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We’re Giving You The
Inside Scoop

The old saying goes that a picture is worth 1,000 words. If that’s the case, I wonder how many words a video is 
worth? It must be a lot because online video viewing is booming.

This year, eMarketer estimates that 66.7% of US Internet users—147.5 million people—are watching video online 
each month. By 2014, that figure is forecast to rise to 77% of Internet users, or 193.1 million people. In the same 
period, online video advertising spending will surge from $1.4 billion to $5.2 billion.

The roots of a content-delivery platform rivaling that of TV are beginning to take hold and will continue to grow 
over the next five years as consumers become comfortable with watching all forms of video content—long and 
short, professional and amateur—on their Internet-connected phones, laptops, desktops, tablets and TVs. Further, 
eMarketer projects significant growth in video viewers across all age groups in part because of how easy it is to share 
content online. But the amount of time baby boomers and seniors will watch online video will be smaller compared 
with their younger counterparts because of their familiarity with traditional TV viewing.

What does this mean for the mortgage industry? We at PROGRESS in Lending believe that if done well, videos 
can be a good tool to keep you informed about new industry developments. To this end, we will be launching our 
new “What’s The Buzz?” monthly video. Please recognize that this new approach to video will not contain tired, 
traditional interviews with a reporter asking a guest some questions, or long-winded monologues where you listen to 
people that call themselves experts, it’ll be a short (5 minutes or less) video that takes you inside the biggest lending 
stories happening right now.

Specifically, I’ll share with you the inside scoop on what the industry really thinks about the latest CFPB rule, or 
that big technology acquisition, or that new product announcement, and so on, and so on. And each video will also 
feature an industry expert sharing the buzz that they’ve been hearing, as well. 

We hope you like this new approach to delivering you the latest mortgage industry thought leadership.

Editor’s NoTeS
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Recovery Tips

We are all familiar with the phrase 
“System of Record.” This phrase 
is naturally applied to loan origina-

tion systems. However, in today’s digital lend-
ing world, that is often not the case. A lender 
can have many systems of record, depending 
on the vendors they rely upon for different 
processes. The problem? Examiners expect to 
electronically access these systems and quickly 
find clarity and data consistency. So where do 
you start?

The digital age has warranted complete 
electronic access to all of your data, and this 
includes investors and regulators. Between DU, 
LP, LEF, HMDA/Fair Lending or other file for-
mats, we are now in an age of loan record level 
compliance. The ancient practice (five years 
ago) of error tolerance built into loan pools is 
long gone, replaced by complete single loan 
analysis with zero error tolerance and full ad-
herence to investor guidelines and compliance 
regulations.

No matter how much you insist on impec-
cable data integrity, most likely you are report-
ing some inaccurate data to your investors or 
regulators. For example, if you are using a third 
party document program, is the APR from the 
loan documents reported to regulators, or does 
your loan origination system store its own cal-
culations which are reported? When the docu-
ment company’s APR is disclosed, it becomes 
the system of record for APR, Rate Spread and 
MDIA.  Additionally, under the newly released 
QM rule, this small difference could trigger 
noncompliance in cases when the APR is close 
to triggering the high cost rules.

Here are my recommendations:
1. Processes Must Insist on One-Time 

Data Entry and Calculation Points 
Errors occur most often when the same 
data must be entered manually several 
times (for example, being required 
by a vendor to manually enter data 
on a website to order a flood, fraud or 
other verification checks). An exam-
iner that sees data fields listed on one 
document or system, and then sees 
them differently on another system, 
is likely to widen their sampling of 
your audit (and your bill.) Select 
vendors based on integration and 
elimination of duplicate data entry.

2. Third Party Verification 
It is common in the industry for 
multiple components of a loan docu-
ment to meet for the first time upon 
merging for the final report. An outside 
source, whether a law firm or an 
automated system, can identify mis-
takes well before a deadline. A required 
independent validation of the loan 
would dismiss buybacks and extended 

Good Compliance 
Requires Good Data
Accurate, centralized pre-funding data will result in more 
confident investors, reduced audit times and more efficient 
responses by your staff.

By Leonard Ryan

The digital age has 
warranted complete 
electronic access to all 
of your data, and this 
includes investors and 
regulators. 

Tomorrow’s Mortgage Executive7



Find Out More Today
1.609.297.4038

info@esignsystems.com
www.esignsystems.com

MERS logo is a registered trademark of MERSCORP, Incorporated in the United States. ACORD logo is a registered trademark of the Association for Cooperative Operations Research and Development. IASA logo is a registered trademark of the 
Insurance Accounting & Systems Association. Inc.  MISMO logo is a registered trademark of MISMO, Inc. Progress in Lending logo is a registered trademark of the Progress in Lending Association. MBA logo is a registered trademark of the Mortgage 
Bankers Association. ©2013 eSignSystems. All rights reserved. eSignSystems, SmartSAFE are registered trademarks or trademarks of Wave Systems Corp. in the United States and/or other countries. A division of Wave Systems Corp.

Whether you are a lender, vendor or IVES participant, 
the eSignSystems’ SmartSAFE™ provides you with an 
industry proven solution to meet your ever-changing 
business requirements. 

SmartSAFE™
Your Secure Compliant eVault for all eSigned 
& eDelivered Mortgage Documents

“New for 2013... 
  eSignSystems® 
  SmartSAFE™ allows 
  organizations to 
  seamlessly and 
  securely eSign 
  IRS form 4506-T!”
                                        ~evo

Are You Ready to Execute & Manage 
Your IRS Compliant 4506-T’s?

You will with SmartSAFE™
by eSignSystems®

eRetention

eSignature

eDeliver

C

M

Y

CM

MY

CY

CMY

K

Full Page - Progress in Lending (p).pdf   1   2/14/13   9:58 AM



Leonard Ryan is president of Laguna Hills, Calif.-based QuestSoft, a provider of automated compliance 
solutions and geocoding services to the mortgage industry. He can be reached at 800-575-4632 or 
leonard.ryan@questsoft.com. For more information, visit www.questsoft.com.

R
ec

ov
er

y 
Ti

ps

audits, thus saving money from unforeseen 
mistakes that a separate set of eyes or a 
technology platform could have detected.

3. Consolidate Vendors 
Compliance issues require that you use 
vendors that have strong integrations. Select 
vendors that address multiple services 
using the same tightly integrated data so 
you can reduce the likelihood of “system 
of record” issues and manual entry.

4. Pre-Funding Correction is Essential 

In accordance with today’s regulations, it is 
not possible to make post-funding correc-
tions to compliance and disclosure issues. 
Insist on data being verified by third parties 
for accuracy and compliance BEFORE 
you are financially liable for these errors.

Accurate, centralized pre-funding data will result 
in more confident investors, reduced audit times 
and more efficient responses by your staff to re-
quests – dramatically reducing your overall cost of 
compliance. ❖

In accordance with today’s regulations,
it is not possible to make post-funding corrections to 

compliance and disclosure issues.
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Your Voice

Mortgage market players weren’t the 
only ones to cheer the other day when 
the Internal Revenue Service finally 

began accepting electronic signatures. Or when 
President Obama put his John Hancock to leg-
islation averting the country’s plunge over the 
economic fiscal cliff while on vacation in Ha-
waii. The nation’s forests also could be heard 
applauding the two events, possibly even more 
loudly.

Lenders, servicers, title agents and espe-
cially technologists hailed the IRS decision 
as the last domino that had to fall into place 
to finally boost e-mortgage commerce into 
the mainstream. IRS Form 4506-T has long 
been the last remaining 
document in the loan 
application process that 
could not be signed 
electronically.

And since every 
child is taught that 
anyone can grow up 
to be the Commander 
in Chief of the Great-
est Country on Earth, 
that the President has 
signed legislation from 
afar and the world 
didn’t implode was just 
icing on the e-commerce cake. Now the masses 
will finally see that electronic signing is not 
some communist plot. If the President can do 
it, everybody else can, too.

Forests, meanwhile, blew a great sigh of 
relief. That big wind you felt were trees, all 
exhaling, knowing that they wouldn’t end up as 
nothing more than a mound of paper mortgage 
documents. After all, most wood specifies have 
aspirations to grow up to become nothing less 
than strapping 2-by-4s, not spindly 8½ -by-11s.

But not so fast. I hate to be a naysayer, 
but consumers still have to embrace paper-

less – and there’s no hard evidence they will. 
Sure, there will be the “pioneers,” the young 
home buyers who have lived e-lives all their 
lives and will see nothing unusual about doing 
everything on line. But most of us still have a 
hard time coming to grips with the notion there 
will be nothing to grip. There will be no paper 
trail, only perhaps a thumb drive where their 
precious loan docs are stored. If you remember 
how hard it was to find where you stuck your 
mortgage papers 10 years after the fact, think 
how hard it is going to be to find a tiny USB 
flash drive.

But there’s also another group of profession-
als to consider – real estate agents. They are the 

forgotten element, and 
they aren’t too keen on 
paperless either, at least 
not if a discussion the 
other day on the popu-
lar real estate social 
network ActiveRain is 
any indication.

