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Let’s Look Out For Everyone

Should regulators be paying more attention to real estate agents that pressure apprais-
ers to hit a certain property value in their reports? That’s the question posed in a 
LinkedIn Pulse post by Frank Danna, CEO of Appraisal Logistics, a leading provider 

of high quality, compliant appraisal management solutions for the residential mortgage 
industry. Real estate sales professionals have historically pressured appraisers and their 
abuses continue even as lenders face tougher rules.

“HVCC was the right move at the time to protect professional appraisers and it changed 
the way lenders operated for the better,” Danna said. “While loan officers were not shy 
about crossing the lines in the days before HVCC, they were not the worst offenders. Then 
and now, real estate agents put far more pressure on working appraisers to deliver values 
that will protect their transactions.”

Danna runs the only AMC that has earned the important ISO 9001:2015 Certification, 
awarded by LRQA, a Lloyd’s Register Company. The new Certification replaces the firm’s 
original ISO 9001:2008 Certification, acquired in August, 2013. He says lenders are look-
ing for these certifications because compliance risks are too high to work with a vendor that 
doesn’t have them. Yet the lender’s referral partners are consistently violating the rules by 
pressuring the appraisers the lender counts on to measure the risk in their transactions.

Danna says that professional real estate agents have access to a very powerful lobbying 
effort that may be protecting them from sanction for violating the rules. Danna, who serves 
on the Board of Governors of his own state’s professional trade association, says he would 
not put a limit on an organization’s ability to lobby.

“I’m not against professional trade associations and my own trade group is not above 
letting our elected officials know how we feel on the issues,” Danna said. “But given the 
current state of the appraisal industry, it might be time to take a closer look at the negative 
impacts certain powerful lobbying groups are having on a critically important part of our 
business.” v

Editor’S NOtES
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Recovery Tips

As I talk to lenders across the country 
there is a deep desire to discuss all 
things digital.  With the success of 

lenders like Rocket Mortgage, more and more 
lenders are looking to how they can move into 
the digital mortgage.  This includes many lend-
ers looking to digitally attracting new borrow-
ers through marketing automation, email blasts 
and social media.

These are all great channels to use to attract 
new borrowers but these should not entirely 
replace print as a tool for attracting new bor-
rowers.  The most powerful marketing automa-
tion campaigns strike the right balance between 
digital and print to gain the maximum exposure 
and results for lenders.

Print Your On-Demand Campaigns with 
the Right Marketing Automation

The right marketing automation allows lend-
ers to deliver custom campaigns that can be run 
quickly and easily on demand to any mix of 
contact databases: prospects, applicants, borrow-
ers and partners. You’ll want to run a campaign 
whenever you spot a tactical sales opportunity 
– for example: a change in interest rates or other 
market conditions. On-demand campaigns are 
also an effective way of just staying in touch with 
your database – for example: making announce-
ments about significant changes at your company. 

The right marketing automation empowers 
central marketing to set up campaigns for all 
or any subset of loan officers, choose the mar-
keting activity and specify the target audience. 
The system then provides a range of execution 
options to satisfy all cultural and operational 
preferences:

>> Run the campaign from the corporate 
level

>> Run the campaign from the corporate 
level, but first allow loan officers to opt out

>> Set up individual campaigns for loan of-
ficers to run if and when they wish

>> Create an Instant Campaign and make 
it available for loan officers to run from their 
Home page

Participating loan officers are notified of the 
campaign details by system-generated e-mail 
and a follow-up report is provided containing 
each recipient’s contact details.

The right marketing automation solu-
tion delivers a comprehensive Collateral 
Catalogue that allows you to purchase essen-
tial promotional materials – quickly and eas-
ily – including business cards, letterhead, 
pads, brochures, card products, flyers, 
posters, booklets and catalogues. You’ll en-
joy all the advantages of “print on-demand”. 
What’s more, unlike traditional print shops, 
a fully integrated marketing automation plat-
form and print facility does not specify mini-
mum quantities. 

The Collateral Catalogue also provides tools 
for you to create/upload your very own collat-
eral materials so that you can easily maintain 
a “look and feel” consistent with your brand 
strategy.

The right marketing automation solution de-
livers powerful marketing tools in the form of 
print and digital.  The right combination attracts 
the greatest number of potential borrowers, 
highest ROI and consistency needed to prosper 
in today’s mortgage market. v

Print is Not Dead
With the success of lenders like Rocket Mortgage, more 
and more lenders are looking to how they can move into 
the digital mortgage.

By  Brandon Perry

Brandon Perry is President at The Turning Point. Brandon oversees all operational and administrative 
activities of TTP. Brandon brings over 16 years of experience in various financial services industries to TTP 
which enhances the Company’s ability to maintain it’s position as industry leader in providing customers with 
an advanced marketing solution





Your Voice

In talking to financial institutions across 
the United States about Operational Risk 
Management, I am amazed at how many 

continue to state that they have it covered.  
When we talk about operational risk we are re-
ferring to Third-party Due Diligence, Business 
Continuity Programs, Incident Reporting, and 
Alert Notifications.  Just tracking some of this 
information in an excel spreadsheet is no lon-
ger going to cut it with the auditors.

In an article titled “FDIC Watchdog 
Highlights Gaps in Banks’ Vendor 
Contracts,” that appeared in ABA Daily 
Newsbytes written by Krista Shonk and 
Denyette DePierro, it states that “Few banks’ 
contracts with technology service provid-
ers (TSPs) provide sufficient detail about the 
providers’ business continuity and incident 
response capabilities and duties, according to a 
report issued yesterday by the FDIC’s indepen-
dent inspector general. The report also found 
shortfalls in banks’ assessments of how provid-
ers could affect the banks’ own ability to plan 
for business continuity and incident response.” 

In response, “the FDIC said it would 
work with other Federal Financial Institution 
Examination Council agencies to update guid-
ance on business continuity planning and in-
cident response and that it would continue ex-
aminations and off-site monitoring of vendor 
management. Anecdotal reports from banks 
indicate that examiners are increasingly focus-
ing on technology provider risk management. 
The report expressed concern that some banks 
‘may not be sufficiently knowledgeable about 
or engaged in contract management.’” 

It is becoming increasingly more difficult 
for financial institutions to keep up with and 

maintain the proper compliance requirements 
on their own. If financial institutions want to 
be better prepared for their next audit they need 
to partner with companies that specialize in op-
erational risk management.

The right operational risk management solu-
tion combines dynamic technology, in-depth 
expertise and best practices on one common 
platform to meet and exceed the constantly 
changing expectations of the regulators.  An 
All-In-One Operational Risk Management 
Suite allows financial institutions to easily 
manage all areas of operational risk manage-
ment under one platform. The all in one suite 
needs to be easy to use, role dependent and 
web based. The common platform eliminates 
double data entry saving valuable time and 
resources.

Third Party Due Diligence
Upload and store your institution’s infor-

mation pertaining to locations, departments, 
people, vendor program, and policies.  Upload 
and store all vendors to the system and track 
vendor static data. Assign different managers 
to the specific vendor to upload and track data.

Utilize the qualifying questionnaire to de-
termine whether or not a particular vendor 
needs to proceed to the risk assessment. The 
risk assessment is a questionnaire categorized 
by FFIEC and due diligence questions which 
prioritizes your vendors into a high, medium, 
or low risk category determining the level of 
due diligence to perform on each individual 
vendor.  Upload and store all relevant due dili-
gence criteria. Log and track all conversations 
exchanged between user and vendor as well 
as an evaluate vendor performance using the 
vendor report card.

Gaps In Risk Management 
Just tracking some of this information in an excel spreadsheet is 
no longer going to cut it with the auditors.

By Marc Riccio

It is becoming increasingly more difficult for financial 
institutions to keep up with and maintain the proper 
compliance requirements on their own.  





Business Continuity Programs
Conduct risk assessments for locations and/

or vendors. Assign probability and impact ratings 
to individual threats to automatically generate the 
threat’s overall rating and define the details of 
impact with mitigation steps for particular threats.  
Create your BIA based on departments located 
within a specific location with details of processes, 
resources, and people. Includes the ability to set 
BIA review dates with reminder email notifications.  
Build your comprehensive plan utilizing data asso-
ciated in the system with our predefined template.  
Test a particular section of your business continuity 
plan by selecting a team and testing their associated 
tasks.

Incident Reporting
Review an executive overview of most current inci-

dent status and completion progress. Create teams and 
associate prioritized tasks. Store your incident response 
and escalation policies and define customized values. 
Track and record the incident while it occurs defining 
specific details and assigning teams to handle the inci-
dent. Upload and store necessary external documenta-
tion.  Create follow up reports and memos using our 
template questionnaire and log lessons learned.

