 
that they wouldn’t have otherwise 
had, improving the financial well-
being of the overwhelming majority 
of these families, and helping fuel the 
long-term growth of the housing mar-
ket, which has contributed mightily to 
the country’s economic growth. Since 
the FHA’s origination, home owner-
ship rates in the U.S. soared from 40% 
to a peak of 68.1% in 2001. 

Digging in the 
Wrong plAce

But if the FHA helped fuel this 
growth, can’t an argument be made 
that it must have contributed to the 
excesses of the housing bubble that 
inflated wildly out of control from 
2000-2006, before exploding disas-
trously in 2008?

Well, no. Not a very good argu-
ment, at least.

The AEI paper focused on two 
years – 2009 and 2010 – that may 
well have been two of the worst years 
in the history of U.S. real estate, and 
in the history of the FHA. The paper 
also focused on 9,000 zip codes, all of 
which had lower median incomes than 
the surrounding metro areas in which 

they were located, and all of which 
were in areas that had been hard hit 
by the foreclosure wave that began in 
2007. 

If one were to create a report based 
on data collected from the highest risk 
borrowers in the highest risk neigh-

borhoods during two of the worst 
years in the history of the real estate 
market, one should probably not be 
surprised to find bad results. 

But the cause and effect relation-
ship here has been turned on its head. 
The FHA didn’t create the bad eco-
nomic conditions in these neighbor-
hoods, and it certainly didn’t write the 
loans that sent many neighborhoods 
across the country into economic free 
fall. During the boom years of the 
early 2000’s, the FHA was virtually 
locked out of the market, having been 
replaced with a plethora of ill-advised 
and ultimately disastrous – mostly 
subprime – loan products: negative 
amortization; 125% LTV; pick-a-pay 
ARMS; no-money-down; stated in-
come, no-doc/low-doc; piggy back 
seconds. The industry even coined 
a phrase to describe how bad the 
products were: NINJA (No Income, 
No Job, No Asset) loans. The FHA, 
with its quaint requirements for full 
documentation, a modest down pay-
ment and an insurance premium was 
considered archaic and largely un-
necessary. Until the financial market 
meltdown.

During 2009 and 2010, the FHA 
refinanced massive amounts of loans 
from borrowers who found them-
selves in equally massive trouble, 
when those exotic loans turned out to 
be ticking time bombs…all going off 
at once. Many, perhaps most, of these 
disintegrating loans had been made to 

sub-prime borrowers, who typically 
had income and FICO scores too low 
to qualify for conventional loans.

There is no disputing the notion 
that loans issued to borrowers with 
low FICO scores and relatively low 
incomes, and who make low down 

payments will default at higher rates 
than borrowers with high FICO 

scores, high incomes and who make 
larger down payments. But the bor-

Moody’s 
Analytics 
indicated that 
as bad as the 
recent housing 
market crash 
was, home 
prices would 
have fallen 
another 25% 
were it not for 
the presence of 
the FHA.

The overall conclusion – that FHA policies have 
caused untold damage to borrowers, neighborhoods 
and communities – seems to be about as far off the 
mark as the Nazi diggers in Raiders of the Lost Ark.
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rower who doesn’t meet those tra-
ditional underwriting standards has 
been the prototypical FHA borrower 
over the years, and on the whole, has 
performed very well.

It’s fair to ask what can be done to 
reduce the number of borrowers with 
FHA loans who default. It’s illogical, 
however, to suggest that the FHA pur-
posefully reaches out to ensnare these 
borrowers into loans that it knows 
won’t perform. It’s also reasonable 
to ask why the FHA is insuring high 
dollar loans for high-income bor-
rowers with high FICO scores. But 
in the absence of a viable secondary 
market, and the continuing problem of 
too-tight credit standards, the FHA is 
often the only viable option available 
for these borrowers.

It’s also worth noting (and probably 
a topic for a separate article) that the 
FHA has modifi ed its program over the 
past year to adjust for current market 
conditions. The average FICO score 
on an FHA loan today is 700. There 

are new, more stringent, requirements 
for lenders who want to work with the 
FHA. And insurance premiums have 
been raised to account for higher risk.  

I admit I’m a bit biased when 
it comes to the FHA. Without it, I 
wouldn’t have bought my fi rst home. 
At the time, back in 1995, I was earning 
a decent living and had a good FICO 
score, but simply hadn’t put aside the 
20% down payment I thought I’d need 
to make a purchase. Then a real estate 
agent told me about this wonderful 
program that required a much smaller 

amount of cash. Three months later, I 
purchased my fi rst home. Ironically, I 
was able to get a less expensive loan 
with a 10% down payment and private 
mortgage insurance. But the existence 
of the FHA program is what gave me 
the confi dence to get into the market – 
something I suspect I have in common 
with millions of other homeowners.