Jared Christiansen, 
a Century 21 agent in 
Ft. Wayne, Ind., led off 
by saying “paperless is 
over-rated.” Christian-
sen said he’ll still use 
his I-Pad to watch mov-

ies and play games. But when it comes time to 
put signature to form, he and his clients will 
continue to use a pen.

What followed was a cascade of negativity. 
Sure some contributors scoffed at Jock Jared, 
but most were in his camp.” Everything gets 
scanned and put in a file on my computer, but 
if something is signed, I have a paper copy,” 
said William Buddy Scott of Right Choice Re-
alty in Ft. Myers, Fla. “It doesn’t hurt to have 
a backup.”

“Everything is backed up, not on digital 
media. No, not around here,” said Mike Coo-

Paperless Is Over-Rated
Lenders, servicers, title agents and especially technologists hailed 
the IRS decision as the last domino that had to fall into place to 
finally boost e-mortgage commerce into the mainstream, but is it?

By Lew Sichelman

Everything gets 
scanned and put in a 
file on my computer, 
but if something is 
signed, I have a paper 
copy. It doesn’t hurt to 
have a backup.
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Lew Sichelman has been covering the housing and mortgage markets for more years then he cares to 
remember, starting as real estate editor at the long defunct Washington Daily News and Washington Star 
newspapers and finishing with a three-decade stint with National Mortgage News. His weekly column, The 
Housing Scene, is syndicated to newspapers throughout the country.
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Group in Winchester, Va. “I use more paper 
today then before my office went paperless,” 
Paul Henderson, a RE/MAX agent in Tacoma, 

Wash., chimed in. “I would never want to go 
paperless,” added Mary Hutchison of Better 
Homes and Gardens in Prairie Village, Kan. 
And Lora Stern, an agent with Coldwell Bank-
er in Rockwell County, N.Y., said, “I love the 
idea of electronic filing but I still absorb things 
best when I see that paper in front of me.”

There’s much more. Nearly 100 agents 
weighed in. But the point – or better yet, the 
question – here is this: If most home buyers 
follow the recommendations of their real es-
tate agents, will they, too, balk at electronic 
mortgages? I’m just sayin’. ❖

A Realtor said he’ll 
use his I-Pad to watch 
movies and play games. 
But when it comes time 
to put signature to form, 
he and his clients will 
continue to use a pen.

Follow Us On Twitter @engageprogress
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According to CoreLogic, there were 61,000 com-
pleted foreclosures in the U.S. in January 2013, down 
from 75,000 in January 2012, a year-over-year de-
crease of 17.8 percent. On a month-over-month basis, 
completed foreclosures rose from 56,000 in Decem-
ber 2012 to the January level of 61,000, an increase 
of 10.5 percent. 

As a basis of comparison, prior to the decline in 
the housing market in 2007, completed foreclosures 
averaged 21,000 per month between 2000 and 2006. 
Completed foreclosures are an indication of the total 
number of homes actually lost to foreclosure. Since 
the financial crisis began in September 2008, there 
have been approximately 4.2 million completed fore-
closures across the country. 

Approximately 1.2 million homes were in some 
stage of foreclosure in the U.S., known as the fore-
closure inventory, as of January 2013 compared to 
1.5 million in January 2012, a 21 percent year-over-
year decrease. This was the 15th consecutive month 
with a year-over-year decline. Month over month, 
the foreclosure inventory was down 3.3 percent from 
December 2012 to January 2013. The foreclosure in-
ventory as of January 2013 represented 2.9 percent of 
all homes with a mortgage compared to 3.5 percent 
in January 2012.

“The backlog of distressed assets continues to fade 
as the foreclosure inventory has fallen to a level not 
seen since mid-2009, with less than 3 percent of all 
mortgages in foreclosure,” said Mark Fleming, chief 
economist for CoreLogic. “The improvement is 
widespread as only six states and 13 of the largest 
100 metro areas had an increase in the foreclosure 
rate year over year.” 

“We still have over a million homes in some stage 
of foreclosure which is too high, but the continuing 
downward trend in completed foreclosures is a very 
positive signal that there is a light at the end of the 
tunnel,” added Anand Nallathambi, President and 
CEO of CoreLogic. “We expect this trend will con-
tinue in 2013 as the housing market stabilizes and 
purchase activity picks up.” ❖

Market Pulse

light At The end Of The Tunnel

 
Figure 2 – Foreclosure Inventory as of January 2013 

 
Judicial Foreclosure States vs. Non-Judicial Foreclosure States

 

 
 
 
 

  

 Figure 1 – Number of Mortgaged Homes per Completed Foreclosure
 Judicial Foreclosure States vs. Non-Judicial Foreclosure States (three-month moving average)
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Process Improvement

In my last column I talked about the Consumer 
Finance Protection Bureau’s (CFPB) qualified 
mortgage (QM) ruling. My thought on that 

was that the QM rule can open the door to future 
innovation and a more automated mortgage pro-
cess if lenders open their minds a bit. Now the 
CFPB is at it again, only this time they are taking 
on servicing. While all mortgage servicers are 
facing challenges in staying compliant with the 
industry’s many changing regulations, the nature 
of those challenges vary by the organization’s 
size and require varying solutions.

The difficulties that larger servicers tend to 
face are in the area of capacity, while small to 
midsize servicers are more likely to be challenged 
by their compliance processes. These challenges 
have become very apparent with the growing fo-
cus regulators have been placing on servicers’ op-
erations. The most recent change results from the 
final announcement of CFPB servicing standards 
made on January 16, 2013 that will go into effect 
on January 10, 2014.

Servicers have been watching regulators in-
tently, trying to predict changes and adapt accord-
ingly. The larger servicers have greater resources 
for implementing compliant processes, but from 
all indications, will need help in managing capac-
ity issues. The rest, however, will likely encounter 
challenges in implementing compliant processes 
and are expected to need help from consultants 
and outsource providers if they hope to minimize 
difficulties.

Certainly, recent directives from the CFPB 

regarding mortgage servicing standards require 
significant changes in procedures, and servicers 
will need to take measures to make sure their 
technology is managing those changes efficiently, 
according to Bill Garland, Executive Vice Presi-
dent with Decision Ready Solutions, Inc. “To 
ensure compliance, servicers will need to monitor 
and measure many new process points. The cur-
rent technology doesn’t have that functionality,” 
Garland says.

Servicers typically have different systems for 
groups internally, and they’re not connected. 
That makes for a very inefficient review process 
where the reviewer is required to go back and 
forth between different management systems, 
he explains. Decision Ready’s cloud computing 
platform gives servicers the ability to consolidate 
all the data from their current systems in order 
to provide the transparency, reporting and score-
carding the regulations require, Garland says. “It 
can be viewed as a layer of technology overlaying 
current servicing applications that gives servicers 
the ability to measure compliance and monitor 
performance,” he notes.

The new servicing rules place increased scru-
tiny and requirements on things like monitoring 
and reporting escrow analysis, ARM processing 
and forced placed insurance, Garland says. “Ef-
fectively managing single point of contact and 
single path processing through loss mitigation 
and foreclosure processing isn’t accommodated 
by current technology,” he adds. Vendor manage-
ment is another challenge as regulators require 
servicers to prove they are managing their ven-
dors properly. For example, last year the FHFA is-
sued a directive requiring increased involvement 
of the servicer in managing designated counsel, 
Garland says.

Loren Morris, Senior Vice President, General 
Counsel & Chief Compliance Officer for Retreat 
Capital Management, added, “Providing a consis-
tent set of servicing rules is the best way to set 
borrower expectations and provide for servicer 

The CFPB Just Doesn’t Stop
With the QM rule behind us, the CFPB is now going after servicers 
as well. Is technology enough to keep servicers compliant?

By Tony Garritano

Providing a consistent set 
of servicing rules is the 
best way to set borrower 
expectations and provide 
for servicer consistency.

Tomorrow’s Mortgage Executive17



The information provided here is for dissemination to and for the use of real estate and financial business entities only and is not an advertisement for the extension of credit to consumers.

Visit docvelocity.com/info  
or call (877) 362-8356.

Add a new dimension  
to closing loans... 

collaboration
Picture a Web-based “paperless office” that serves  
as an end-to-end document management tool for  
brokers and correspondents– actually reducing costs,  
saving time, increasing efficiencies, and reducing  
bottlenecks in the loan process. 

Put DocVelocity in the picture and your  
customers will thank you for helping them  
take the work out of paperwork.



consistency. However, there can be execution chal-
lenges and unintended consequences, especially for 
smaller servicers. For example, the requirement to 
consider the borrower for all loss mitigation op-
tions—even those not requested or qualified for—
and not being able to file the first foreclosure notice 
or action until a borrower is 120 days delinquent 
could push already lengthy foreclosure processes 
out further in states trying to trim foreclosure time-
lines.

“While the exemption threshold for small ser-
vicers of 5,000 loans or fewer will assist some, it 

still does not exempt all institutions that will be 
challenged by the processes and technology change 
required,” continued Morris. “Those institutions 
with 6,000 or 7,000 loans are still relatively small 
by comparison to the largest servicers that have 
had the benefit of executing against the national 
mortgage servicing settlement, which incorporated 
many similar requirements.”