The right operational risk management solution 
can help find gaps in your operational risk manage-
ment plan and help mitigate risk moving forward by 
implementing best practices and advanced technol-
ogy all on one common platform. v

Marc Riccio, President of Specialized Data Systems, Inc., has over thirty years of experience providing 
software solutions to the financial industry. Marc is known for his forward thinking and vision of 
introducing new and innovative technologies including “rules-based” Loan Origination software, COLD/
Document Image Systems, Internet Security Services on Demand, Cloud Computing and now Operational 
Risk Management software. Prior to founding Specialized Data Systems in 1989, Marc worked for several 
technology companies as a Systems Analyst, Account Manager and Sales Manager. Among his significant 
previous positions, Marc served as Senior Marketing Representative for FiServ-Connecticut and worked in 
the Retail Banking and Systems group for Bank of America.
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The right operational risk management solution can  
help find gaps in your operational risk management  

plan and help mitigate risk.
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ATTOM Data Solutions released its Year-End 2016 U.S. 
Home Equity & Underwater Report, which shows that 
as of the end of 2016 there were 5.4 million (5,408,323) 

U.S. properties seriously underwater — where the combined 
loan amount secured by the property was at least 25 percent 
higher than the property’s estimated market value — a decrease 
of more than 1 million properties (1,028,058) from a year ago.

The 5.4 million seriously underwater properties at the end of 
2016 represented 9.6 percent of all U.S. properties with a mort-
gage, down from 10.8 percent at the end of Q3 2016 and down 
from 11.5 percent at the end of 2015 to the lowest level since 
ATTOM Data Solutions began tracking in Q1 2012.

The report is based on publicly recorded mortgage and deed 
of trust data collected and licensed by ATTOM Data Solutions 
nationwide along with an industry standard automated valuation 
model (AVM) updated monthly in the ATTOM Data Warehouse 
of more than 150 million U.S. properties (see full methodology 
below).

“Since home prices bottomed out nationwide in the first quar-
ter of 2012, the number of seriously underwater U.S. homeown-
ers has decreased by about 7.1 million, an average decrease of 
about 1.4 million each year,” said Daren Blomquist, senior vice 
president with ATTOM Data Solutions. “Meanwhile, the number 
of equity rich homeowners has increased by nearly 4.8 million 
over the past three years, a rate of about 1.6 million each year.

“Despite this upward trend over the past five years, the 

massive loss of home equity during the housing crisis forced 
many homeowners to stay in their homes longer before selling, 
effectively disrupting the historical domino effect of move-up 
buyers that feeds both demand for new homes and supply of in-
ventory for first-time homebuyers,” Blomquist noted. “Between 
2000 and 2008, our data shows the average homeownership ten-
ure nationwide was 4.26 years, but that average tenure has been 
trending steadily higher since 2009, reaching a new record high 
of 7.88 years for homeowners who sold in 2016.” v

MArket Pulse

Homes Are Gaining equity Again
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Process Improvement

In his early days in office President Trump has 
shown that he is ready to shake up the mortgage 
industry. He has said that he plans to re-evaluate 

Dodd-Frank and he also suspended a reduction in 
the premium rate offered by the Federal Housing 
Administration to homebuyers. The reduction, rela-
tively small, would have saved homebuyers about 
$500 a year. So, what do these early moves mean for 
this industry?

William Fall, CEO at The William Fall Group, 
says, “The higher rates that we are starting to see 
would have happened regardless of the election 
outcome. I believe the MBA’s outlook in October re-
mains fairly accurate. The fundamentals of the hous-
ing market are strong, and while there will be much 

less refi business going forward, I think we’ll see a 
very healthy growth in purchase volume. Of course, 
this shift in the market will impact the appraisal in-
dustry. Appraiser capacity in some markets is very 
high, and I expect regulatory activities will affect 
AMCs over the coming year. Perhaps it goes without 
saying that some valuation companies will be better 
equipped than others to manage these challenges.”

Curtis R. Knuth, Executive Vice President at NCS 
(National Credit-reporting System, Inc.), believes that 
“the new administration will focus on a few obvious 
things, such as the privatization of the GSEs and what 
the runway for that will look like. Many solution pro-
viders and lenders were aware of the pilot programs 
Fannie Mae was running prior to the launch of Day 
1 Certainty, which provides relief from reps and war-
rants, among other benefits. Although I don’t think 
anyone expected the program rollout to progress with 
a single vendor for each solution of the program. It 
was conducted as if Fannie were a private rather than 
a public entity, which is normally very careful not to 
pick winners or losers. It’s something we’re draw-
ing congressional and administration attention to.”

Jeff Bradford, President at Bradford Technologies, 
sees big changes to come. “I believe the Trump 
Presidency will have a Big Time effect on the finan-
cial industry,” he notes. “The first casualty will be the 
CFPB. In October the United States Court of Appeals 
for the District of Columbia Circuit handed a major 
victory to PHH, declaring that the CFPB’s leadership 
structure is unconstitutional and the director of the 
CFPB has too much power. The ruling means that 
a Trump Presidency will surely clip the agency’s 
wings. It will be interesting to see how much power 
the CFPB will be left with to enforce compliance and 
levy fines. It may not even survive. 

“The second casualty is Dodd-Frank, the law that 
of course created the CFPB,” Bradford continued. 

“Trump’s transition team has recently indicated that 
it would like to see a full repeal of the law. Does this 
mean that we will go back to the Wild West that cre-
ated the Great Recession, or just a milder form of it? 
The third major change could be GSE reform. The 
key will be if moderate Republicans and Democrats 
collaborate to create an economic shock absorber that 
dampens the effect of the changes the Trump admin-
istration will attempt to make.”

“The Trump presidency will have a significant ef-
fect on housing,” added Jeff Doyle, Chief Executive 
Officer at LoyaltyExpress. “We are already witness-
ing higher interest rates due to anticipated major fed-
eral infrastructure spending and stronger economic 
growth. A bigger economic impact, however, will 
come from the reversal of banking regulations. As 
lenders are encouraged to loosen standards (espe-
cially for middle-income households), an upswing in 
residential construction and debt-financed spending 
will serve to boost economic growth. 

“More relaxed CFPB and other major Dodd-Frank 
regulations will lead to greater lending competition as 
well as a streamlined mortgage origination process. 

Brace Yourself
President Trump is so unpredictable that many just don’t know 
what to expect next.

By Tony Garritano

Trump will not do things that make it more difficult for the 
industry to sell homes and close loans. At the very least, 
we can expect some rollback or easing of regulations.





The downside of deregulation is riskier lending pro-
grams and more defaults. Caution must be the central 
theme so that deregulation does not lead to a recurrence 
of the 2007 financial crisis. But overall, growth and in-
flation will both increase,” Doyle pointed out.

But will Trump be a net positive or a net negative 
for mortgage lending going forward? “There are two 
different ways the Trump election victory will affect 
the mortgage market,” answered Josh Friend, CEO 
at InSellerate. “One is bad, and one is good. On the 
negative side, we can expect to see higher interest rates, 
which we’ve already seen happen 
since the election. Mortgage rates 
are up more than 50 basis points 
due to a massive sell-off of U.S. 
Treasury securities. The fear is that 
President Trump will be spending 
a lot of money to cut taxes, create 
jobs and rebuild our infrastructure. 
Those are good things, but they 
will cause inflation, and interest 
rates will rise as a result, as they 
already have.

“The second impact from the 
Trump Presidency will be a posi-
tive one for the mortgage industry 
and a win for both borrowers and 
lenders, and that is reduced regu-
latory requirements. Complying 
with all of the new regulations that 
have become law over the past 
several years has increased the 
time and cost of producing loans 
for both borrowers and lenders. 
Trump made a lot of promises dur-
ing the campaign to reduce regula-
tions and he seems to be moving 
forward on them during the transition. His appointment 
of Steven Mnuchin as Secretary of the Treasury, who 
has a mortgage banking background, should also ben-
efit our industry.”

Rick Sharga, Chief Marketing Officer at Ten-X, theo-
rized that “the Trump Administration will, on balance, be 
good for the housing and mortgage industries for several 
reasons. I believe that the new administration will work 
towards a less burdensome regulatory environment, 
and more specifically will unwind some of the more 
problematic and punitive aspects of the Dodd-Frank leg-
islation, which has made lending riskier, more difficult 
and more expensive. This should encourage more retail 
lenders to get back into the game, and hopefully bring 
back some of the smaller, community banks as well, 

which opted out of the mortgage market due to the over-
whelming costs of regulatory compliance. More lenders 
making more loans to qualified borrowers – people who 
would have qualified for loans historically but haven’t 
been able to do so in today’s extraordinarily risk-averse 
environment – removes one of the major headwinds that 
has been preventing a full housing market recovery.”

Sam Heskel, CEO at Nadlan Valuation, agrees that 
Prsident Trump could be good for mortgage lending. He 
says, “Trump will not do things that make it more dif-
ficult for the industry to sell homes and close loans. At 

the very least, we can expect some 
rollback or easing of regulations that 
have added to longer appraisal turn 
times. In the near term higher rates 
and the typical slowdown in the 
winter months will ease appraisers’ 
workload and appraisal turn times 
will improve.” 