Casting the FHA as a villain in this 
movie would be as wrong as casting 
Indiana Jones as the bad guy in Raid-
ers. And casting it aside would be 
disastrous for the housing market. ❖
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By Barbara Perino
and Rebecca Walzak

ThoughT
LeadeRshiP … 

Where are The 
innovative ideas?

If there is a theme that has emerged in recent months it is 
the belief that this industry needs more leadership. While 
there are those whose ideas of new leadership is “repeat the 
old, only do it smarter this time,” there are others who say 
the old way has to go. And while some want to blame our 
struggles on political leaders and new regulations, many are 
saying it is time to move forward, accept our responsibilities 
and reconfigure how we do business. So let’s do it. Let’s 
change. But, we ask, change to what? Is there a better way 
to manage this business? Is there a business model that 
would be better for the consumer and still provide a healthy 
profit for investors and lenders? If so, where do we find it? 
Who is going to tell us what to do? What we really need is 
some strong thought leadership.

What is thought leadership and who exactly are thought 
leaders? According to Wikipedia the term “Thought Lead-

ers” is business jargon for an entity that is recognized 
by peers for having innovative ideas. Yet there are 

numerous examples of individuals who provide 
concepts and ideas that can be applied to most 
if not all industries. Several examples of this type 
of innovative thought leadership are found in the 
information provided by Wikipedia itself.  

Example 1: The Shamrock Organization. Charles 
Handy is an Irish author/philosopher specializing 
in organizational behavior and management. His 
most recent “thought” on organizational design 
is what he calls the Shamrock Organization. This 

organization is structured like a Shamrock com-
prised of critical, but semi-independent areas. First 

is a core of essential, highly trained executives who 
create the vision, objectives and practical operational 

activities. They are charged with monitoring and improv-
ing when necessary. This executive group is supported by 

a smaller specialized work force, including consultants and 
others with specialized knowledge and training, which is 
hired as needed to perform specific functions and activities 
of the organization. Finally there is the contingent workforce 
hired to perform routine jobs. These are typically temporary 
and part-time works with very routinized assignments that 
can be added and deleted as required.

According to this organizational model success depends on 
three things:

Innovative leadership changes the way things are done; identifies 
innovative ideas or encourages and rewards staff for promoting 
these innovations. Innovation requires taking risks that may or 

may not provide the expected level, or any level, of reward.
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1. The ability to specify with 
precision what is to be 
provided; specifically what 
tasks are to be completed and 
how are they to be done.

2. The ability to measure what is 
actually supplied versus what 
was specified to be supplied.

3. The ability to make adjustments 
if specifications are not met. 

When these concepts are in place, 
the Shamrock organization can func-
tion very efficiently. 

What? You don’t think this is ap-
plicable to mortgages? Well, what are 
brokers? How many consultants do you 
use on a yearly basis? And what about 
contract underwriters? Are they not a 
contingent workforce that perform rou-
tine tasks that are added and deleted as 
needed? This conceptual organization 
management, whether acknowledged 
or not, is active in our industry today. 
While we didn’t initially define the 
ideas, there are individuals who have 
adapted a representation of these con-
cepts in a meaningful way to mortgage 
lending business models. We have yet 
to complete this adaptation because so 
far we have failed to establish how we 
measure what is supplied against what 
is required as well as implement meth-
odologies that make the adjustment 
process as smooth as possible.  

Example 2: The Endogenous Growth 
Theory. A second idea that is making 
its way into business models is the En-
dogenous Growth Theory. Developed 
by economist Paul Romer, this theory 
holds that economic growth is primar-
ily the result of internal action, such 
as investing in human capital, innova-
tion and knowledge. The theory also 
focuses on positive externalities and 
what he calls “Spillover Effects” from 
a knowledge-based economy. This, he 
believes is what will lead to economic 
development. Basically he has devel-
oped an economic theory contrary to 
popular thought that says that growth 
comes from external forces and poli-
cies which embrace openness, compe-
tition, change and innovation will have 
little or no impact on economic growth.

Once again you don’t think it applies 

to mortgage lending? Well how many 
companies refuse to take time to train 

staff? How many force individuals to 
take outside classes and seminars at 
their own cost and on their own time? 
While there is a significant amount 
of training and growth opportunities 
within this area, what are the atten-
dance levels? And is our growth what 
it could be? Are there any truly inno-
vative ideas that are transforming the 
industry? Is that because we have not 
invested in human capital, innovation 
and knowledge?