What do the new rules really mean? First, The 
“Regulation X” final rule implements parts of the 
Dodd-Frank Act that cover servicers’ obligations to:
>> correct errors asserted by borrowers;
>> provide certain information requested by bor-
rowers; and
>> provide protections to borrowers in connection 
with force-placed insurance.
This final rule also addresses servicers’ obligations 
to:
>> establish reasonable policies and procedures that 
increase servicer responsiveness and accuracy;
>> provide information about loss mitigation op-
tions; and
>> establish policies and procedures for providing 
borrowers in trouble with continuity of contact with 
servicer staff; and
>> evaluate borrowers’ applications for available 
loss mitigation options.

Second, the “Regulation Z” final rule implements 
parts of the Truth in Lending Act that cover:
>> initial rate adjustment notices for adjustable-rate 
mortgages,
>> periodic statements for residential mortgage 
loans,
>> prompt crediting of mortgage payments, and
>> responses to requests for payoff amounts.

It also amends current rules about the scope, 
timing, content, and form of disclosures to consum-
ers about interest rate adjustments of variable-rate 
mortgages.

So, can technology truly help servicers comply 
with these new standards? “The Industry has been 
preparing for the new rules for some time now and 
the initial rules that were sent out in preparation 
have not really deviated from the final rules,” an-
swered John Vella, COO of Equator. “Even though 
these rules won’t come as a surprise, servicers will 
still need to make some significant changes to the 
way they conduct business. The good news is that 
with the timing of enforcement in January 2014, 
servicers have adequate time to properly implement 
any changes that will enable them to meet the new 
requirements, whether that involves changes to 
technology, policies or reporting.

“The dual tracking requirements will be a big 
issue for servicers as they could elongate foreclo-
sure timelines and increase servicers’ expenses to 
conform to the requirements. The notification to 
borrowers on rate adjustments and loss mitigation 
activity is fairly common practice and a good one 
that benefits all parties,” Vella noted.  

However, several of the best practices that have 
been required by the new rules have already been 
implemented by several servicers over the past few 
years, based on previous findings in the industry. 
“The servicers that have set up their technologies, 
policies and processes to follow these types of best 
practices will not have as big an adjustment as those 
who have been waiting for a mandate to update their 
practices,” pointed out Vella.

“Technology has made a huge difference when it 
comes to implementing changes, and while several 
servicers are ready, others have a lot of catching 
up to do. Servicers using … technology will find it 
simpler to stay compliant with the timelines and the 
various new CFPB rules.”

Here’s hoping that servicers lean on the technol-
ogy out there to help them navigate these new stan-
dards. It can and should be done. ❖

Technology has made a huge 
difference when it comes to 
implementing changes, and 
while several servicers are 
ready, others have a lot of 
catching up to do.
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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

In a perfect world, decision-making would 
be an organized and predictable process: we 
could gather all the information necessary 

to make a sound decision, get others’ opinions 
and input; then we would weigh our options 
and choose the best possible path. This works 
in situations where there is plenty of time and 
plenty of data available. Unfortunately, in the 
“real” world, we are all often called upon to 
make decisions in the heat of a moment and 
without all the data and information that could 
be helpful. In these situations, the required 
technique is to accept a certain amount of risk 
and try to choose the “most likely” to succeed 
or the least objectionable solution and move 
forward. There will be increased risk when you 
have to make choices and decisions without 
knowing all the facts. It is important to learn 
how to make choices and decisions under a 
variety of conditions since the perfect circum-
stance seldom arises.

Rushing to decisions Groups sometimes rush 
into decisions without considering all the facts 
or gathering needed data.  Leaders who want 
input from their group should never start a 
decision-making discussion by saying “Here’s 
what I think.  Now, what’s your opinion?”  Hav-
ing declared their own views, they may not get 
much disagreement.  Whenever a team seems 
to be making a hasty decision based on hunch-
es, assumptions, or past personal experiences, 
someone needs to slow down the process.

Analysis Paralysis The opposite of rushing to 

conclusion is to spend so much time gathering 
and analyzing data that nothing ever happens.  
While using data is important, groups seldom 
have all the data that they could possibly wish 
for on a subject.  The key is to identify the 
critical information needed and not waste time 
collecting data that is only marginally useful. 

In his book Blink, Malcolm Gladwell ad-
vised us to place faith in intuition based on 
experience in deciding many things quickly. 
Now, Michael Mauboussin, with his book 
Think Twice, makes the case for a more careful 
approach, suggesting that we place too much 
emphasis on intuition and personal experience 
as opposed to the “wisdom of crowds,” math-
ematical models, and systematically-collected 
data. Should we be spending more time exam-
ining our true decision-making abilities and 
the things that influence our results, i.e., more 
time “thinking twice” than “blinking”? What is 
the right mix between intuition and analysis? 
What do you think? Recently in a presentation 
IBM stated that 1 in 2 business leaders say they 
don’t have access to the information they need 

Data-Driven Decision Making
The process of turning data into meaningful information that lenders 
can use to improve the overall effectiveness of the organization.

By Roger Gudobba

Nothing will test your 
leadership mettle more 
than your ability to make 
decisions.
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to do their jobs and 1 in 3 business leaders frequently 
make decisions on information they don’t trust or 
don’t have. The one thing everyone has in common 
is the undeniable fact we’ve all made our fair share 
of regrettable decisions. 

‘The biggest change facing corporations is the ex-
plosion of data. The best business is in helping cus-
tomers analyze and manage all that data.’ says David 

Grossman, a technology analyst at Stifel Nicolaus.
Collecting data is not enough The drive to help 

companies find meaningful patterns in the data that 
engulfs them has created a fast-growing industry in 
what is known as “business intelligence” or “analyt-
ics” software and services. You have to be relentless 
in your efforts to make decisions based on facts, 
rather than to rely on gut instincts or experience.

 ‘Most companies have massive amounts of data at 
their disposal, yet fail to utilize it in any meaningful 
way. But a powerful new business tool - analytics - is 
enabling many firms to aggressively leverage their 
data in key business decisions and processes, with 

impressive results.’ From the book- Analytics at 
Work: Smarter Decisions, Better Results

Erik Brynjolfsson, economist at the Sloan Schol 
of Management, MIT reported recently that “Orga-
nizations that adopted data-driven decision making 
achieved productivity that was 5 to 6 percent higher 
than could be explained by other factors, including 
how much the companies invested in technology.” 
In the study, based on a survey and follow-up inter-
views, data-driven decision making was defined not 
only by collecting data, but also by how it is used 
— or not — in making crucial decisions. The central 
distinction, according to Mr. Brynjolfsson, is be-
tween decisions based mainly on “data and analysis” 
and on the traditional management arts of “experi-
ence and intuition.” It’s never pure technology that 
makes the difference, its reorganizing things — how 
work is done.

The data challenges Companies are swimming, 
if not drowning, in wave after wave of data. Yet the 
data explosion is also an enormous opportunity. In-
formation overload is a headache for individuals and 
a huge challenge for businesses. In a modern econ-
omy, information should be the prime asset — the 
raw material of new products and services, smarter 
decisions, competitive advantage for companies, and 
greater growth and productivity. 

“That means looking at the factors that drive per-
formance and productivity: Mission Goals, Financial 
Objectives, Operational Requirements and bringing 
them together for a full picture of performance and 
productivity.” as reported at the IBM Business Ana-
lytics Government Forum in 2011. ❖

Roger Gudobba has over 25 years of mortgage experience. He is CEO at PROGRESS in Lending and Chief 
Strategy Officer 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.

Acknowledge that the work 
is never done, it is iterative 
and will continue.
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Just like in the mortgage industry, we’ve 
seen a dramatic transformation in marketing 
over the past 10-12 years, and perhaps none 

has impacted the discipline more profoundly than 
the changes in recent years. What has changed ex-
actly? Buyers are now in control of when and how 
they access information during the purchase pro-
cess. At the same time, marketers are constrained 
by tight budgets while charged with longer to-do 
lists, including the need to interact with prospects 
and customers across a dizzying array of chan-
nels. And at the end of the day, marketers are 
more accountable than ever for revenue.

All of this adds up to numerous challenges – 
and new opportunities, according to an eBook 
that I recently read called “Going from Good to 
Great Marketing” by a company called Marketo. 
However, hope is not lost. The eBook stresses that 
with the right attitude and approach in this new 
world, marketers can make the leap from aver-
age to high performing. In particular, this eBook 
outlines the trends impacting today’s marketers, 
explains what separates the most effective mar-
keters from the rest of the pack, and introduces a 
new ecosystem that all marketers can tap into on 
their journey from good to great.

So, let’s start at the beginning, without a doubt, 
today’s buyers are in control. Based on significant 
research, Forrester has found that buyers seek 
out 3 pieces of content about a vendor for every 
1 piece sent by a marketer, and for every 1 piece 
sent from sales. They also engage with potential 
solution providers through 3-5 different channels. 
As a result, it’s incumbent upon marketers to de-
liver relevant content in the channels where buy-
ers spend time. Without a doubt, this dramatically 
complicates the job of marketers.