So, what does this all mean? 
Many are cautiously optimistic 
even if they hate President Trump. 
“Regardless of your political bent, 
let’s first remember that Trump is a 
real estate magnate – and thus I’d 
like to believe he is well aware of the 
dynamics of the real estate market 
and would be disinclined to step 
on the hose, so to speak,” said Sue 
Woodard, President and CEO atVan-
tage Production. “Fears over remov-
ing the mortgage interest rate deduc-
tion or “MID” are unfounded – he is 
considering a cap (and by the way, 
there is a cap already) – but even if 
the cap was $100K as Mnuchin sug-
gested, it would take an enormous 

mortgage to generate $100K in mortgage interest. 
“Simplification of the tax code could impact the 

ability of some buyers to deduct mortgage interest at 
all, but I believe most folks would remain in favor of 
simplification. I further suspect the CFPB is here to stay, 
but with the current structure placing direct oversight 
of the agency under the President – including a right to 
fire the director.  I expect this might mean a more busi-
ness/industry friendly agency, while still protecting the 
consumer. Opportunity abounds, as it always does in 
times of change – and it’s incumbent upon lenders to 
use technology to consistently and professionally com-
municate this message so that consumers don’t miss the 
opportunity to build and advance their financial futures,” 
concluded Woodard. v
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Tony Garritano is chairman and founder at PROGRESS in Lending Association. As a speaker Tony has 
worked hard to inform executives about how technology should be a tool used to further business 
objectives. For over 10 years he has worked as a journalist, researcher and speaker in the mortgage 
technology space. Starting this association was the next step for someone like Tony, who has dedicated 
his career to providing mortgage executives with the information needed to make informed technology 
decisions. He can be reached via e-mail at tony@progressinlending.com.

Simplification 
of the tax code 
could impact the 
ability of some 
buyers to deduct 
mortgage interest 
at all, but I believe 
most folks would 
remain in favor of 
simplification.
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Future Trends

Artificial intelligence has gained promi-
nence recently due, in part, to big data, or 
the increase in speed, size, and variety of 

data that businesses are now collecting. Artificial 
intelligence, or AI, can perform data-related tasks 
with great efficiency, and it can identify patterns in 
the data that often eludes human analysis. As or-
ganizations strive to gain more insight from their 
data, it’s not surprising that the business world is 
looking to AI for a competitive edge.

It’s not like this is the latest and greatest innova-
tion! The term artificial intelligence—an umbrella 
concept that encompasses everything from ro-
botic process automation to actual robotics—was 
coined in 1955 by John McCarthy, an American 
computer scientist, and it gained traction in the ac-
ademic community at the Dartmouth Conference 
the next summer. As Daniel Crevier describes it 
in his book Ai: The Tumultuous History of the 
Search for Artificial Intelligence: 

In the summer of 1956, ten young scientists, 
some barely out of their doctoral studies, sat down 
to consider the astounding proposition that ”every 
aspect of learning or any other feature of intelli-
gence can, in principle, be so precisely described 
that a machine can be made to simulate it.” Armed 
with their own enthusiasm, the excitement of the 
idea itself, and an infusion of government money, 
they predicted that the whole range of human 
intelligence would be programmable within their 
own lifetimes. Nearly half a century later, the field 
has grown exponentially - with mixed results.

By the early years of the 1980s, a consensus was 
forming that expert systems were the future of arti-
ficial intelligence. An expert system is a computer 
system that mimics the decision-making skills of a 
person. It makes sense in theory: feed enough data 
to the system to create the proficiency of a human 
expert, and you can theoretically get human-like 
decisions from it. Unfortunately, such systems are 
prohibitively expensive to develop and have only 
proven to be useful in targeted scenarios. In many 
respects AI has demonstrated a wide scope, but 

shallow influence: it has touched countless disci-
plines, but its impact has been limited to the most 
simple form of call-and-response interactions.

Today’s AI research and development focuses 
on artificial neural networks: systems duplicating 
the interconnected process of the human nervous 
system.  AI can combine the reasoning ability of 
the human mind with the processing power of 
computers, such as in Apple’s Siri personal assis-
tant and Amazon’s Alexa. A recent article in the 
Wall Street Journal stated, “Spending on AI tech-
nology is expected to grow to $47 billion in 2020 
from a projected $8 billion this year, according to 
market-research firm IDC.”  

As a consequence, some business executives 
are working to become familiar with methods of 
managing the development of applications and 
the design of algorithms across multiple lines of 
business. Brian Uzzi, a professor at Northwestern 
University’s Kellogg School of Management, has 
co-developed three AI courses for M.B.A.s. In 
April 2017, Kellogg plans to introduce Human 
and Machine Learning, a 10-week elective course. 
The broader objective, according to Mr. Uzzi, 
isn’t to create a cadre of engineer-executives, but 
to introduce future corporate leaders to the idea 
of making decisions with the help of machines. 
Artificial intelligence is now on the syllabus at 
top-tier business schools.

A recent MIT Technology Review looked at 
a major report from Stanford University, coau-
thored by more than twenty leaders in the fields of 
AI, computer science, and robotics and concluded 
that AI looks certain to upend huge aspects of 

The AI Era Is Here 
Artificial intelligence is the branch of computer science 
concerned with making computers that work and react like 
humans.

By Roger Gudobba

Artificial intelligence 
promises to transform 
society on the scale of the 
industrial, technical and 
digital revolutions before it.
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everyday life, from employment and education to trans-
portation and entertainment. The analysis is significant 
because public alarm over the impact of AI threatens to 
shape public policy and corporate decisions.

The report predicts that automated trucks, flying 
vehicles, and personal robots will be commonplace by 
2030, but it cautions that remaining technical obstacles 
will limit them to certain niches. It also warns that the 
social and ethical implications of advances in AI, such 
as the potential of unemployment in certain areas and 
likely erosions of privacy driven by new forms of sur-
veillance, will need to be open to discussion and debate.

In December 10, 2016, Andrew Tonner published the 
9 Artificial Intelligence Stats That Will Blow You Away. 

1.) Voice assistant software is the #1 AI app today: 
Many of these voice-powered AIs still leave something 
to be desired in terms of accuracy, and it was surprising 
that voice assistants outnum-
bered big data in overall popu-
larity with businesses. 

2.) AI bots will power 85% of 
customer service interactions 
by 2020: Bye-bye, call centers 
and wait times. According to 
researcher Gartner, AI bots 
will power 85% of all customer 
service interactions by the year 
2020. 

3.) Digital assistants will 
“know you” by 2018: Also 
from Gartner, digital customer 
assistants will be able to “mimic 
human conversations, with both 
listening and speaking, a sense of 
history, in-the-moment context, 
timing and tone, and the ability to respond, add to and 
continue with a thought or purpose at multiple occasions 
and places over time.”

4.) Amazon, Alphabet, IBM, and Microsoft to 
host 60% of AI platforms: These 4 tech giants already 
have significant cloud computing businesses, a trend re-
searcher IDC sees as likely to continue and by the start 
of the next decade, will control most of the market for 
AI software applications.

5.) Get excited for self-driving cars: According to 
a study from leading consultancy McKinsey, the impact 
of self-driving cars will be tremendous, saving an esti-
mated 300,000 lives per decade by reducing fatal traffic 
accidents. This is expected to save $190 billion in an-
nual critical care and triage costs. 

6.) 20% of business content will come from AIs 
by 2018: In a potentially apocalyptic turn for members 
of the media reading (or writing) this, AI-powered soft-
ware will write as much as 20% of business content in a 
mere two years’ time according to Gartner. 

7.) AI drives a $14-33 trillion economic impact: In a 
research report to its investors, Bank of America argued 
that the rise of AI will lead to cost reduction and new 
forms of growth that could amount to $14-$33 trillion an-
nually, in what it calls “creative disruption impact,” and 
that’s just the tip of the iceberg in some experts’ view.

8.) Robots will be smarter than humans by 2029? 
According to Alphabet director of engineering Ray 
Kurzweil, machines will be smarter than us by 2029.  
Kruzweil doesn’t necessarily see this as being a negative, 
though. Among many other “bold” predictions about our 
AI-laden futures, he believes people will start living for-

ever around the year 2029 as well. 
Whether that’s the result of some 
Matrix-like scenario coming to 
fruition isn’t immediately clear, 
but obviously leading experts in 
the field believe major changes to 
our social fabric are only a little 
more than a decade away.

9.) Zero people actually 
know how big an impact AI will 
have: While it’s certainly easy 
to get wrapped up in the litany 
of predictions, it’s perhaps most 

useful to simply keep in mind that 
AI should have a major economic 
impact from which investors can 
undoubtedly benefit from today.  

The one concrete takeaway 
is that AI will contribute to the 

rapidly shifting technology landscape for our industry. 
Organizations that want to get or stay ahead will be flex-
ible adapters who are willing to evolve their operations 
to take advantage of AI-based tools that enhance the 
customer experience, streamline internal processes, and 
feed the business pipeline.