In addition, how many companies 
provide a forum for individuals to rec-
ommend or implement new ideas or 
concepts with no fear of reprisal if they 
fail? Most companies see these op-
portunities as “taking an unacceptable 
risk” and avoid them rather than plan-
ning for the risk and taking the chance 
that they will succeed. Where would 
we be today if some of these innovative 
ideas had never been acted on? Would 
we even have national lending compa-
nies? Prudential Home Mortgage took 
the chance in 1985 that given the op-
portunity to make a phone call to apply 
for a mortgage, borrowers would and 
in turn the company would generate 
business. They invested a lot of money 
into the concept and it worked. Now 
nearly every lender has some type of 
electronic outreach to attract borrow-
ers. We haven’t seen this level of in-
novating- thinking since.  

Example 3:  Quality Function De-
ployment. Six Sigma devotees are 
already familiar with this concept de-
veloped by Minoru Makihara. The un-

derlying premise is that in order to pro-
duce products that meet the customer’s 

requirements, we need to understand 
the requirements and build the process 
around them, not the process that we 
have always used or that is already in 
place. It is a methodology to transform 
user demands into an operational de-
sign, with subsystems and component 
activities involved in the production of 
the product. It focuses on characteris-
tics of the product and/or service from 
the viewpoint of the market segments 
and transforms customer needs into 
production and test methods to produce 
a specific product/service while simul-
taneously setting quality targets for that 
product or service.   

The ideas put forth by this thought 
leader have been adopted by every in-
dustry except ours. This exclusion from 
sound production theory is not because 
we don’t know about it. We have heard 
of numerous attempts at introducing 
“six-sigma” into the industry yet have 
never heard of anyone’s success in 
achieving this level of “quality.” One 
of the primary factors is resistance by 
the “old school” leaders who think 
what we have today is good enough. 
This program would cause a redefini-
tion of production and the traditional 
QC process. There would be costs, 
training and specialization of functions 
involved, but imagine the pain and 
losses we could have avoided if the 
loans we had sold into the secondary 
market from 2003 to 2008 actually met 
their specifications.  

In all of these innovative ideas from 
various recognized thought leaders, 

While some want to blame our struggles 
on political leaders and new regulations, 
many are saying it is time to move 
forward, accept our responsibilities and 
reconfigure how we do business. 
So let’s do it. Let’s change.

Tomorrow’s Mortgage Executive41



Tomorrow’s Mortgage Executive 42



there is a constant consistent message. 
This is: Specify your production re-
quirements, Measure if you meet the 
requirements and Change if you don’t. 
Interesting enough, this is exactly what 
the new regulations require and what 
examiners expect to see when they visit 
your organization. 

Do we have thought leaders in our 
fi eld? Yes we do. They may not be as 
sophisticated as the individuals dis-
cussed here, but they have new ideas 
that could greatly change the way we do 
business. These concepts and thoughts 
could greatly reduce the costs associ-
ated with the way we do business and 
reduce the regulatory burdens we all 
bear. In many ways we are all thought 
leaders, but it is not easy. The task of 
and the risks associated with thought 
leadership are many and working and 
thinking in this manner has not been 
inculcated into us. Jan Phillips, the au-
thor of The Art of Original Thinking, 
the Making of a Thought Leader, sums 
it up her book by stating 

“…those who came before us did the 
best they could do, educating us to con-
form, to honor tradition, to study and 
sing and recite the appropriate creeds, 
anthems and pledges. The instruction 
was never how to think but what to 
think. Millions of us grew up believ-
ing everything we were told by people 
we trusted, abdicating our power to 
the proper authorities and allowing 
our own creative powers to atrophy. 
Only now it is becoming clear to us 
what happened and what a distance 
we must travel to rediscover and re-
awaken our own originality.” 

So where are these thought leaders 
and why haven’t we heard from them 
before now? Just as was stated above, 
they are overwhelmed by the magni-
tude of the conformity, traditions and 
instructions in which they matured in 
the industry. One vivid example is the 
ideal industry leader. One prevalent 
thought is the current thinking. While 
there are an abundance of articles and 
interviews on leadership, they tend 
to a primary theme, which states that 
“The way we have done business in 
the past was fi ne. It was just a few bad 
apples that caused all the problems 
and they are gone.” Well maybe the 

way we did business in the 1970s and 
1980s was fi ne for that period but do-
ing the same thing today is not. Just 
asking someone to step in front of a 
podium and reiterate the same tired 
platitudes to make everyone feel 
comfortable where they are today, is 
not leadership. Extolling the business 
acumen of individuals who were bra-
zen enough to sell their organizations 
quickly when the end was in sight is 
not good leadership. The reality is we 
messed up. We got too enthusiastic 
about the opportunities before us and 
overplayed our hand. But leaders who 
tell us we are “OK, just keep going” 
are not doing us any favors.  