Further complicating matters is the fact that 
marketing resources are tighter than ever. In its 
latest annual survey into marketing budgets, For-
rester found that the average marketing budget 
for B2B marketers is about 2% of revenue. This 
is compared to 7-8% in 2005. While budgets are 

finally starting to rise, they’re doing so slowly. 
As a consequence, headcount remains stagnant, 
burdening the same number of people to handle 
a growing number of activities. The challenge 
becomes finding new ways to navigate this new 
landscape with a reduced team and lack of budget.

Additionally, marketers are increasingly being 

asked to show results for their lead generation and 
nurturing efforts. As a result, 22% of budgets, on 
average, are now allocated to demand manage-
ment, illustrating that marketers are understand-
ably feeling this pressure. Forrester refers to this 
as Lead-to-Revenue Management, where mar-
keters understandably feel more accountable for 
revenue performance. While revenue has always 
been a top-of-mind issue for marketing execu-
tives, they largely haven’t had the means to mea-
sure marketing’s impact on revenues and in turn 
make incremental changes to improve results. 
Now they do.

So, buyers are in control, budgets are tighter, 
marketing is working with fewer resources, and 
marketers are under pressure to impact the top 
line. All of these changes have led to a transfor-
mation of the marketing, sales and buying funnel. 
In the past, marketing used to focus on activities 
at the top of the funnel, driving awareness and 
interest until sales took over. Now marketers have 
more responsibilities and impact further along in 
the funnel, because buyers aren’t ready to talk to 
sales so early in the process.

What does this really mean? It means mar-
keters are faced with the opportunity to achieve 
greater results because they have more control 

Business Strategies
Times Have Certainly Changed
Today marketing resources are tighter than ever. However, that 
doesn’t mean that your marketing efforts can’t be super successful.

By Michael Hammond

Content managers and 
directors are needed to 
develop engaging content 
that moves buyers through 
the purchase process.
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and influence over the marketing funnel. This is a 
tremendous change from marketing being defined as 
a cost center, and with numerous advances in mar-
keting technology, you can be more efficient and tie 
efforts to revenue. But it’s not about doing market-
ing the same way as it’s always been done. It’s about 
changing the approach and view of the marketing 
job, customers, colleagues, and peers. Ultimately, 
it’s about marketers being a fundamental driving 
force in their organizations. It is about going from 
being just “good” to being “great.”

So, that’s the basic landscape that we’re all deal-
ing with, but what does it look like to go from good 
to great? Fortunately, marketers can follow in the 
footsteps of those who have already made the shift. 
In a May 2012 survey of 400 companies, Marketo 
found that those companies who are the farthest 
along the marketing maturity curve are achieving 
tremendous results on their revenue plans. Spe-
cifically, organizations that still rely on traditional 
marketing methods see marketing contribute about 
18% to revenues. While this is respectable, it pales 
in comparison with companies that have embraced 
Revenue Performance Management. 

According to Forrester, the companies that have 
successfully made the shift to align with the new 
buying funnel have organized their go-to-market 
and lead-to-revenue processes around buyers. Com-
panies must develop buyer personas and learn about 
buyer behaviors as they become aware, discover, 
evaluate, purchase, and deploy products and ser-
vices. With this insight, marketers are able to answer 
buyers’ questions to shepherd them through each 
stage of the buying process.

While these successes are inspiring, there’s no 
doubt that this transformation is challenging – espe-
cially since marketers need to undergo it in times of 
great stress. Even those that have made the transfor-
mation and are meeting or exceeding ROI expecta-
tions, 80% feel they can do even better. But they are 
finding it difficult because of pressure to go faster.

As a modern marketer, you will need to:
• Be accountable for revenue
• Adopt a buyer-centric mind-set
• Build new, repeatable processes around lead 

nurturing
• Hire for or creating new roles and skills
•  Measure against new metrics
• Collaborate at new levels with sales

• Automate processes
But when it comes to transformation, marketing 

must address two aspects of change: leading change 
and managing change. Forrester outlines factors to 
take into consideration when leading change:

1. Establish a sense of urgency
2. Create a guiding coalition and encourage 

buy-in by engaging executive support
3. Develop and communicate a change vision
4. Empower broad-based action by removing 

barriers and giving employees the freedom to 
address new challenges

5. Generate short-term wins that fuel willing-
ness and desire to change

6. Consolidate and continue
7. Institutionalize new approaches
In terms of managing change, marketing must ad-

dress its people, its processes, and other people. The 
new focus for everyone on the marketing team is the 
buyer’s journey and how to contribute to revenue. 
To create a new mind-set, you need to not only re-
ward your teams for success on traditional metrics, 
such as number of click-throughs or trade show 
leads, but you also need to reinforce new goals, such 
as marketing’s contribution to pipeline.

Marketers also need new analytical skills so they 
can use data and analytics to make more informed 
decisions for continual improvement. Achieving 
this goal may mean bringing new people on board or 
developing your current team’s skills.

As the buyer’s journey continues to evolve, you 
need to create a significant new role around content. 
Content managers and directors are needed to de-
velop engaging content that moves buyers through 
the purchase process.

As marketers engage with prospects further along 
the funnel, they must nurture them until they’re 
ready to talk to sales. Lead nurturing needs to be im-
plemented as part of lead-to-revenue management.

At the same time, you must move beyond measur-
ing volume to measuring the velocity and value of 
the pipeline. As part of that, you have to look beyond 
lead acquisition and conversion to measure progress 
at all relevant phases. To reach today’s buyers, mar-
keters need to launch new marketing programs and 
may need to engage differently with the product 
management and sales teams during the process. So, 
use these tips, transform your marketing strategy 
and close more deals. ❖

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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velocity and value of the pipeline. As part of that, you have 

to look beyond lead acquisition.
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There’s no denying that the world is going mobile. Consumers are conducting more and 
more business from their mobile devices. Lenders are also looking to make the move to 
mobile. As a software vendor, one of the first questions that we get asked is whether our 
products will work on a tablet. Although Data-Vision specializes in utilizing the Internet 
for our Software as a Service applications, this question was not always easily answered. 
While our LoanQuoter point-of-sale product is browser based and will run from virtually any 
platform, our RemoteDoc document delivery product was a different story. RemoteDocs 
utilizes a virtual printer to create packages and that printer was designed specifically to 
run on Windows devices. This dichotomy is the biggest hurdle that lenders face in trying 
to make the move to mobile. Although many new products are being designed with mobile 
in mind, the majority of legacy applications still need to be run on a desktop. On February 
9, 2013 Microsoft bridged that gap when they released the Microsoft Surface Pro. The 
Surface Pro is a fully functional Windows 8 machine with the form factor and touch screen 
of a tablet. But don’t let looks fool you. With an Intel i5 processor, 4GB of Memory and 
128GB of storage space this new device is more of a PC or ultrabook than it is a tablet. 

The Tablet That Means Business
I honestly believe that the Surface Pro could be a 
real game changer for the Mortgage industry.

The timing was perfect for me. My aging laptop was in need of replacement and I was intrigued by the possibility 
of moving to a single mobile device for both office and travel. So I took the plunge and ordered the Surface Pro 
128. Upon unpacking my new device I was pleasantly surprised by the quality of it. The Surface Pro is made from 
a magnesium alloy and has a very sturdy feel. There is also a kickstand on the back that flips out to allow you to 
place the tablet on a desktop or table. At two pounds, it was a little heavier than my current tablet but far lighter 
than the laptop I have been carrying around. The dimensions of the Surface are also a little unique. At 10.8 x 6.8 
by .53 inches the Surface Pro looks more like a small widescreen monitor or television than a traditional tablet. But 
as soon as I clicked on the magnetic full touch keyboard, it began to resemble a smaller version of my laptop.  

By Randy Schmidt
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I turned on the device and was im-
mediately impressed with the stun-
ning display. Although the 10.6 inch 
display is a little small for full time 
use, the 1,920 x 1,080 pixel resolution 
delivers true HD quality making all 
text and graphics crisp and bright. The 
touch screen was quick and respon-
sive incorporating all of the swipes 
and gestures that I have come to know 

from my phone and other tablets. By 
hooking up a docking station through 
the USB 3.0 port on the Surface, I was 
able to attach a full size keyboard, 
mouse, Ethernet connection, printer, 
scanner, speakers and dual monitors 
making this a true desktop replace-
ment machine for my office environ-
ment. When it comes time to leave the 
office, all I have to do is unhook one 
cable and attach the magnetic key-
board and I have a portable device, 
which can function as both laptop and 
tablet.

My next order of business was 
to start adding all of my software. 
Since the startup brings you to the 
Windows 8 start screen utilizing live 
tiles, I decided to visit the Windows 
store and see if my favorite tablet ap-

plications were available. Although 
the Windows store isn’t as robust as 
either the Apple or Android stores, I 
was able to find many of the tablet ap-
plications that I use when travelling. 
I downloaded and installed tablet ap-
plications for my Kindle reader, Pan-
dora, USA Today, Facebook, Twitter, 
ESPN, Netflix, Hulu Plus, Skype and 
a couple of games.