Summary: Artificial intelligence (AI) is all around us 
– we encounter it in our daily tasks, such as talk-to-text 
and photo tagging, and it is contributing to cutting-edge 
innovations such as precision medicine, injury predic-
tion, and autonomous cars. AI is the next big revolution 
in computing and holds the promise to provide insights 
previously unavailable while also solving the world’s 
biggest challenges. v

Roger Gudobba is passionate about the importance of quality data and its role in improving the mortgage 
process. He is vice president, mortgage markets at Compliance Systems and chief executive officer at 
PROGRESS in Lending Association. Roger has over 30 years of mortgage experience and an active 
participant in the Mortgage Industry Standards Maintenance Organization (MISMO) for 17 years. He was a 
Mortgage Banking Technology All-Star in 2005. He was the recipient of Mortgage Technology Magazine’s 
Steve Fraser Visionary Award in 2004 and the Lasting Impact Award in 2008. Roger can be reached at 
rgudobba@compliancesystems.com.
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is now on the syllabus 
at top-tier business 
schools.
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In the article entitled “How to Have the Most 
Productive Q1 Ever: 11 Helpful Tips,” writ-
ten by Amanda Zantal-Wiener she rightly 

says that productivity is one of those things that’s 
too general to master quickly. You might be try-
ing to get more done in a day, procrastinate less, 
or accomplish a lot with minimal resources. All 
of those goals fall under the “productivity” um-
brella. So how do you prioritize them?

Depending on where you are in your career, 
and what your goals are for the first quarter, you 
might have different productivity goals. Once you 
know what they are, however, you can prioritize 
them — and determine the resources you need to 
knock them out of the park.

Here are the tips that will be the most appli-
cable as we work our way through the next few 
months aiming for success. Have a look, and see 
which ones will help you achieve the most this 
quarter.

1) Invest in personal assistant apps.
In 2016, Google Home was released in the 

U.S., furthering the conversations about voice-
activation, AI, and the Internet of Things. But 
more than that, people wanted to know: Which 
is better, Google Home, or Alexa? Technically 
speaking, not all personal assistant tools are cre-
ated equal. Each has its own requirements, cost, 
and features.

2) Make the most of your downtime.
Between work and personal commitments, the 

modern lifestyle can be physically and emotion-
ally draining. After all, that’s why we take vaca-
tions — or, at least, the 53% of us who aren’t 
afraid to take time off.

It’s kind of crazy that close to half of us feel 
ashamed to use that time, isn’t it? We shouldn’t 

be — it’s a great opportunity to slow down and 
do the things that don’t normally fit into our daily 
schedules. But once you do take a breather, take 
heed, and don’t overbook.

Instead, use that time to address some of the 
things that, as Sophie Bernazzani puts it, “have 
been collecting dust in your mental backlog.” 

3) Bookmark better resources.
It seems like there are just so many online re-

sources for marketers, and especially for bloggers 
— just look at what a single Google search yields.

You might already have your favorites among 
the many options, but if not, here’s another place 
where you can prioritize according to your goals. 
Whether it’s staying organized, coming up with 

ideas, or promoting your posts, that’s what book-
marked sites are for — to keep all of your best, 
helpful resources in one place.

4) Use browser extensions.
Browser extensions are one of those things that 

can be so helpful, but not enough of us take ad-
vantage of them. They can aid in everything from 
avoiding weak language in e-mails, to keeping the 
Internet’s distractions at bay.

That’s why we’re partial to Google Chrome 
browser extensions, which can be highly valuable 
to busy marketers who want to make their time 
online more efficient.

5) Plan your content.
There’s a reason why 69% of marketers are us-

ing social media to build a following — it works, 
but only when best leveraged. A big part of that 
is making it manageable, and approaching its use 
strategically.

Sounds great in theory, but how does one go 
about that approach? Like many other things in 
life and in business, an effective social media 

Business Strategies
Being Productive
Here are the tips that will be the most applicable as you work 
your way through the next few months aiming for success.

By Michael Hammond

It seems like there are just so many online resources for 
marketers, and especially for bloggers — just look at  
what a single Google search yields.



presence requires proactive planning. After all, no-
body wants to become one of those brands whose 
Facebook Page hasn’t been updated in months, so 
it’s important to plan and schedule your social media 
posts in advance.

6) Use your commute.
Commuting gets such a bad rap when in actuality, 

every minute spent standing on the train platform or 
waiting at a traffic light is time that could be spent 
getting something done. 

7) Try a new approach to project management.
Are you a member of the Multiple Productivity 

Tools Club? If so, you’ve likely spent more time than 
you’d like on such tasks as searching for an email, 
assignment card, or document — because you have 
so many tools and systems. Maybe that’s why over 
half of us are excited by the prospect of automation 
replacing tedious workflow tasks.

But in addition to right kind of technology, these 
tasks can be made more efficient with the right 
approach to team collaboration. That starts with 
strong communication among everyone working 
on the project, as well as the right kinds of tools 
— in moderation — that make the many pieces of 
project management more cohesive.

8) Experiment with to-do list styles.
Did you know that to-do lists date back to the 

1700s? Since then, they’ve taken on many formats 
but still serve the purpose: to plan what we need to 
do. Still, to-do lists are hardly one-size-fits all, and 
what works best for me, for example, might not be 
the best style for you.

9) Avoid guilt.
Simply put: Feeling bad about being unproduc-

tive will only make you less productive. And yet, 
we’re living among a guilt epidemic – in fact, one 
in five people cite it as the reason why they don’t 
take breaks. But not taking breaks — and feeling 
bad about it, to boot — really sabotages the quality 
of our work.

10) Manage long-term deadlines.
So, we’ve covered the fun facts about to-do lists. 

But while those can be great for day-to-day tasks, 
where do long-term deadlines and goals fit in?

As immediate responsibilities arise, it’s easy to 
lose focus on things like monthly or quarterly dead-
lines. It’s what Bernazzani alluded to as the “doom 
loop” which she defined as “a cycle of putting off 
tasks, feeling anxiety and guilt, and consequently 
working with lower productivity and efficiency due 
to these negative feelings.”

11) Learn more — faster.
Last year, Lindsay Kolowich, posed an interesting 

question: “How long does it take to acquire a new 
skill?”

As it turns out, there’s quite a bit of misunder-
stood information out there in response to that ques-
tion. One 1993 study published by the American 
Psychological Association, for example, claims 
that it takes 10,000 hours of deliberate practice to 
become an expert.

Look again: That’s to become an expert. Not to 
learn. To learn, Kolowich writes, “is to take a delib-
erate, intelligent approach to your learning,” espe-
cially when you want to do it quickly.

How Are Those Goals Looking?
Do they seem as insurmountable as they might 

have when you first returned from the holidays? 
With these tips, they shouldn’t.

The key is to remember that we’re not superhu-
man — hence that whole idea behind avoiding guilt 
— and even the best laid plans often go awry. But no 
one can expect anything more than your best. And 
with these resources, your best can be even better. v

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and 
president of NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, 
marketing, public relations and social media. He can be reached at mhammond@nexleveladvisors.com.
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There’s a reason why 69%  
of marketers are using social 
media to build a following —  
it works, but only when  
best leveraged.



The new economy of conversation: How brands can make 
and maintain meaningful connections and create a lifetime 

value with customers.

‘Speak Human’ in a 

By Kevin Lund

Content-Crowded  

world

“Blah…Blah…Blah…” This is what most consumers 
hear when exposed to marketing messages no matter 
the medium through which it’s delivered. Today’s 
consumer demands more than catchy slogans and 

slick ad campaigns. But, in what’s evolved into an overwhelmingly 



Companies must completely  
re-imagine their approach to 
connecting with customers. How?  
By simply communicating with them.

egregious disconnect, most companies 
struggle to communicate even the most 
essential messages that will differenti-
ate their brand in today’s crowded, 
confusing and expectation-laden mar-
ketplace.  

With technology making it easier 
than ever for consumers to block and 
otherwise avoid advertising and mar-
keting messages as they go about their 
online and offline lives, companies 
ubiquitously scramble for solutions—
ultimately turning to content market-
ing to help them make and maintain 
meaningful connections with the mar-
ketplace...to the tune of an estimated 
$50 billion spent by U.S. businesses for 
2015. However, like many marketing 
innovations that are incubated to solve 
problems, content marketing could 
quickly lose its impact.

Those who are wildly successful 
at content marketing understand the 
strategy is not just starting a blog and 

ful connections and create a lifetime 
value with customers in ways that’ll 
set your brand apart in a crowded mar-
ketplace, tell an authentic story, foster 
maximized marketplace engagement 
and breed brand loyalty:

1.) Recalibrate low-level com-
munications. We have long struggled 
with linear, low-level or one-way 
communication. It is a completely 
timeless human phenomenon that is 
at the core of every conflict or stale-
mate, from the ones we experience at 
home, work and in our communities.  
We focus on transmitting information, 
but lose sight of the critical need for 
feedback, response or an actual “hu-
man” exchange of emotions or ideas.  
However, for decades this was our 
only way of receiving communication 
from advertisers and many consumers 
“stomached” it because there was no 
alternative. 