What we need is some deep thought, 
some conceptual thinking; some futur-

istic ideas of how to make this industry 
better. When initially discussed these 
ideas will most likely be theories, or 
“half-baked” ideas of how we can use 
technology better and/or do things dif-
ferently. They may combine some of 
the other ideas we have talked about 
in this article or include concepts from 
other thought leaders. But whatever 
they are, they will have the potential to 
be better than what we have today. All 
we need is the courage and strength of 
a leader to step up and promote them. 
These leaders take thoughts and turn 
them into realities for the betterment of 
the whole industry.  

So how do we get started? Well one 
common way is to incubate new ideas 
and discuss them in small groups. Being 
involved with many creative women in 
this industry, we have started such an 
incubator with four other women. This 
group will be pondering ideas and new 
concepts for induction into the industry 
with the goal of better quality, lower 
costs and less regulation. So, if you are 
interested in really changing the way 
we do business, or have some ideas 
that you have pondered and worked 
over, you may be a thought leader. We 
need you. Even if you do not consider 
yourself one, maybe you want to start 
your own incubator of ideas. However 
you chose to support thought leader-
ship, let’s move forward and make 
some change. ❖

In many ways we 
are all thought 
leaders, but it is 
not easy. The task 
of and the risks 
associated with 
thought leadership 
are many.
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Transparency is the name of the game these days. 
Investors want total visibility into the loan. How do you 
get there? You force lenders to be more data centric so 
investors can do quality control on 100% of the loans 
before they buy them. What does this mean for the 
lending community? They are going to have to embrace 
new technology and processes to accommodate the 
new demands being placed on them by investors and 
regulators. How do lenders do that? Michael Kuentz, 
Senior Vice President at Equifax Verification Services, 
has some ideas that he shared with us. Here’s his 
roadmap for lending success:

Going 
Beyond
Data and 
Analytics

Michael Kuentz of Equifax Verification 
Services talks about how lenders can 
do more to be transparent and improve 
the overall mortgage process.

ExEcutivE intErviEw
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Q: Why did you get into the mortgage 
space to begin with?

MICHAEL KUENTZ: I came on board 
with Ford Consumer Finance (now 
Citi) back in 1996 in the mortgage de-
fault servicing department and began 
to build my career in that segment of 
the business. I don’t know if I chose 
mortgage or if mortgage chose me. 
The jury is still out on that one. But I 
was able to see the side of the business 
when “things go wrong,” consumers 
fall behind, needed to look at alterna-
tives to foreclosure, short sales, etc. 
and this gave me a deeper apprecia-
tion for the hardships that people do 
go through in life.

Q; How has the mortgage space 
changed since you first got involved in 
the business?

MICHAEL KUENTZ: It has changed a 
couple of times since I’ve been in the 
business, but the biggest was obvi-
ously the bubble bursting in 2007, 
and a new world of mortgage lending 
beginning in 2008. We had to right 
the wrongs and we had to cleanse the 
problems at several levels to get our 
industry back on track. We’re certain-
ly not there and in some cases we’ve 
taken very aggressive steps, which has 
limited access to credit for consumers 
in America, but until we can gain a 
better level of confidence this has be-
come our new normal. Steps are being 
taken to open up more opportunities 
for extending credit to consumers, but 
it will be a gradual phase.

I believe that continuing to educate 
the GSEs and FHFA on the depth and 
breadth of the data available will al-
low the industry to allow access to 
credit to those consumers that would 
have otherwise been denied due to 
limited data reviewed and assessed.

Q: Equifax was selected by the IRS 
as one of the first e-transcript pilot 
vendors. How did that come about and 
what’s the industry significance of the 
IRS’ decision to accept e-signed 4506-
T forms?

MICHAEL KUENTZ: The road to becom-

ing one of the first selected has been a 
journey. This dates back to my former 
roots at Rapid Reporting before Equi-
fax acquired our company. This was 
a staple of our business at Rapid, to 
not only provide superior product and 
service to our customers, but also to 
be their voice to changing the way that 
the government agencies did business. 
Equifax acquired Rapid Reporting 
for its market presence from a share 
perspective but also from an industry 
pioneer perspective. 

The Equifax team, led by Jeff Knott 
in product marketing, took the baton 
and ran with this and has taken the 
relationship at the IRS to new lev-
els. This has been a big reason that 
the IRS continues to listen and bring 
Equifax in as they embark on new op-
portunities to better product creation 
in the marketplace. The industry sig-
nificance to accept e-signed forms of 
the 4506T is a game changer. Equifax 
was also chosen as the only pilot par-
ticipant for the e-signature initiative in 
late 2011 through early 2012.