With the personal stuff out of the 
way, it was now time to get down 
to business. I switched over to the 
desktop view and began to install and 
configure my daily applications. In-
ternet Explorer was already installed 
as the default web browser but I also 
installed Firefox and Chrome to allow 
for full testing of our Web applica-
tions. I then installed Microsoft Of-
fice (including full versions of Word, 
Excel, PowerPoint and OneNote), 
Outlook, Project, GoToMeeting, and 
a host of other software. They all 
seemed to install fine and run as ex-
pected.  

With all of the standard software 
loaded the only thing left was to try 
our own software. I figured that if 
anything could go wrong, now would 
be the time for it to happen. As I 
mentioned earlier, our RemoteDocs 
document delivery software creates a 
virtual printer that you can use to print 
documents from within your Loan 
Origination System or any other Win-
dows application and send those doc-
uments to anyone through our secure 
servers. Given that the underlying op-
erating system was Windows 8 I felt 
fairly confident that everything would 
work but I held my breath anyway as 
I started the install. A few clicks later 
everything was installed and worked 
perfectly.

After a short learning curve of fig-
uring out the nuances of the touch in-
terface of Windows 8, I spent the next 
week happily using my new device as 
my only machine. By totally replacing 
both my previous laptop and tablet, I 
figured I could quickly determine the 
strengths and weaknesses of the Sur-
face Pro. While the Surface Pro isn’t 
the best tablet or for that matter the 
best laptop that I have ever used, it is 
the only device that lets me do both 

with the power and speed to which I 
have become accustomed.

As a desktop device I have abso-
lutely no complaints. When hooked to 
my docking station, I have a powerful 
office computer that makes me forget 
its diminutive size. But the main rea-
son I purchased this wasn’t to leave 
it sitting on my desk. I wanted to see 
how it would perform out in the real 
world. I unhooked the USB cable, 
attached the magnetic keyboard and 
headed out the door. 

As a tablet or mobile device, the 
first thing I noticed was my lack of 
Internet connectivity. My previous 
tablets all had cellular data connec-
tions that allowed me to use them 
anywhere. The Surface Pro on the 
other hand only connects through Wi-
Fi. Luckily my phone has the option 
of doubling as a Wi-Fi hotspot. After a 
few taps on my cell phone, I was back 
in business. I’m still trying to decide if 
this is a benefit or drawback. On one 
hand there are a few extra clicks on 
my phone that are needed whenever 
I want work somewhere there isn’t a 
Wi-Fi connection. On the other hand 
by connecting through my phone 
there is only one data plan that I have 
to be concerned with.

While out of the office, I put the Sur-
face through its paces. I checked and 
replied to e-mails, worked on a couple 
of spreadsheets, got caught up on the 
daily news and even read a chapter 
of my favorite eBook on my Kindle 
reader. Everything worked flawlessly. 
My only concern going forward is the 
Surface Pro’s battery life. Because of 
its full-blown processor and HD dis-
play, I was only averaging about four 
and a half to five hours of work before 
I needed to reconnect the power cable. 
While that was slightly better than I 
was getting out of my previous laptop, 
it was far short of what I was getting 
from my tablet. Given all that I was 
able to do with this device, I suppose 
that’s a tradeoff I can live with.

At $999 for the 128 GB model 
and another $129 for the magnetic 
keyboard cover, the Surface Pro is a 
little pricier than either a comparable 
laptop or tablet. But given that it is a 
reasonable replacement for both it is 

Although many 
new products 
are being 
designed with 
mobile in mind, 
the majority 
of legacy 
applications still 
need to be run 
on a desktop. 
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actually less expensive than buying 
one of each.

In conclusion, I am very happy 
with my purchase. I honestly believe 
that the Surface Pro could be a real 
game changer for the Mortgage indus-
try. By equipping their loan officers 
with Surface Pro tablets, lenders can 
give their originators the convenience 
and portability of a tablet while still 
maintaining the power and ability to 
run all of their legacy applications. By 
not having to learn different versions 
of their software, loan officers can 
be much more productive and offer 
borrowers a much more personalized 
level of service.  It also makes sense 
from an IT perspective. The Surface 

Pro will work seamlessly with your 
existing infrastructure and your IT 
department won’t have to worry about 
maintaining security across multiple 
platforms. Disk encryption, password 
rules and other security features are 
already in place. And the best part is 

that by utilizing your existing pro-
grams you won’t have to worry about 
how to transfer data from one device 
to another.  

From my perspective, the Surface 
Pro is a tablet designed with business 
in mind. ❖

By equipping their loan officers with Surface Pro tablets, 
lenders can give their originators the convenience and 

portability of a tablet while still maintaining the power and 
ability to run all of their legacy applications.  

About the Author
Randy Schmidt is President of Data-Vision, Inc. and is 
responsible for overall operation and strategic planning for 
the company. In 1993, Randy co-founded Data-Vision, Inc., 
in Mishawaka, Indiana as a Web design company. He then 
combined his previous mortgage experience with Internet 
knowledge to bring the speed, power and availability of the 
Internet to the Mortgage industry. He can be reached at 
rschmidt@d-vision.com.
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our next generation LOS.  800.460.5040 • www.mortgagebuilder.com

Architect, Mortgage Builder’s 

next generation LOS, is an  

all-inclusive residential lend-

ing solution that manages 

your loans from prequalifica-

tion through interim servicing 

and delivery.  Built with the  

latest technology, Architect  

offers browser based access in 

the cloud and expanded applica-

tion enhancement capabilities.  
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our clients and the industry forward.  
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By Kamal Shah and Michael DeLapa

Everything is going mobile 
these days. If your business is 
thinking of joining the trend here 
are five key considerations.

Thinking of 
Moving to 
Mobile?

Today’s mobile revolution 
promises to be as impor-

tant for business as comput-
ers were in the 1980s, the Web 
in the 1990s, and software as 
a service (SaaS) in the 2000s. 
Today’s mobile phone is a 
computer, a still camera, a 
video recorder, a tape record-
er, a barcode scanner, a fax 
machine, a web-device, and 
a collection of software ap-
plications fully integrated with 
your back-office systems. It’s 
been widely reported that the 
average smart phone today 
has far more computing pow-
er than Apollo 11 did when it 
journeyed to the moon.
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As a consequence, mobile smart-
phones and tablets offer profoundly 
exciting opportunities for transforming 
business operations for mortgage ser-
vices. By leveraging the power, conve-
nience, and usability of next generation 
mobile devices, mortgage companies 
and service providers can improve the 
quality of the data they gather, drive ef-
ficiency and productivity, and standard-
ize processes to minimize risk and meet 
compliance targets. And this is just the 
beginning.

Consider the trends:
• The Internet is everywhere, over 

Wi-Fi or cell. More than 94% of 
the U.S. and 72% of Europe now 
has broadband Internet coverage.

• Smart phones and tablets are ex-
ploding in numbers. Half of all 
adult Americans now own either 
a tablet computer or a smart-
phone.

• Global Internet usage will more 
than double by 2015, and most 
of these users will be mobile.

• According to IDC, worldwide 
IT spending in 2013 will exceed 
$2.1 trillion. “The biggest driver 
of that growth will be mobility. 
Sales of smart mobile devices 
including smartphones and tab-
lets will grow by 20%, generate 
20% of all IT sales, and drive a 
whopping 57% of all IT market 
growth. Excluding smart mobile 
devices, IT industry growth will 
be just 2.9%.”

• The benefits of mobile are widely 
acknowledged, but how do you 
get started? What things should 
your company take into account 
before going mobile? 

Five Key Considerations
There is an overwhelming amount 

of conflicting information about what 
mobile approach is best, and a sea of 
vendors competing for your attention. 
Here are five key considerations for 
successfully choosing the right mobile 
solution for your business.

1. Is it flexible and configurable? 
Choose a configurable mobile solu-
tion that lets you adapt and optimize 
business processes over time.

2. Does it take advantage of the lat-
est smart phone features? Leverage 
the full power of mobile devices 
for rich data collection, including 
video, photos, text, audio, GPS, 
time stamps, signature capture, and 
other smart phone functionality to 
maximize the productivity of your 
field staff.

3. Is all the data centralized in a single 
repository? Adopt a mobile-cloud 
platform that lets you centralize data 
storage and easily analyze, manage 
and report on that data.

4. Does it integrate with your other 
systems? Ensure that your systems 
integrate via APIs so data flows 
seamlessly from mobile devices to 
your backend systems.

5. Is it cost effective? Consider a soft-
ware-as-a-service (SaaS) solution 
that lets you get started quickly and 
inexpensively, without on-premise 
installation, provisioning, mainte-
nance, or setup.

Now let’s dig into each of these a 
little deeper.

1. Flexibility
To succeed in the mortgage service 
business today, flexibility is critical to 
business agility—the ability to adapt 
quickly to the ever-changing landscape 
of regulations, customer requirements, 
competitors and operational needs. 
A flexible solution is one that can be 
configured and modified on an ongoing 
basis to meet your business needs—for 
both today and the future. It should 
allow you to capture the data that you 
need, customize reports to present the 
data, and specify your unique business 
rules.

Whether you configure it on a mobile 
device or a web browser, it’s got to be 
simple – something that a non-technical 
person can do without requiring a de-
veloper or outside vendor. 