Today’s social networking tools 

can effectively and surreptitiously 
disguise “reach” with “results,” often 
only perpetuating linear, low-level 
communication. For example, you’re 
on Twitter and Facebook and you’re 
tweeting and posting five times a day, 
and perhaps growing a fan and fol-
lower base on each like clockwork, 
with your “strategic” ad buy. But your 
zealous, disciplined approach doesn’t 
mean you’re doing it effectively.  
Who, exactly, are all those followers, 
friends and fans? And are you really 
“speaking human,” creating content 
or telling an authentic story? It might 
be that you are simply tweeting and 
posting just to check it off your task 
list, and that your followers are re-
tweeting or “liking” you for the exact 
same reason. If that’s the case, then 
they’re not really followers or actual 

“friends” at all.
“Speaking human” involves more 

than just opening a communication 
channel for that channel’s sake, or 
doing social media just because some-
one at some seminar told you that you 
should. Your “handshake moment” is 
where people actually discover the es-
sence of who you are as a brand for 
the first time. If that’s the case, what 
are they going to find? Will they be 
greeted by a sales pitch? A slogan? A 
press or media kit? Or are they going 
to find a real person—someone they 
might want to reach out to and greets 
them with a warm hello? If you’re not 
asking these questions, let alone an-
swering them satisfactorily, chances 
are your content is simply traditional 
advertising disguised as substance 
wearing a new outfit. 

2.) Master conversational media. 
Conversational media insists that we 
don’t just sell ourselves, but rather, 

share ourselves. And further, it informs 
the listener who we are, rather than 
what we are. We must learn the signals 
that tell us when to drop the jargon, cut 
the B.S. and simply talk, authentically 
and truthfully, to those we hope might 
buy our product or service. Yes, we sell 
things, and so we must provide essential 
information about policies, performance 
and the like, but good content market-
ing is about providing information and 
education. Brands shouldn’t have to sell 
themselves. 

An effective mix of messages in-
cludes telling people what you do, how 
you do it, and even why you do it. Then, 
you draw them in to your embrace with 
a story that is compelling and authentic. 
Then, leave them alone to make the 
choice. Why not influence the decision 
making process with endearing, en-

creating social media accounts. It’s a 
disciplined approach to communicat-
ing with a target audience—one offer-
ing ample opportunity to tell a simple, 
human story that will educate, inform, 
entertain and, most importantly, com-
pel customers in a way that fully cap-
tures mind–and market–share through 
messaging that truly resonates. 

Companies must completely re-
imagine their approach to connecting 
with customers. How? By simply com-
municating with them instead of talk-
ing at them. Specifically, speak human.  
This is not just in a given “handshake 
moment,” but rather it is a continual 
friendly engagement with a consumer, 
or the marketplace at large, that is built 
primarily by trust and performance. 

Below are three strategies that can 
help you make and maintain meaning-



lightening and empowering messages?  
Speaking Human is about engaging with 
someone for a mutual benefit: you need 
this information and I must deliver it in 
a way that you understand while you 
need to ask me questions in a way that 
makes sense. We’re having a conversa-
tion. We’re speaking human. When the 
conversation takes place on social chan-
nels, participate in the exchange in such 
a way as to achieve the coveted “hand-
shake moment.” How do you get there?  
What do you say to influence them to 
engage with your brand, your business? 
It’s all about cutting through the jargon, 
the clutter that clogs the communication 
pipeline.   It’s not about selling your 
soul.  It’s about them. 

3.) Give them something to talk 
about. In this new economy of conver-
sation, marketers must master the art 
of facilitating the relationship between 
the business and its consumer.  For 
example, the company wants to run a 
campaign to advertise a specific prod-
uct offering. The consumer is looking 
to meet a need or discover an innova-
tion. Content marketers bridge the gap. 
They create the information the busi-
ness needs to share and provide the 
information customers want to receive. 
The job of today’s content marketer is 
to work both in the world of traditional 
media as well as conversational media.

The goal is not bullying, but invit-
ing. Not grabbing attention, but earn-

ing and holding attention. Naturally 
you want audiences to take action. But, 
it’s the rare brand that understands how 
the content and story must interact to 
add real value versus merely seeking to 
sell a product or service. 

Storytelling is an essential human 
activity and must be the cornerstone 
of any meaningful content strategy. If 
story is the nest, content becomes the 
baby starlings that grow strong and fly 
off carrying compelling messages. A 
story can instantly communicate your 
history, values and beliefs, and gives 
people something to talk about. Unless 
you have a real story, loyalty is unlikely.

The Conversation Age finds brands 
in the midst of an evolutionary pro-
cess. Social media and the overarching 
digital landscape has afforded them 
the ability to engage in a transactional 

dialogue, often giving them the bigger 
platform and louder voice.  This new 
power forced modern companies to 
become completely transparent in their 
brand storytelling. Thus, the Conversa-
tion Age requires modern businesses 
to educate, inform, even entertain their 
customers, all while telling a story.

Today, learning how to use conver-
sational techniques in commerce to 
touch the heart of the customer must 
be a top priority for modern marketers 
in any field. No longer is it effective to 
merely “shout” at consumers through 
the one-way megaphone of traditional 
advertising such as TV and radio spots, 
and billboard and print ads. Nor, frank-
ly, will consumers stand for it! Instead, 
sophisticated, modern consumers are 
demanding transparent, honest and au-
thentic dialogue. v

About the Author
Industry veteran Kevin Lund is CEO of T3 Custom—
an award-winning content marketing firm that 
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human and, in doing so, realize up to 16-times the 
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Where have all the 
loan Mods Gone?  

By Lisa Minkoff

Although some programs are ending or changing, 
loan modifications are not gone; these tools in some 

form continue to be available for borrowers. 

I
n 2007, there was a recognition that the U.S. economy was 
slowing, but few predicted the severity of the recession that 
followed. The unemployment rate continued to increase 
and many Americans suffered a decrease in spendable in-
come. Whether the decrease was due to reduced investment 

income or to loss of job, for the first time many borrowers faced 
the difficulty of meeting their debt obligations, including resi-
dential mortgage payments, while at the same time, watching 
the value of their home significantly decrease.

Not only did many residential mortgage borrowers face the 
potential of homelessness, but mortgage bankers also had con-
cerns, because they wanted repayment of their loans, not a port-
folio of foreclosed and vacant real property to manage.



Prior to 2007, there were few options 
for borrowers who defaulted on their 
loans, but the financial crisis resulted 
in the creation of various alternatives – 
some which allowed a borrower to exit 
the property, but many which offered an 
alternative to a borrower to retain own-
ership of the home.   Government and 
lender modification programs allowed 
a change in the terms of the loan, such 
as interest rate reductions or a change in 
the time permitted for repayment of the 
loan.   These modifications programs 
were intended to allow people to remain 
in their homes when they were facing a 
significant hardship.   Although modi-
fications permitted immediate relief in 
home-retention, there continued to be 
questions as to whether these tools wors-
ened the borrowers’ future opportunities 
and investment goals.

As the financial horizon began to 
improve, these modification programs 
continued to evolve, but the federal gov-
ernment modification program known 
as HAMP (Home Affordable Modifica-
tion Program) expired on December 31, 
2016.  Additionally, for the second time 
in two months, Fannie Mae and Freddie 
Mac announced that they are increasing 
the interest rate for standard mortgage 
modifications – the highest that it has 
been in 18 months.  Foreclosure activity 
has dropped significantly and is at the 
lowest level of filings since 2006.

Does this mean that the loan modifi-
cation has disappeared from a lender’s 
toolkit for consumers facing impending 
delinquency? The answer is that there 
will always be a need for loss mitigation 
tools, including the loan modification, 
due to unexpected life events that bor-
rowers face; however, the options are 
decreasing.

Historically, the delinquency rate for 
prime fixed-rate mortgages was 1-3% 
(slightly higher for adjustable-rate mort-
gage) until the financial crisis in 2007, 
when delinquency rates increased.  By 
the end of 2016, the mortgage delinquen-
cy rate significantly decreased.

Even with the reduced delinquency 
rate, there will continue to be borrowers 
with past  due loans who seek some type 
of loss mitigation where they can retain 
their home.   Many investors and lenders 
continue to have proprietary modification 

programs – some of which have terms 
similar to HAMP – to aid borrowers in 
resuming affordable mortgage payments 
and bringing the loan to a current status.

Proprietary modification programs 
of lenders vary, but the most common 
features include one or more of the 
following:

>>Temporary or permanent interest 
rate reduction;

>>Extended payback period (up to 40 
years); and

>>Deferral of principal (usually at 
zero interest).

More rare is a modification that in-
cludes principal reduction or forgiveness 
of debt.  This option is often limited by 
contractual obligations related to mort-
gage-backed securities. Additionally, 
such forgiveness of debt can result in 
unexpected federal income tax obligation 
for the borrower. 

Often overlooked for FHA loans, The 
Department of Housing and Urban De-
velopment (“HUD”) offers a program 
known as the partial claim mortgage, 
which is beneficial to the borrower, as 
well as the lender. A borrower who has 
experienced an event that caused the de-
linquency (such as reduction in income 
due to job loss or a medical event) may 
be in a position to resume regular month-
ly mortgage payments, but unable to pay 
the unpaid delinquent amounts.  The par-
tial claim mortgage enables the borrower 
to have a fresh start, while deferring pay-
ment of the past due amount. 