The voice of customer that we re-
ceived from the pilot participants on 
the streamlined process was that the 
e-signed 4506-T brought them a ma-
jor efficiency gain. Like anything this 
will take time, but we feel very con-
fident that this will take the process 
time down, by how much is still up 
for debate, but we do see an efficiency 
gain in our future.

Q: Along these same lines, Equifax 
recently partnered with DocuSign to 
streamline and accelerate the use of 
e-signatures. How did that partnership 
come about and how do lenders ben-
efit from what Equifax and DocuSign 
are trying to accomplish?

MICHAEL KUENTZ: Sometimes the best 
way to formulate partnerships is NOT 
to go looking for them, but to listen 
to our customers who might bring 
partnerships to us. That is exactly 
what happened here. We had a mutual 
customer that brought us together in 
this initiative and it has and continues 
to be a great partnership. We were 
both creating new solution opportuni-
ties for this customer, but were also 

working on different and independent 
angles at the IRS. What can I say, it 
was meant to be.

Q: In the fall of last year Equifax 
launched the Spectrum Verification 
Services Platform. Describe this ser-
vice and again, talk about how lenders 
would benefit from using this platform.

MICHAEL KUENTZ: The mortgage in-
dustry is not looking for products, they 
are looking for solutions and primarily 
solutions that can fit into their already 
existing workflow. This platform is a 
workflow engine and the products are 
simply components of the workflow. 
Make no mistake, when you bring the 
power behind the best in class verifica-
tion products that Equifax offers along 
with a workflow technology platform, 
this becomes music to a lender’s ear. 
We like to refer to this platform and 
its capabilities as Verification of dot, 
dot, dot, because at the end of the day 
we (Equifax) become an extension of 
the lenders process and are no longer 
simply a vendor.

Q: There’s a lot of talk in the industry 
about giving the lender and the inves-
tor a 360-degree view of every loan. 
How can lenders achieve this end?

MICHAEL KUENTZ: Equifax has done 
an amazing job of knowing whether 
to build, partner or buy. When you 
look at the power behind the asset 
classes that we offer to the mortgage 
industry, we cover the entire aspect of 
the consumer and the lending process. 
The credit, capacity and collateral 
wheel are not just about product of-
ferings, but rather they are about un-
derstanding what our customers need 
and providing solutions off of these 
home-grown, acquired, or partnered 
assets to our customer base to meet a 
demand or a pain point they might be 
experiencing.

Customers don’t look to Equifax to 
just be their product partner, they look 
to us to be their thought leader and 
strategic thinker, and trusted partner. 
So when we show them our “wheel,” 
they no longer look at it as just a prod-
uct offering, but rather a long-term 
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PLEASE WELCOME MORT! We appreciate the overwhelming response to
our “Name the Frog” contest and really enjoyed the more
creative ones! The name that made the biggest splash
was “MORT” and the winner of our contest is Jason B. 

CONGRATULATIONS to Jason! We hope you enjoy your
iPad and use it to keep track of Mort’s adventures. 

Mort is (you guessed it) short for MortgageFlex and like
MortgageFlex, he’s flexible, agile, and a little unexpected.

Keep an eye out for more from Mort, you never know where
he’ll surface!

800.326.3539
www.mortgageflex.com
jacksonville, florida

Not all loan origination
systems are the same,
see how a little flex 

can help your business.

Call 800.326.3539 
or scan.

Origination and Servicing Systems

Transforming Mortgage Lending

Mort
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strategic partnership that will bring 
them growth and effi ciency gains for 
years to come.

Q: Also, these days there is increased 
emphasis on due diligence post crisis. 
The industry doesn’t want to repeat 
the wrongs of the past. So, how has 
due diligence and analytics practices 
evolved post mortgage meltdown?

MICHAEL KUENTZ: Both originators 
and investors have become more 
diligent in underwriting and audit-
ing loan fi les. Multiple stakeholders 
have partnered with a solutions pro-
vider to access verifi ed information 
that is provided directly from the 
source rather than relying on bor-
rower provided documentation. The 
FHFA seller-servicer harmonization 
(expanded QC effort) is a testament 
to the commitment from the industry 
to produce quality loans and identify 
defects earlier in the process to pro-
tect originations and consumers. This 
makes the loans more saleable and is 
one way to restore confi dence in the 
secondary market.

Q: With the mandates being passed 
down from FHFA and both GSEs there 
is a clear message to lenders that the 
government and the two major inves-
tors want lenders to embrace a more 
data-centric lending process. In your 
mind, what does it truly mean to be 
data centric and how do lenders get 
there? 