When you acquire a new customer 
with specific data collection or report 
generation needs, or if new compliance 
and regulatory requirements come up, 
you need to be able to adapt your solu-
tion quickly and easily. Being able to do 
so can give you a huge advantage over 
your competitors

2. Leveraging the latest technology
If your business is using multiple de-

vices and applications to collect infor-
mation in the field—paper and pencil, 
laptops and digital cameras, digital 
uploads and spreadsheets—you’ll soon 
feel like your company is stuck in the 

stone age. 
Today’s smart phones keep getting 

smarter and easier to use. New mobile 
touch screens with advanced user inter-
faces make data collection on a mobile 
phone exceedingly easy. And smart 
phones are becoming more and more 
powerful every year. The iPhone 5′s new 
A6 processor, introduced in September 
2012, is twice as fast as the iPhone 4, 
introduced about two years earlier.

To truly transform your business op-
erations, your mobile solution should 
take full advantage of the latest tech-
nological advances, both hardware and 
software. Most solutions provide the 
ability to capture data through standard 
inputs like dropdown lists, check boxes 
and text fields—that’s old school. You’ll 
want a more feature-rich solution that 
lets your mobile workers:

Today’s mobile 
revolution 
promises to be 
as important 
for business as 
computers were 
in the 1980s, 
the Web in the 
1990s, and SaaS 
in the 2000s.
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The 
 intelligent   
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is agile &
responsive.

process · analytics · technology

Genpact powers mortgage lenders with transformative 
process solutions that reduce cycle times through 
stronger operational performance.  Our Quantum 
Mortgage Operating System (MOS) employs a data-
centric approach to process orchestration, trimming 
workloads, decreasing compliance costs, 
reducing loan approval times and driving home 
stronger revenue.

To find out more about powering the intelligent enterprise, contact 
Kathleen Garlasco at 860.653.3883.



• Capture data visually with pho-
tos and video

• Capture descriptions with voice 
notes in addition to long form 
text

• Automatically attach GPS loca-
tions and date/time stamps to all 
information

• Support real-time communica-
tion and sharing over Wi-Fi, 3G 
and 4G

• Display geographic data on 
maps and provide driving direc-
tions

• Support signature capture, bar 
code scanning and other next 
generation inputs

Solutions that leverage these fea-
tures today are also well positioned to 
take advantage of the other amazing 
advances we’re going to see in mobile 
technology over the next few years.

3. Secure, centralized storage
Collecting this vast array of informa-
tion via mobile devices is great, but 
if it’s scattered through a variety of 
systems—e-mails, text messages, 
documents and shared drives—it be-
comes a nightmare to manage. Your 
new technology may have made things 
worse, not better. Whatever solution 
you choose should ensure that mobile 
data is captured and stored in a central-
ized, structured, and secure way.

If mobile phones are the worker 
bees collecting the data in the field, 
the centralized database is the hive. A 
powerful mobile application needs to 
be paired with powerful, cloud-based 
services, centralized data storage and 
easy to use web-based applications to 
access that data from any computer or 
device. This combination allows for 
real-time uploads and data synchro-
nization, centralization of data from 
multiple devices into a single database, 
and rich data management, editing, re-
porting, and analytics.

Web-based interfaces, coupled with 
robust security, make it easy and safe 
to grant users access to data anywhere 
and anytime. You should look for flex-
ible access control features that allow 
different levels of data access for dif-
ferent users—for example, full access 
privileges to administrators, read/write 

access to employees, read-only access 
to partners and customers, etc.

Finally, any good solution should be 
robust and scalable to ensure reliable 
availability and performance. It should 
protect your data with state-of-the-art 
security features, and offer full backup 
and recovery in case of unforeseen 
problems. 

4. Integration
You likely have software systems in 
place today for managing various as-
pects of your business. When consider-
ing a mobile solution think about how 
your legacy systems should tie-in with 
your mobile ones.

In well-integrated systems, data 
flows in real-time between all the key 
users. When you integrate mobile so-
lutions into your systems, the mobile 

data should flow seamlessly between 
mobile workers and back office work-
ers in formats that are easy to under-
stand and act on. With a good integra-
tion strategy, back office workers can 
continue to use the systems they’re 
familiar with, minimizing disruption 
within the organization.

That’s why the mobile solution you 
choose should be able to talk with your 
other software applications. You may 
use Saleforce.com for CRM, Quicken 
for accounting, and SharePoint for file 
management, and your mobile solution 
is not going to replace those systems. 
Rather, it should integrate and enhance 
them—extending their power to the 
field and making it easier for your 

workers to both access the data they 
need for their jobs and share new data 
they collect with the appropriate ap-
plications. Ideally, the solution should 
also support “single sign-on,” meaning 
that users can use a single username 
and password to log into all of their 
systems.

Modern platforms have well-docu-
mented, open APIs that make integra-
tion easier than ever. Make sure your 
mobile solution has an API based on 
today’s latest standards. 

5. Cost effectiveness
The days of buying, installing and 
setting up hardware and software are 
ending. Realizing the total cost of own-
ership, no one wants to buy servers and 
maintain software. Cloud services are 
faster, cheaper, and safer than onsite 

storage and processing. You turn them 
on, and you go—in days, not weeks or 
months. Software as a Service (SaaS) 
has become the de facto choice for vir-
tually any organization in the past 10 
years. 

These models also let you test and 
scale. You can try the system out with a 
few users, see how you like it, and then 
expand as you realize the value of the 
solution or as your organization grows. 
Paying for what you need when your 
business needs it only makes sense. 
Again, it’s about agility.

This all adds up to significant cost 
savings: a lower total cost of owner-
ship, no capital expenditures, no inter-
nal IT staff.

There is an overwhelming amount 
of conflicting information about 
what mobile approach is best, and 
a sea of vendors competing for 
your attention.

Tomorrow’s Mortgage Executive39



C

M

Y

CM

MY

CY

CMY

K

TME AD.pdf   1   1/21/13   9:50 PM



As you evaluate mobile solutions, 
make sure you take the benefits of a 
SaaS solution under consideration. 

To stay competitive you need to 

constantly improve the quality of your 
services, increase productivity, drive 
down costs and keep your customers 
happier. The right mobile solution can 

be critical in achieving those objec-
tives. The time is now, and these five 
considerations can help you in your 
selection and evaluation process. ❖

About the Author
Kamal Shah is the founder and CEO of FotoNotes, a mobile and cloud software 
company that transforms how business capture, manage and share information through 
smart phones and tablets. Before starting FotoNotes, Kamal ran invu technology, a 
software design and development firm that helped more than 20 start-ups bring leading 
edge software products to market. In his career, Kamal has successfully combined 
entrepreneurship and business acumen, team leadership and deep technical expertise to 
deliver award-winning software that has been sold to companies such as NBCi, CitiBank, 
The Hartford Insurance Company, Hewlett Packard, Cisco Systems and Microsoft.

About the Author
Michael DeLapa is the Vice President of Marketing and Strategy for FotoNotes. 
A 20-year veteran of Silicon Valley, Michael was previously co-founder and 
former chief operating officer of Arena Solutions, an enterprise software 
company that provides cloud-based bill of materials (BOM) and change 
management software for manufacturers. Michael received his Master of 
Business Administration degree from the Stanford Graduate School of 
Business. He also holds Master of Science and Bachelor of Science degrees 
from Stanford University.

Nationwide Field Services  •  Specialized Support Services  •  Advanced Technology Solutions

www.fi vebrms.com 
586.772.7600

ASSET PRESERVATION
Make the Leap
to Stronger Results

Five Brothers’ nationwide fi eld services and advanced technology 
take you further at every phase of the asset preservation cycle – from 

property preservation and inspections to REO management and valuation 

services. Higher asset values, lower costs. Make the leap with Five Brothers.

Experience the Five Brothers difference… stronger results from the ground up.™
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By Barbara Perino and Rebecca Walzak

Managing People 
During Change

Change is natural and necessary for companies and organi-
zations to survive. And I daresay, the mortgage space has 
dealt with a continuous process around change for nearly 

five years. Now there are new rules, regulations, government im-
plementation of policies and procedures, mergers and acquisitions. 
During periods of significant change, people experience very high 
levels of uncertainty, negativity, anxiety, stress, and fear. Their 
behavior can become unpredictable, sometimes a bit irrational and 
their morale, motivation and productivity can be affected.

When change is being implemented, leaders and 
managers typically focus on the systems, processes 
and outcomes of the business but fail to understand 
the emotional impact on the people/staff. If employees 
are equipped both emotionally and physically to 
deal with change effectively, negative impact is 
reduced significantly. When people are supported 
and well prepared properly, they are more adaptable, 
resilient and able to stay more positive and proactive 
when it comes to doing something differently.