Under the partial claim mortgage, the 
borrower’s loan is modified, whereby it 
is split into two separate loans:  

>>The original FHA loan payable to 
the lender is reduced by the past due and 
unpaid amount; thus, bringing that loan 
to a current status; and

>>The past due and unpaid amount 
is reflected in a new zero-interest note 
executed by the borrower and payable to 
HUD, along with a new mortgage to se-
cure the repayment of the note (payment 
is not due until the original FHA loan 
is paid off or the borrower conveys the 
property to another party).

The partial claim mortgage allows a 
borrower to retain his home and resume 
making regular monthly mortgage pay-
ments, while deferring payment on the 
past due amount.   The partial claim also 
benefits the lender, because the lender 
simultaneously files a claim with HUD 
and receives payment for that past due 
amount, by which the original loan is 
reduced.   The borrower is able to resume 
his normal schedule of payments and the 
lender does not wait until loan payoff for 
repayment of the past due amount. 

In certain circumstances, the HUD 
partial claim program is available to bor-
rowers who have previously utilized the 
program; thus, it is possible to have two 
partial claim mortgages associated with 
one FHA loan.    The HUD handbook and 
guidelines set forth the requirements for 
a partial claim mortgage, whether it be 
the first partial claim or a subsequent one.

Although some programs are end-
ing or changing, loan modifications 
are not gone; these tools in some form 
continue to be available for borrowers.  
Nevertheless, there will continue to be 
differing opinions and discussions as 
to whether (1) the government (state 
or federal) should be involved, and 
to what extent, in consumer financial 
matters, including residential mortgage 
loans; and (2) whether loan modifica-
tions are only a short-term fix that 
ignore the long-term investment conse-
quences to borrowers. v
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This 
is No 
Time 
to 

Panic
By Dan Green

The era of super-low mortgage rates — rates not seen 
since the late 40s and early 50s — has come to an end. 

Should we panic?

L
et’s admit it. Mortgage rates in the three and low 
four percent range were very cool to experience, 
and not just for mortgage nerds and econ geeks. 
Yes, this period of uber-low rates pulled the US 

housing market out of a deep, dark recession. At the same 
time, these rates changed the nature of housing: Owners with 
low interest rate mortgages are loath to give them up since 
they can’t be replaced, so they will likely stay in their homes 
much longer than they used to. Low rates were good. Now 
they are gone, and everyone is worried. Is it time to panic?



Today’s rates present a remarkable 
homeownership opportunity, one similar to 
the opportunity the grandparents of today’s 
Millennials had when they bought their first 
homes in the late 1950s and 1960s.

The short answer is no. There is no 
reason to panic. Rates have risen to 
their highest levels since April 2014, 
though at about 4 3/8% for a 30-year 
loan, rates are far from high. Rather, 
today’s rates present a remarkable 
homeownership opportunity, one simi-
lar to the opportunity the grandparents 
of today’s Millennials had when they 
bought their first homes in the late 
1950s and 1960s. 

Why the comparison? Rates were 
about the same in the era of Eisen-
hower and Kennedy as they are right 
now. Rates were rising, then, too, from 
the post-WWII lows that Millennials’ 
great-grandparents enjoyed. Rising 
rates in the late 50s and 60s did not 
deter baby boomer homeownership; 
quite the contrary. Like the Millennials, 
Boomers were the biggest cohort of 
potential buyers the economy had ever 
seen. And buy they did, despite interest 
rates exceeding a whopping 5%.

Fortunately, information on afford-
ability in the form of the Housing 
Affordability Index (the HAI or the 
Index) is readily available from several 
sources including the National Asso-
ciation of Realtors, which publishes its 
affordability index monthly, as well as 
HUD, which publishes less frequently 
yet provides an important, long-term 
historical view on the subject.

Even though rates are rising to levels 
not seen for many years, they are, as 
mentioned above, on par with the low 
rate environment of the mid-1960s. 
Despite the alarmist news that rates 
are rising, rates are attractive and re-
main low. This is why it is important 
to look at affordability. According to 
data released by the National Associa-
tion of Realtors, housing affordability 
in October 2016 was 170.2. According 
to HUD, the HAI for 2015 was 163.9. 
Since 170.2 is greater than 163.9, that 
would indicate that housing was more 

affordable in the fall of 2016 than 
throughout all of 2015. It would also 
indicate that all the ‘sky is falling’ na-
ture of the news about rising interest 
rates is wrong, or at least misdirected. 

What do numbers such as 170.2 
and 163.9 really mean in this context? 
How are they calculated? The hous-
ing affordability index is just that: an 
index. When the index measures 100, 
it means the homebuyer earning the 
median income has exactly enough 
income to purchase the median priced 
home. When the HAI is greater than 
100, as it has been, according to HUD, 
since 1986, then housing, using this 
measure, is affordable. When the in-
dex reads less than 100, as it did in the 
early 1980s (more on this shortly), it 
means buying a home is not afford-
able and is out of reach for the median 

wage earner. 
Last October’s index of 170.2 means 

the median wage earner has 1.7 times 
the income necessary to purchase the 
median priced home. During 2015, that 
same wage earner had 1.6 times the 
necessary income. Housing is, by this 
measure, affordable for today’s buy-
ers. But what about those grandparents 
back in the 1960s? Was housing afford-
able for them? The median home price 
in the mid- 1960s was $13,600, with a 
median income of $6,450. Assuming a 
mortgage rate of 5.50%, their afford-
ability index would have been slightly 
above 200. Although better than 
170.2, the environment in which they 
purchased their homes was roughly 
equivalent to what we are experiencing 
now. Those grandparents bought lots of 
homes; so should today’s consumers. 

Calculating the housing afford-
ability index is easy. The formula for 
doing so is:

HAI = (Median Family Income / 
Qualifying Income) * 100

Median Family Income data is read-
ily available. Qualifying income is an-
other calculation based on the monthly 
payment on the median priced home at 
then-prevailing interest rates. The In-
dex also assumes the borrower makes 
a 20% down payment. There’s no need 
to do the math, however, as the index is 
readily available.

With rates rising, shouldn’t afford-
ability be falling? The answer, as is true 
with so many things: It depends. It de-
pends on the trend in median incomes, 
which is currently positive. So, while 
rates are up, so are incomes, offset-
ting higher rates and making housing 
slightly more affordable. There is one 
more variable in the equation in ad-
dition to median income and interest 

Rates matter (although rates are but 
one variable in the housing equation). 
The trouble is, rates are getting all the 
attention despite the fact that they are 
not the most important variable at the 
moment. Affordability, not rates, is 
what mortgage lenders should be talk-
ing about.

Affordability, Not Rates
While mortgage rates cannot and 

should not be ignored, our focus should 
be on the broader measure of afford-
ability. This is where rates, along with 
home prices and incomes, present a 
more accurate answer to the question, 
“Is now a good time to buy a home?” 
This is important because affordability 
right now is at one of its best levels in 
years, though potential homebuyers 
may believe now is not a good time to 
buy a home since rates have increased.



rates: The median home price. This has 
been rising, too, though not enough to 
negatively impact the Index.

The multi-variate nature of the Hous-
ing Affordability Index is exactly why 
affordability is a more important, more 
relevant story than rates, and the one ev-
eryone in our industry should be telling. 
Borrowers need to understand the whole 
picture, not just the view from the rate 
window. 

Rates will probably continue to rise. 
The Mortgage Bankers Association 
predicts the 30-year rate will top 5.25% 
in 2019. That’s a step up from the lows 
of the past several years, though still 
remarkably low by historical standards. 
When rates were 7% and 8% in the 
1970s, affordability was slightly greater 
than 150. This is another indication that 
neither lenders nor borrowers should ob-
sess about rates.

When Do We Panic?
If you are going to panic, it’s best to 

do so with full information. Panic, in this 
case, means all or most homebuyers sit-
ting on the sidelines because affordabil-
ity has tanked.

Parents of millennials, in contrast to 
grandparents of millennials, know about 
panic, at least when it comes to afford-
ability (and rates). As the 1970s came to 
a close, so did the long, many-decade run 
of low, single-digit interest rates. From 
1980 through 1985, mortgage affordabil-
ity plummeted below 100, bottoming out 
at 68.9, meaning that the average wage 
earner purchasing the median priced 
home had only about two-thirds of the 
income necessary to purchase that home. 
Rates had a starring role in affordability’s 
reversal, exceeding more than 15% in 
1981 when the index hit its all-time low. 

The early 1980s were a good time to 
panic, or at least to put the idea of home-
ownership on temporary hold. Having 

just two-thirds of the income necessary 
to buy anything is a strong indication that 
it is best to skip or defer making the pur-
chase. That is just what many people did 
throughout the 1980s. 

Now, on the other hand, is no time 
to panic. It’s time to seriously consider 
homeownership. Potential buyers have 
1.7 times the income necessary to pur-
chase a house. That’s good. Even better, 
according to an article published by Zil-
low on November 16, 2016, buying is a 
better economic play than renting in that 
a mortgage today consumes just 14% of 
income whereas renting consumes 29%.

While an extreme example, the 1980s 
do illustrate that rising rates have a chill-
ing effect on home buying sentiment as 
well as purchases themselves. But the 
1980s were a long time ago. Mortgage 
rates are more than 1100 basis points 
lower than they were in 1981. Rather 
than fretting over rising rates there should 
be celebration about housing’s continued 
affordability. 