MICHAEL KUENTZ: To me, a data-
centric lending process means less 
reliance on borrower provided docu-
mentation and more reliance in get-
ting the information directly from the 
source. For example, if a borrower 
were to provide a few key pieces of 
information after the application has 
been approved, a lender can eas-
ily streamline the process to gather 
employment, income, and asset and 
deposit data to assess a borrower’s 
ability to pay without placing the bur-
den on the borrower to provide this 
information. We can transform the 
industry from “verifying” data to “ac-
cessing” already verifi ed data with the 
borrower’s consent.

Q: This year lenders are also going to 
deal with a market shift away from 
refi nances to a more even balance of 
refi nance and purchase business. How 
can lenders prepare for this change 
and still be successful?

MICHAEL KUENTZ: The cost to process 
a purchase is defi nitely greater than 
processing a refi nance. That being 
said, margins and profi tability will be 
top of mind for originators. One way 
to combat the additional expense is to 
ensure that you have a lean process for 
underwriting and closing loans.

Let’s think about the workfl ow so-
lutions that we previously discussed. 

Originators are taking a hard look at 
their current processes and identify-
ing areas to realize greater effi ciency. 
Outsourcing tasks such as gathering 
and verifying data are paying off. A 
consistent, automated process is much 
more effective in the loan manufac-
turing process and results in fewer 
defects.

We have seen signifi cant ROI from 
our top lenders that have invested 
in reviewing their process and out-
sourcing as many tasks as possible to 
maintain margins and produce quality 
loans. Outsourcing not only offers ef-
fi ciency gains, but also allows a lender 
to move to a variable cost model so 
they aren’t hiring and fi ring staff to 
meet demands in volume.

Q: As you see it, what is the state of 
innovation in the mortgage market 
today? 

MICHAEL KUENTZ: There are a lot of 
challenges for sure. Are lenders and 
vendors reacting to these changes 
with new ideas and solutions or is it 
just more of the same? We have defi -
nitely seen a shift in thinking where 
lenders are becoming more proactive 
and thinking strategically about how 
we continue to innovate and enhance 
current processes.

However, GSE guidelines are ab-
solutely driving credit policies and 
procedures. The industry still has a 
“check the box” mentality vs. us-
ing more robust data and alternative 
methods to make decisions. Vendors 
are innovating every day, searching 
for ways to solve the industry’s most 
pressing issues. I think true innova-
tion will be dependent on the support 
of the GSEs since they represent the 
majority of the secondary market. ❖

INSIDER PROFILE
As Senior Vice President at Equifax Verifi cation Services, 
Michael Kuentz is responsible for selling and servicing 
verifi cation solutions to mortgage lenders. This includes instant 
and researched verifi cations of employment and income, 4506-
T tax transcript fulfi llment, and identity verifi cations, among 
other services. Kuentz previously held a senior management 
position at Ft. Worth, Texas-based Rapid Reporting Verifi cation 
Company, which was acquired by Equifax in 2009.  

Industry 
Predictions

Michael Kuentz thinks:

1I believe the market will 
look much like 2012 in 

terms of refi nancing activity 
and the purchase market 
will start to rise up again in 
late 2013 and early 2014.

2The industry will have 
a much clearer picture 

of what QM will look like 
by mid-year of 2013, if not 
sooner.

3Lenders will be 
extremely focused 

on GSE guidelines and 
regulatory requirements 
(specifi cally CFPB), which 
may cause a distraction to 
longer-term thinking and 
strategy.
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By William Walsworth

In the end mobile devices offer new potential for field service efficiency.

Nearly half of American adults are now using smartphones. IPhones and An-
droid handsets now dominate the mobile landscape, providing a host of ad-

vanced communications and computing functionality. Led by Apple’s iPad with 
upwards of 60% market share, tablets are adding significantly to mobile comput-
ing numbers.  

Just how strong is the move to smart mobile devices? Software solutions provid-
er Marin Software estimates that there will be one billion smart mobile devices—
phones and tablets—in use globally by mid-2013. As the U.S smartphone market 
continues to expand, Android remains one of the two most popular smartphone 
operating systems with 47 percent of the market. The Apple iPhone is the top 
smartphone brand, accounting for 48 percent of all smartphone units sold.

In Passion and Purpose: Stories from the Best and Brightest Young Business Lead-
ers from Harvard Business Press, the authors found that over 40% of young busi-
ness leaders ranked mobile as the most important twenty-first century business 
technology (cloud computing was second at 13%). The promise of smart mobile 
computing is simple and compelling:  Armed with these devices, business users 
will be empowered to work better, faster and smarter, with fewer errors.  
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Making Life easier
By providing instant access to a wide 

range of useful tools and information, 
Smartphones and tablets are proving ex-
tremely valuable for field service team 
members, including those associated 
with mortgage default servicing, prop-
erty preservation and REO management 
activities. Here are just a few ways the 
latest smart devices are making life eas-
ier and more efficient for field people on 
the move:
1. Finding Your Way 

A phone’s GPS can get the field 
representative to a property on 
time, even if he/she is in unfa-
miliar surroundings far from 
home. Typical GPS software 
will even provide traffic alerts 
and suggest an alternate route.