For example, a large bank was downsizing an entire 
division including shutting down the facility. Management 
and leadership was relocated to a more central location in 
another state and the division being downsized, (hundreds 
of people) were literally on their own except for a couple 
of line managers and email and telephone communication 
being sent from the out of state office. Fear, frustration, 
anger, sadness, stress were feelings that were present for 
a lot of people, many of whom had been with the bank 
for 25+ years. The downsizing process was done over 
a period of six months, department by department. The 
people, who stayed to the end, did so to be able to leave 
with a compensation plan offered them. At the end, they 
simply finished their day and left. How could this transition 
have been handled differently? The existing managers 
could have been instructed to hold weekly short meetings 
with their staff for updates, check-ins and to be there as 
support for them allowing people to vent and make the 
transition a bit more tolerable. Upper management could 
have flown in for the last day to acknowledge those who 
were left, thank them for their service and wish them well.

It’s not the progress I mind,  
it’s the change I don’t like, said Mark Twain.
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In another case an organization was 
going through major changes in lead-
ership and processes. The mid-level 
managers (11), many of whom had 
been with the organization for 10+ 
years were not given any guidance on 
changes being implemented or notices 
that people were leaving or being trans-
ferred to different parts of the organiza-
tion. The feelings of lack of trust, fear, 
frustration, anger were very present 
and it trickled down to the staff. Com-
munication was severely lacking at all 
levels, which impacted the effective-
ness of the organization. The new CEO 
knew something had to change and 
brought in coaching for her manage-
ment team. This allowed for the com-
pany to offer clarity as to what needed 
to change, the definition of what their 
roles were and through brainstorming, 
the coach offer a way for the company 
to create ways to improve the culture, 
communication and buy-in of the orga-
nization’s mission.

In the start-up phase of new compa-
nies, it’s common practice for everyone 
on board to gather together regularly 
and celebrate victories, talk about chal-
lenges and focus on the future. When 
companies start growing, increasing 
staff and expanding, often times lead-
ership and management get so busy 
that they forget the importance of com-
municating, getting to know people, al-
lowing others to offer suggestions and 
new ideas, etc. 

Managers play a key role in helping 
people deal with change. If the people 
feel listened to, valued, and empowered 
they are more motivated to produce, 
engage and be effective. The end result 
is less stress, less absenteeism, better 
job performance and the company’s 
service levels are maintained, despite 
the worries and upheavals that change 
creates.  So how can managers engage 
staff during change?

Self-Management. Managers have 
to be managing their own feelings, 
thoughts and actions first before they 
can help others. Managers need to ask 
themselves how they deal with change; 
do they have any concerns about the 
changes; and how positive are they 
during transitions? Are they angry or 

upset; a target for blame and criticism 
from others? It’s essential that manage-
ment is able to understand and manager 
their own emotions so that they don’t 
cause a negative impact on the people 
around them they influence.

This doesn’t mean they are denying 
their feelings or are being superficial. 
By managing their emotions, they are 
behaving in such a way that they can 
put their own feelings aside so that they 
don’t cause damage to others. This is 
very hard for some people but impor-
tant to understand and practice. How 
they manage this determines how they 
affect others.

People will need to feel that they can 
trust management and rely on man-
agement as the steady rock during the 
change process. Management needs to 
manage their own thoughts, feelings, 

behavior so that they are cool, calm, 
collected and objective.

Understanding Others. It’s vital that 
management understand and acknowl-
edge people’s emotions. It’s important 
to learn to listen to people and take 
time to understand their specific fears: 
What are they concerned about? How 
strongly do they feel about what is hap-
pening? What is their perspective of 
the change—is it a good or bad thing?

Everyone is different, so manage-
ment cannot judge people by their own 
reactions to change. Things they don’t 
consider stressful or worrisome may 
be really scary for others. Empathy 
and understanding to the feeling and 
perspectives of others is really im-
portant. Management can really help 
people by being open to conversations 
on concerns, fears and allowing people 
to articulate their reasons for these. Not 
being critical or disagreeing is some-

thing to practice. Simply listening, 
acknowledging and asking open-ended 
questions is sometimes what people 
need the most.

Range of Emotions. People follow 
an emotional path when dealing with 
significant change very similar to many 
life issues. The more managers under-
stand this, the easier it will be for them 
to relate to how people feel. The feel-
ings range from shock, denial, anger, 
frustration, depression, to bargaining, 
acceptance, moving on. It’s important 
that people know management cares; 
keep giving them information and up-
dates that can be shared.

 And most importantly, managers 
need to be the guides and navigate peo-
ple safely through the changes into the 
future. Involve people as much as pos-
sible so that they feel they have some 

control over change, which in turn will 
help reduce their stress, frustration and 
resistance to change. Managers need 
to be very clear and honest about the 
limitations of their own roles and influ-
ences. Get comfortable standing firm 
on what can and can’t be changed but 
communicate clearly to people, and it 
should be done in a non-confrontation-
al style of conversation.

Management needs to share with 
people what is not changing. This 
gives people one less thing to worry 
and stress over and it also gives them 
an anchor, something to hold on to in 
the face of uncertainty and change.

Communicate, communicate, and 
communicate. Management has an 
essential role in helping people to un-
derstand. People want to know what 
changes are happening, when it will 
happen, how it will impact them and 
why (why is it happening now? why 

During periods of significant 
change, people experience 
very high levels of uncertainty, 
negativity, anxiety, stress, and fear.
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can’t things stay the same? Why is this 
happening to me?)

As early as possible, define the 
change to staff in as much detail as you 
are allowed. Keep providing updates as 
things develop and become clearer and 
tell people what is going on. Rumors 

and innuendo can proliferate and can 
be extremely harmful, effecting morale. 
Being proactive in seeking or clarifying 
information for yourself is very impor-
tant so that you can correct misleading 
information (misinformation) and ad-
dress rumors before they blossom.

Self-Care. Change is stressful for ev-
eryone, including managers. Manage-
ment is probably struggling to accept 
the changes themselves and because 
they bear a huge responsibility to help 
implement the changes, they could 
feel torn between supporting staff and 
implementing directions from above. 
They may feel anger and criticism 
directed at them, and because of this, 
experience high levels of stress. It 
is therefore essential that they look 
after themselves. Managers need to 
figure out how to be mentally strong, 
emotionally resilient and physically 
healthy. Eating healthy, drinking lots 
of water, reducing alcohol and caffeine 
intake, getting proper sleep, exercising 
and using simple relaxation techniques 
make a big difference. They also need 
a support system possibly from a peer, 
a leader, colleague, friends and family.

Harvard Business Review published 
an article by Rosabeth Moss Kanter – 
“Ten Reasons People Resist Change.” 
The article states that leaders need to 
understand the predictable, universal 
sources of resistance in each situa-
tion and then strategize around them. 

Her list of the most common resistance 
types are:
•	 Loss	of	control – allow 

choices; invite others into 
planning and ownership

•	 Excess	uncertainty – fear of the 
unknown needs to be dispelled

• Surprise, surprise – it’s bet-
ter to plant seeds, sprinkle 
hints of what might be 
coming and seek input

•	 Everything	seems	differ-
ent – wherever possible 
keep things familiar

•	 Loss	of	face – celebrate those 
elements of the past that are 
worth worry around skills 
being obsolete honoring but 
the world has changed

•	 Concerns	about	competence 
– over-invest in structural 
reassurance, providing abundant 

information, education, train-
ing, mentors, support systems

•	 More	work – reward and 
recognize participants if 
there is more work

•	 Ripple	effects – must consider 
all affected parties and work 
to minimize disruption

•	 Past	resentments – heal 
the past before sail-
ing into the future

•	 Sometimes	the	threat	is	
real – be honest, trans-
parent, fast and fair

Diagnosing the sources of resistance 
is the first step toward good solutions. 
And feedback from resistors can even 
be helpful in improving the process of 
gaining acceptance for change.

“We win half the battle when we 
make up our minds to take the world as 
we find it, including the thorns,” said 
Orison S. Marden.

Managers can’t waste time and en-
ergy wishing people were more predict-
able, rational, positive, etc. Instead they 
need to focus on opening and maintain-
ing clear channels of communication 
with staff, so that they themselves un-
derstand what is coming; what it means 
to them as managers and how it will 
impact them as managers. Staff will ap-
preciate management for it and will thus 
be more productive before and after the 
change(s).  ❖

Change is stressful for everyone, 
including managers. Management 
is probably struggling to accept 
the changes themselves.

About the Author
Barbara Perino is a Certified Professional Co-Active Coach 
guiding her clients who are executive leaders and their staff. 
Barbara has been trained through The Coach Training Institute 
(CTI) located in San Rafael, CA. She completed a Coaching 
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Barbara was a 16-year veteran of the residential mortgage 
industry in a national sales management capacity for property 
valuation and residential mortgage service providers.

About the Author
rjbWalzak Consulting, Inc. was founded and is led by Rebecca 
Walzak, a leader in operational risk management programs 
in all areas of the consumer lending industry. In addition to 
consulting experience in mortgage banking, student lending 
and other types of consumer lending, she has hands on 
practical experience in these organizations as well having 
held numerous positions from top to bottom of the consumer 
lending industry over the past 25 years.

Tomorrow’s Mortgage Executive47



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.
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or scan.