What Do We Do?
The first step for lenders is to stop be-

ing our own worst enemy. The mortgage 

business is about making loans, which 
depends on potential and repeat buyers 
entering the market. To enter the market, 
they have to believe their timing is right. 
Given current affordability levels, timing 
is excellent. Unfortunately the lead story 
is rates, a misleading and inaccurate pic-
ture of the housing market.

We should start educating the public, 
especially first-time homebuyers, on af-
fordability. Rates are easy to understand: 
No math, no calculations, no deeper 
thought. Yet homeownership requires 
deep thought and even better under-
standing of all things it encompasses, 
especially the economic aspects. Rates 
are only relevant to the extent they affect 
affordability. 

Rates are rising, but the sky is not fall-
ing. Housing is becoming more, rather 
than less affordable. The responsible 
approach, when talking about the hous-
ing market with buyers (and especially 
first-time buyers), is to talk about afford-
ability in conjunction with rates. It is a 
good time to buy a house, and lenders 
should make sure that buyers understand 
why this is so. v
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We should start educating the public, especially  
first-time homebuyers, on affordability.  

Rates are easy to understand: No math,  
no calculations, no deeper thought.



Sarah Volling of Mortgage Cadence talks about what’s to 
come for her company and the mortgage industry as a whole.

ExEcutivE intErviEw

Last year PROGRESS in Lending Association named 
Mortgage Cadence a top innovation. The Mortgage 
Cadence Configuration Migration Utility (CMU) 
is an advanced configuration promotion tool only 

available through the Enterprise Lending Center. This new, 
patent-pending utility enables the easy migration of ACE Ac-
tions, business rules, and formulas from one environment to the 
next – whether development, staging, or production. The utility 
also dynamically discovers differences between environments, 
then surgically migrates the specific configuration changes to the 
desired environment. With the need to fluidly adapt to constant 
regulatory and investor requirements, the CMU allows lend-
ers to effectively manage complex configurations efficiently 
and reliably. We followed up with Sarah Volling, the Market-
ing Lead at Mortgage Cadence, to talk about her background 
and what’s new at Mortgage Cadence. Here’s what she said:

Looking 
to the 
Future



Q: You got your start in the mortgage 
industry in 2008 – the heart of the 
financial crisis. With little context on 
what the industry looked like prior, 
how has the last near-decade transition 
looked from your perspective?
SARAH VOLLING: Not only have I had 
the pleasure of seeing the industry bounce 
back since I started out nine years ago, but 
I learned at an early age the benefits of 
home ownership, buying my first home 
two years into my entrance in the mort-
gage industry and finalizing the purchase 
of my fourth home just this week. While 
working in the industry has taught me a 
lot and exposed me to its ins and outs, 
no other experience has shed light on 
the industry’s progress than being on the 
receiving end of a mortgage transaction. 
One thing is clear: The industry is not as 
far along as we might think.

My first home buying experience back 
in 2010 was, by far, the easiest mortgage 
origination transaction I’ve experienced 
to date. In theory, there should have been 
a lot working against this. I was a 22 year 
old recent college graduate and a first-
time homebuyer, buying a house in the 
aftermath of the financial crisis. The key 
differentiators between that purchase and 
all of those that have followed can really 
be boiled down to three things: less regu-
latory requirements, great communica-
tion, and superior technology for the time.

Q: Can you expand on the role you be-
lieve regulations, technology, and com-
munication play in today’s origination 
lifecycle?
SARAH VOLLING: At the time of my 
first mortgage, I did a lot of online research 
before beginning the process, using lend-
er’s websites to educate myself. This, in 
fact, is how I found the lender I ended up 
going with. This, in essence, was the best 
technology of the time. Lenders turning 
to borrower self-origination and educa-
tion were not nearly as advanced as those 
today. In fact, even though technology 
was improving, I recall many instances 
where I was out of state and had to track 
down a printer and scanner to print, sign, 
and return documents to the lender. To-
day, many of those items simply require 
digital signatures. While this certainly 
has made life easier, many things have 
been made harder. My first mortgage was 
quick, smooth, and straightforward – all 

thanks to active communication from the 
lender, less regulations required by the 
lender, and the best technology available 
at the time. 

More recently, I’ve had very different 
experiences. My last two homes were 
purchased through the same large mid-
market lender. The second time around 
we chose simply for convenience and less 
about our prior experience, which was 
average at best. With our current loan be-
ing through them, we figured much of the 
process of buying a new home would be 
streamlined. We were wrong. We had to 
provide all of the information – from our 
names down to our 2015 W2 – that was 
supplied two years ago during our last 
origination. We chalked that up to internal 
compliance checks. 

Then, it got worse. Everything from the 
inspection resolution to the appraisal was 
in, and we were three weeks away from 
the closing date. Easy enough to push 
the closing up, right? Not if your lender 
needs to put the Closing Disclosure in 
the mail, forcing you to wait six business 
days for a document that only requires a 
three day turn if provided electronically. 
It got me thinking – how much money 
is lost each year due to this slowdown 
in the origination lifecycle? We all know 
the cost-to-close is higher than it has been 
in quite some time, and it’s no wonder. 

While regulations certainly have made 
things harder, imagine how much could 
be saved by simply having the means to 
provide documents electronically. 

Also – the lack of communication 
could have been solved quite easily. Let 
us know when you receive documents, 
give us a heads-up about what remains, 
and work with us to make sure we are 
comfortable every step of the way. While 
I’m no stranger to the origination process, 
the mystery about where in the process 
our loan stood at any given time was 
enough to cause doubt in anyone’s mind. 
To me, it makes me question the lender’s 
abilities. They might be extremely ca-
pable and efficient, but if they don’t let 
me know what is going on, I come to my 
own conclusions. I can only imagine how 
much worse this must be for those new 
to, or less familiar with, the origination 
process. Even if we didn’t have active 
communication from our loan officer, 
something as simple as an online site to 
check loan status, upload documents, and 
see outstanding underwriting conditions 
would have gone a long way toward im-
proving the situation.

Q: As a member of the Millennial gen-
eration, your perspective on the mort-
gage process is unique. Do you believe 
this generation is more demanding 
than Gen X and Baby Boomers?
SARAH VOLLING: It’s funny. Millen-
nials have often been tied to the digital 
mortgage revolution of the past decade. 
They’ve been portrayed as this omi-
nous, “Are You Ready?” generation set 
to shake up the industry forever. While 
it’s certainly true the idea of the digital 
mortgage is important, I would argue it 
is equally important across all genera-
tions. As a society, we are all equally ac-
customed to smartphones and companies 
designed to make our lives easier through 
continuous, real-time service. In fact, we 
recently completed a study of over 1500 
US borrowers who had just been through 
the mortgage origination process and 
found that Millennials are not only the 
most likely generation to meet with their 
loan officer in-person during their home 
purchase, but are the ones that want to 
meet with their loan officer face-to-face. 
To some, this may come as a surprise, 
but to me, as a member of the Millennial 
generation, the reason is simple: We want 

Industry Predictions
Sarah Volling thinks:

While digital lending will 
continue to be critical 
to long-term success, 
the value of face-to-face 
interactions with borrowers 
will make a comeback.

 
The focus of the Digital 
Mortgage is finally going 
to shift away from the 
consumer and more onto 
how all of the companies 
that are part of bringing 
a mortgage together 
can streamline efforts.

Despite current and future 
industry changes and 
regulatory demands, the 
consumer will always be the 
biggest driver of change, 
pushing their expectations 
of greater transparency and 
better communication even 
further onto the lender.

1.

2.

3.



to know the source. You may be famil-
iar with a scene from a sketch comedy 
show that takes place in the Northwest, 
where the guest at a restaurant asks the 
waitress about the chicken. Not about 
how it’s prepared, but how big the area 
where the chicken roamed was and what 
the chicken’s name was. This is perhaps a 
little extreme, but it makes a great point: 
Millennials prefer to support businesses 
they trust, as they want to know where 
their money is going. Along those same 
lines, they want to look their loan officer 
in the eye and have a real conversation 
about such a major financial decision. 
Gen X and Baby Boomers not only care 
less about the back story, but they are also 
more likely to be familiar with the home 
buying process already, so they are just 
as happy to interact digitally with their 
loan officer and would prefer to do so. 

Q: This study sounds quite interesting. 
What other key findings did you learn 
from your study?
SARAH VOLLING: Aside from the ste-
reotype-shattering idea that Millennials 
are the only generation driving the digital 
mortgage revolution, the most important 
finding is that 3 in 5 borrowers would be 
more than happy to provide their private 
information – including login credentials 
– in order to streamline the origination 
process through data aggregation. Allow-
ing borrowers to self-originate was the 
first step, but the majority of the industry 
has made that leap. Now, it’s time to think 
bigger, driving technology advancements 
that make borrowers’ lives even easier. 

In fact, this is a good thing. It’s not a 
good feeling having to put your deadlines 
in someone else’s hands, anxiously wait-
ing for a borrower to get you requested 
documents. Through data aggregation 
tools, you can take back control of the 
process, gaining just one more way to 
accelerate the origination process in the 
midst of an ever-increasing cost to close. 