2. Accessing Key Data 
Many apps allow users to 
organize, store and access key 
data. It’s easy to retrieve a history 
of involvement with a particular 
property, keeping the user 
armed with vital information.

3. Staying on Track  
When multiple properties are 
lined up in one day, keeping 
them straight can be a challenge. 
A number of smartphone apps 
allow the user to organize what 
and where, as well as access 
notes or work orders related to 
a pending work assignment.

4. Getting Answers on the Fly 
When questions arise, a smart-
phone allows easy checking 
of the company website or 
other online resources for needed 
answers at a moment’s notice.

5. Keeping Contacts Close 
With a smartphone, the user’s ad-
dress book is available anywhere, 
anytime. One is never more than 
a click or two away from crucial 
information, help and support. 

6. Creating and Editing Docu-
ments 
With popular ad-on apps, 
the user can view, create and 
edit Word and Excel files and 
PowerPoint presentations, as 
well as PDF documents. 

7. Generating, Saving and Shar-
ing PDFs  

Typical device cameras can now 
take five megapixel pictures – 
more than adequate resolution 
for creating a visual record of 
a service call. In addition, a 
handy add-on app lets the user 
activate the phone’s camera to 
scan contracts, receipts, and other 
documents as full-color PDFs and 
e-mail them to their desktops.

not aLL apps are 
Created equaL 

According to user forum 148Apps.
biz, there are now just south of a million 
iPhone apps available for download, 
with nearly 13,000 being added month-
ly. Among them is a small but steady 
stream of new mobile apps geared for 
field service providers. Software firm 
FieldAware, has compiled a compre-
hensive directory of over 100 mobile 
apps for use by residential and commer-
cial contractors, engineers, technicians, 
commissioning agents and maintenance 

personnel who have a smart mobile 
device and work in the field. It lists 
apps with the ability to troubleshoot 
and diagnose HVAC systems, calculate 
energy and water consumption, produce 
inspection reports, manage punch lists, 
perform HVACR conversions, and 
handle a multitude of other field service 
tasks.

The best field service technology 
solutions are industry specific, such as 
those created by Five Brothers especial-
ly for members of our nationwide field 
service team. The idea is simple: By 
helping our field service partners save 
time, boost productivity and reduce 
costs, we can more effectively serve 
the interests of our mortgage industry 
clients.

Our mobile and cloud computing so-
lutions help Five Brothers field service 
team members to:

• Go paperless, streamlining 
preparation, distribution and 
completion of work-orders 
and related documentation. 

• •Eliminate redundant processes, 
such as work orders that must 
be returned to the office, then 
re-entered into a billing system 
before they can be billed

• Prevent potential loss of 
paper records after jobs are 
completed but not yet billed

• Eliminate sticky notes, pa-
per schedules, whiteboards 
and other cumbersome and 
wasteful manual tools

• Enter work-order comple-
tion data at point of service 
to increase accuracy and 
reduce order-completion-
to-payment cycles

taiLored soLutions are 
stronger soLutions

Extending the benefits of technology 
to field service operations has long been 
a key part of the Five Brothers strategy 
to optimize performance and productiv-
ity of our field service network. It began 
with FiveOnline, our state-of-the-art as-
set preservation workflow management 
system. This online portal provides 24/7 
secure access to the process-critical 
information and control needed to in-
crease efficiency and ensure regulatory 
compliance, while optimizing field ser-
vice results. 

To move this technology closer to 
the field, we created Zephyr a mobile 
computing application allowing our 
field service team members to manage 

By providing instant access to a wide 
range of useful tools and information, 
Smartphones and tablets are proving 
extremely valuable for field service 
team members.
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Do You Know How to Cut Through the
Challenges Limi  ng Your Business?

If you listened to Lykken on Lending, you would!
Lykken on Lending is a weekly, 60-minute radio program hosted by David Lykken – 
mortgage veteran of nearly 40 years, along with regular guests Alice Alvey – President 
of Mortgage-U.com, Joe Farr – of MBSquoteline.com and Andy Schell a.k.a. “The Pro t 
Doctor” - Managing Partner of MBS.

Covering Topics from Main Street 
to Wall Street and Capitol Hill

Listen LIVE Coast to Coast
Mondays at 1:00pm Eastern/10:00am Paci c, 

or dial in and listen at (646) 716-4972 or (877) 666-9318

Download the Podcasts of previous episodes any  me at
h  p://www.LykkenOnLending.com

Presented by:

Mortgage Banking Solu  ons Can Help You With:
Strategic Direc  on
• Loan Produc  on Strategies
• Marke  ng / Social Media
• Business /Growth Strategie
• Branch Expansion 

Agency Approval Support
• Ginnie Mae
• Fannie Mae/Freddie Mac
• Becoming Opera  onal

Mergers & Acquisi  ons
• Buy, Sell or Hold
• Company Valua  on
• Due Diligence

Financial Strategies
• LO Compensa  on Strategies
• Strategies to Increase Capital
• Hedge Model Valida  on
• Accoun  ng/Bookkeeping Support

Opera  onal Reviews
• Best Prac  ces Assessment
• Produc  vity & Pro tability 
• Warehouse Lending Audits 

Bank-Owned Mtg Opera  ons
• Create/Expand Mtg Pla  orm
• Cross-Sale/Customer Reten  on
• Regulatory Compliance/Audits

h  p://www.mbs-team.com · (512) 977-9900 · sales@mbs-team.com



field work orders from any laptop with 
appropriate internet access. Zephyr’s 
rules-based engine provides an effi-
cient, step-by-step checklist for work 
order completion and data reporting.  
Data can be uploaded directly into 
the FiveOnline system for faster turn-
around and payment of invoices. 

FivePad and FiveDroid for the iPhone 
and Android smartphones represent the 
next step in mobile computing for our 
nationwide field service network. With 
FivePad and FiveDroid-enabled smart-
phones or tablets, service providers 
complete electronic inspection forms, 
take required photos, and enter addi-
tional quality control data based on the 
situation at the property, then transmit 
this information to Five Brothers in 
real-time.  FivePad and FiveDroid even 
provide driving directions to the next 
scheduled service location.

going native
A native application (native app) 

runs on a particular device platform. 
(FivePad and FiveDroid run on the 
iPhone and iPad platform and Android 
phones and tablets, respectively.) Na-
tive applications run faster and more 
dependably than web applications 
because they can be used without an 
internet connection. Browser-based 
solutions often don’t perform as well 
because they cannot run without a con-
tinuous internet connection. 

FivePad and FiveDroid are extremely 
fast compared to typical browser-based 
apps. Having the software on the 
phone minimizes the amount of time it 
takes to retrieve information or make 
updates. The app continues to run, even 
if Internet access is lost or unavailable. 
The device’s web browser is used only 
to upload information to the main 
system database.

The FivePad and FiveDroid apps 
link seamlessly with the FiveOnline 
workflow management system and are 
available without cost exclusively to 
members of the Five Brothers nation-
wide field service team. 

sMart MobiLe deviCes:  
effiCienCy on the Move 

Our mortgage servicing clients rely on 
us for rapid field response supported by 
timely, accurate, and complete informa-
tion. Smart mobile devices are poised to 
play a key role in fulfilling these expec-
tations by enabling on-site integration of 
work order planning, management and 
reporting. Through on-going develop-
ment of user-friendly, task-centric mobile 
apps, we will continue to build on this 
potential while helping our field service 
partners save time and money on every 
work assignment. ❖

Smart mobile devices are poised 
to play a key role in fulfilling these 
expectations by enabling on-site 
integration of work order planning, 
management and reporting.

About the Author
In 1995, William Walsworth joined Five Brothers as Chief Information Officer, developing all of the 
Five Brothers technology solutions, including MOTZ, MARS and FiveOnline. Walsworth provides 
Five Brothers’ clients with efficient and effective solutions for loss mitigation, asset preservation, 
and loan modification, as well as document management, scanning, archival and retrieval. Prior 
to joining Five Brothers, Walsworth served as a senior systems analyst at Hong Kong & Shanghai 
Banking Corporation in New York before becoming President of GNU Software Development in 
Ann Arbor, Michigan.
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There’s Strength in Connections.
BlitzDocs XE expands document connectivity to borrowers
Xerox Mortgage Services’ BlitzDocs eXtended Edition increases the reach of the BlitzDocs network to borrowers -  
electronically deliver documents, capture ink signed documents and eSignatures, and enable direct upload or fax to  
the eFolder. With BlitzDocs XE and our growing network of providers, we can help you soar.

Schedule a demo now! 
Call 877-200-8700 or visit xerox-xms.com/blitzdocsxe

©2011 XEROX CORPORATION. All rights reserved. Xerox,® XEROX and Design® and Ready For Real Business are trademarks of Xerox Corporation in the United States and/or other countries.
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