Q: As a marketer, you sit uniquely be-
tween business-to-business (B2B) and 
business-to-consumer (B2C) market-
ing worlds. What trends are you seeing 
that transcend all industries?
SARAH VOLLING: No surprise here: 
All-things-digital. To expand upon 
what that means, attention spans are 
getting shorter. The amount of time you 
have to get noticed with consumers is 

next to nothing. While videos are cer-
tainly a stronger route than traditional 
text-heavy websites and sales materi-
als, I would suggest going even shorter 
with GIFs. These looped video clips 
are often 2 seconds to 10 seconds long, 
with content that does not need sound. 
I saw a great use of this on Facebook as 
a sponsored post for a local food chain. 
The ability to get in front of a wide 
audience through social media using a 
video clip that automatically plays as 
consumers scroll past it on their phones 
offers distinct benefits that traditional 
videos simply can’t compete with.

As it relates specifically to the mort-
gage industry, I would suggest keeping 
your efforts as honest as you can. As I 
previously mentioned, Millennials are 
interested in full transparency. To capture 
this audience’s attention, they want to 
know what you stand for and that your 
best interests are with your customers. 

Q: With the political landscape caus-
ing great uncertainty for our industry, 
what is top of mind for Mortgage Ca-
dence heading into 2017?
SARAH VOLLING: It’s hard to predict 
the direction – specifically related to the 
regulatory landscape – in which we will 
be heading in the next several years. 
What can be predicted -- and what lenders 
should focus on for the time being -- are 
technology advancements to support the 
consumer experience and provide the full 
transparency the next largest generation 
of their customers expect. 

The trends I’ve already mentioned 
lead to some very strategic initiatives 
for Mortgage Cadence. We were fortu-
nate enough to use the borrower study 
we recently completed to provide some 
real-world evidence regarding the top pri-
orities tomorrow’s borrowers have about 
the origination process. This is driving 
many initiatives related to consumer-

facing technologies. We expect to have 
three major technology announcements 
in the next few months that will really 
give lenders the tools needed to succeed 
no matter what the regulatory landscape 
shapes up to be in the years ahead.

Q: Your highly regarded annual user 
conference is just a short time away. 
Can you provide a sneak peek of the 
themes you are planning for this year’s 
conference?
SARAH VOLLING: Our annual user 
conference, Ascent, is by far the most 
anticipated event we put on each year. 
We spend easily nine months plan-
ning the agenda, lining up influential 
speakers, and structuring networking 
opportunities with the goal of topping 
the previous year’s events. This year is 
no exception. 

This year, we decided to break our 
agenda up into tracks designed to give our 
customer base sessions relevant to their 
interaction with our technology. Not only 
do we offer two leading loan origination 
solutions, but we draw various system us-
ers – from business operations to IT power 
users – to our conference, and we want ev-
eryone to have content to meet their needs. 

In addition, we’re excited to bring 
back our 2017 Benchmark Study, which 
will build on data collected since 2012 
on key performance indicators (KPI) of 
our customers’ businesses. Comparing 
their KPIs to those of the industry at 
large not only gives our customers in-
sight into how they compare to industry 
averages, but gives us insight into where 
inefficiencies lie within today’s origina-
tion processes, helping guide their future 
operational strategies. Ultimately, we 
strive to be a partner for a customers and 
not just a technology provider. Our user 
conference is one of our best opportuni-
ties for us to continue our commitment to 
partnership. v
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Expert strategies for helping people to shift their focus 
away from their problems and onto a more positive, 
productive and rewarding life.

Combat  
Proliferating 
Pessimism

By Dr. Jeffery Chapman, Sr.

It is sad but true: Americans are becoming overwhelm-
ingly pessimistic. And, there is no shortage of studies 
to prove it. Reported data shows that that a paltry six 
percent of Americans think the world is getting bet-

ter, while yet more reveals that a staggering two-thirds 
of Americans think the country is moving in the wrong 
direction. All of this growing negativity is understand-
ably taking a toll on America, with escalating pessimism, 
stress and depression looming large across the U.S. In fact, 
the most recent American Psychological Association’s 
Stress in America survey cites that over a third of adults 
are experiencing increased stress over the previous year 
while, this year alone, the National Center for Health Sta-
tistics shows suicide rates in America at a 30-year high. 
Even those seemingly dedicated to making positive changes 
in their lives systematically fail. For instance, while many 
lean on New Year’s resolutions in a heartfelt attempt to pro-
mote positive life changes, the chances of realizing those 
successes are slim. Reports indicate that upwards 25 percent 
of people who make New Year’s resolutions will already 
have failed at keeping them a mere seven days into Janu-
ary. As for those who manage to outlast the week and stick 
it out the entire year? That number is a dismal 8 percent.  
While the statistics themselves may be depressing, there 
is certainly hope for those dedicated to making favorable 
changes. When put into practice, there are three timeless 
truths that can help people take their focus off their prob-
lems in order to lead more positive, productive lives.  



The mortgage market is treacherous. 
One false move could put it all at risk.  

Companies that want to succeed in today’s regulatory 
environment need proven expertise in quality control and 
operational risk management. 

That’s why dozens of the industry’s leading lenders, 
servicers and third-party service providers rely on Walzak 
Consulting’s extensive experience to help elevate quality, 
ensure compliance, increase profits and reduce costs.  

Gain regulator-ready compliance. Exceed investor 
expectations for quality control. Attain sleek, lean 
performance levels. Achieve blue-ribbon consumer 
satisfaction. 

Find out why the mortgage industry’s top companies trust 
Walzak Consulting for ensuring quality and compliance. 

Make the call that will 

make the difference.
561.459.7070   

RJBWalzak.com   

Becky@RJBWalzak.com

EXPERIENCE
You Can TRUST



1.) The first truth to productive living 
is to “think it.” It is widely believed that 
one’s mind has a powerful influence on 
the physical body—a belief that can be 
traced all the way back to the fourth 
century with Hippocrates. Today there 
is scientific data backing up the influ-
ence of the mind upon the body, which 
mainstream medicine leverages in a 
variety of treatments from biofeedback 
and cognitive behavioral therapy to 
simple relaxation techniques. 

Yet, one need not be involved in 
medicine to use this connection quite 
effectively every day. This timeless 
truth of thinking a productive life into 
being is applicable to most anyone. 
Here’s how it works: In order to unlock 
inner greatness at work, at home, in 
social circles and with other aspects 
of your life, you have to maintain a 
transformational, positivity-oriented 
mindset that is open to change and 
adaptation. This is because your own 
mind has the greatest propensity to 
either enrich your personal growth or 
limit it. It has the highest potential to 
either advance your life or destroy it. 
Therefore either you tame this tool 
or realize opportunity loss at best or 
suffer grave consequences at worst.  
2.) The second timeless truth to better 
positive, productive living is to “speak 
it.” Begin by identifying the lies and 
undermining thoughts that play over 
and over inside your head and then 
replace them with positive truths about 
yourself, such as a list of your favor-
able attributes, accomplishments, and 
so on. Go a step further and verbally 
speak those truths aloud. This practice 

of making audible affirmations has a 
powerful, positive effect that has been 
recently scientifically documented by 
several university studies. Research 
from Carnegie Mellon University, 
for instance, has substantiated that 
self-affirmation “can protect against 
the damaging effects of stress on 
problem-solving performance” and 
that it “boosts stressed individuals’ 
problem-solving abilities.” During this 
“speak it” exercise, there is no need 
for rationalization. It is a simple act of 
giving language to the positive, desir-
able certainties in your life—about 
yourself and the world that impacts 
you—in order to manifest more.  
3.) The third truth to realizing desired 
productivity is to “live it.” The most 
powerful weapon we have to transform 
our mind, and our life, is to not just 
think and speak these truths, but also 
to live in ways that will serve a cause 
and effect to actualize and make these 
truths a reality. This is very much the 
principle at work with the scientifical-
ly-validated Law of Attraction. Want 
to lose 100 pounds in 6 months? Go to 
the gym today.  Want a raise at work? 
Invite your boss to lunch this week and 

get to know him or her on a personal 
level and share your aspirations. Take 
some form of “live it” action every day 
toward your goals, no matter how large 
or small. 

If you find yourself in the grip of 
pessimism, stress or depression, turn-
ing the tide and living a positive, pro-
ductive and rewarding life can seem 
nearly impossible. However, all it 
takes is one positive thought to get the 
ball rolling in the right direction and 
counter the pessimism. That singular 
thought can then become spoken word 
relative to what you want to see hap-
pen in your life. But, don’t stop there 
or your goals may never be realized. 
Your thoughts and words should lead 
to action on your part, thereby creat-
ing a cycle of “think it, speak it, live 
it.” This simple yet powerful three-
prong technique can truly transport 
you from mere wishful thinking to 
tangible transition.

When you apply these expert tactics 
for living life in a way that promotes 
positive progression, you will surely be 
well on your way to enhanced personal 
and professional success—no futile 
resolutions required. v

About the Author
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