Origination and Servicing Systems

Transforming Mortgage Lending

Mort

MFX Mort ad 2_6_13_PressReady



With the onslaught of new rules and regulations, the mortgage industry is changing. 
This change places a huge burden on the document preparation vendors trying to 
keep their lenders compliant. So, we thought that we’d talk to MRG Document 

Technologies about what makes for a good doc prep. On the company’s website it says that 
MRG is “dedicated to helping mortgage lenders save time and money by providing the 
highest quality, most dependable, and timely document preparation and delivery services 
available anywhere. MRG’s MIRACLE products are Web-based electronic systems for 
rapid document preparation, compliance, management, and delivery. MRG’s services can 
be customized so that the needs of each individual lender are effectively fulfilled. MRG 
will help lenders improve performance and efficiency, while significantly reducing costs 
associated with the closing process.” So, we sat down with Kathleen Mantych of MRG 
Document Technologies, to see how MRG lives up to these claims and ensures that its 
lenders are truly compliant all at the same time. Here’s what she said:

Q: How long has MRG been providing compliant and legally enforceable documentation to 
the residential mortgage industry?

KATHLEEN MANTYCH: MRG Document Technologies is the mortgage document practice 
group within Middleberg Riddle & Gianna, among the most capable and experienced 
mortgage regulatory law firms in the U.S. The Document Technologies group designs, 
maintains and warrants as compliant, electronic disclosure and closing documents for the 
mortgage industry in all 50 states. Founded in 1980, MRG has hundreds of customers 
across the nation ranging in all sizes and supplies compliance and dynamic content to 
lenders and servicers alike. With more than 100 employees, MRG is dedicated to mitigat-
ing lender risk with its experienced team of compliance attorneys first and foremost, as 
well as efficiently deliver dynamic compliant content technology for lender-specific forms 
and documents, guaranteed to be in compliance with the most recent legislative and regu-
latory changes. Top-flight attorneys and technology leaders with extensive experience are 
blended into a single collaborative unit that is focused on delivering compliant solutions 
that represent “best practices” for legal compliance and mortgage document preparation.

Attaining 
Ironclad 
Compliance
Kathleen Mantych of MRG Document Technologies discusses 

how lenders can navigate the intense regulatory landscape 

and pick the right doc prep partner all at the same time.

ExEcutivE intErviEw
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Q: MRG Document Technologies is 
a practice group within Middleberg 
Riddle & Gianna; what added value 
does this provide to mortgage lend-
ers? How is compliance an integral 
part of MRG’s document preparation?

KATHLEEN MANTYCH: The key value 
add for lenders is the fact that the 
practice group is within the law firm 
of Middleberg Riddle & Gianna 
(MRG) and legal compliance is our 
expertise. There are teams of attor-
neys and paralegals that monitor over 
60 compliance sources from federal, 
state and local municipality to ensure 
100% compliance and accuracy of the 
content. This is all backed by an Er-
rors and Omissions policy that the law 
firm holds to rep, warrant, guarantee 
and defend the content, including cal-
culations. We have a staff of compli-
ance attorneys whose responsibility 
is to build and maintain lender forms 
and closing packages. MRG attorneys 
are also available to respond to state-
specific or national inquiries. Our 
many years of compliance experience 
insure that each lender receives per-
fect documents every time.

What this means to the lender is 
that MRG mitigates lender risk from 
buy-backs or a potential CFPB audit. 
MRG alleviates the burden of compli-
ance so the lender can focus on their 
core competency. Another benefit 
of our law firm is the attorney-client 
privilege. The information transmitted 
and to and sent from us to the client 
is privileged communication. Think 
of MRG as one solution—a lend-
ers’ mortgage resource group—one 
company with unparalleled compli-
ance and technology together as one 
cohesive offering which bring lender 
products more quickly, efficiently 
and accurately to market. Other docu-
ment providers are one-dimensional 
and cannot provide the powerful 
combination of compliance and true 
dynamic technology together. Many 
rely on static, form templates and 
must maintain thousands of versions 
of documents. This antiquated method 
lends itself to costly mistakes and 
non-compliance for lenders who use 
them. MRG takes on the onus of com-

pliance, maintenance and mapping so 
lenders can rest easy.

Our success over more than three 
decades has shown that an effective 
compliance and document prepara-
tion “collaborative unit” must provide 
compliance expertise and lender-spe-
cific program information along with 
leading-edge technology. We combine 
nationally recognized compliance 
quality, an extensive lender-specific 
forms library, and quick, cutting-edge 
technology with real performance 
advantages, resulting in products and 
services that are unparalleled in the 
industry.

Q: But how varied are the documents 
that MRG prepares for lenders?

KATHLEEN MANTYCH: MRG’s propri-
etary dynamic software system main-
tains loan programs for disclosure and 
closing package documents for all loan 
types for all states including investor-
specific, state-specific documents and 
niche products. In addition, we also 
support servicing documents includ-
ing demand letters, assumptions, and 
loan modifications. The system also 
accommodates and supports all types 
of custom documentation as well as 
eSign capabilities.

Q: What impact will the Consumer 
Financial Protection Bureau regula-
tions have on the documents that MRG 
prepares?

KATHLEEN MANTYCH: The regulations 
being issued by the CFPB during this 
year will have an enormous impact on 
the content of application disclosures 
and closing documents involved in 
the origination of single family home 
loans. In addition to revising the lan-
guage in and the format of the disclo-
sures and documents, the calculations 
for the content of the disclosures will 
also change.

Q: In this constantly changing regula-
tory environment, why is it no longer 
just about the documents?

KATHLEEN MANTYCH: The key to ad-
dressing the challenges of such com-

plex and ever-changing regulatory 
compliance requirements is to embed 
compliance within business processes 
and streamlined technology. This 
enables a lender’s compliance depart-
ment to manage regulatory risk and 
foster a culture of compliance across 
the organization.

A compliant, dynamic document 
engine with the rules to get the right 
product, with the right mapping, into 
the right channel and deployed is the 
solution—one collaborative system. If 
a lender is doing thousands of loans 
in 36 states and one form must be 
adjusted, it can be a major undertak-
ing. MRG offers tools and software 
designed to completely automate that 
process, paper out, go paperless, or go 
e-mortgage. Everyone in the lender 
organization gets the right compliant 
forms, mapping, stacking order, rules, 
etc. and the lender can make adjust-
ments to the form or package at any 
time.

Industry 
Predictions
Kathleen Mantych thinks:

1As the CFPB ramps up its 
regulatory enforcement 

along with refinements to 
the existing regulations, 
lenders are going to come 
under an increasing burden 
to manage the complexity 
within these regulations.

 2To mitigate compliance 
process failures 

lenders will have to partner 
with outsourced solutions 
such as MRG to truly get 
compliance process risk 
management solutions that 
are integrated into their 
systems of record. 

3The continued influx of 
new rules, regulations 

and statutes are not going 
to stop any time in the near 
future and will continue to 
evolve and change. 
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Outsourcing compliance to MRG 
offers the ability to consistently pro-
gram and enforce business rules and 
policies in all facets of our compli-
ant document packages across the 
board—one time programming effort 
with a dynamic system to alleviate 
risk associated with version control. 
We offer functionality to effectively 
manage compliance issues giving 
the lender flexibility to be the first to 
market with new product innovations. 
The ability to allow growth, improve 
volume without adding staff and be 
assured that compliance and content 
are being managed for the lender are 
paramount in this complex regulatory 
environment.

Q: What should lenders be looking for 
when choosing a document provider?

KATHLEEN MANTYCH: Document pro-
vider functions should be viewed as a 
collaboration of multiple parts to form 
one cohesive solution—all to mitigate 
lender risk. First and foremost is the 
compliance and dynamic content 
creation. Anyone can produce docu-
ments—a commoditization that has 
rippled through this industry—but the 
integration of state of the art dynamic 
technology with “living compliance” 
from a law firm is the more complex 
and defining issue. 

Second, is data management from 
an industrial strength core processing 
standpoint. The days of embedding a 
document engine, managing the data 
field mapping when regulatory chang-
es are necessary and/or managing the 
content selection process and advising 
when a form is appropriate or when to 
change it for the packages are fraught 
with potential disaster from any CFPB 
or audit aspect. The model should be a 
streamlined, integrated approach with 
the lender’s chosen LOS and should 
happen programmatically with com-
pliance and technology as one. The 
data comes over to the doc provider, 
compliance rules are engaged, all 
perform loan tests are done (HOEPA, 
RESPA 2010, Fannie 5%, State High 
Cost, Higher Priced Mortgage, Initial 
APR and more) and accurate compli-
ant content is produced so much to the 

point that the lender does not have to 
stare and compare or double check to 
make sure the content is correct – it is 
guaranteed. 

Lastly, a “best in class” IT infra-
structure to support the compliance 
rules and dynamic content system 
are a must. It must be architected 
for long-term industrial strength, 
standards based tools engineering 
for flexibility and adaptability in this 
increasingly complex regulatory en-
vironment. It must keep evolving and 
render pioneering efforts to stay ahead 
of the game and meet the demands 
of change with maximum speed and 
efficiency. This includes a complete 
team of experienced attorneys and 
staff for the compliance rules, as well 
as product, technology and developer 
experts to deploy the rules program-
matically—all for lender assurances 
and ease of use. 

Q: In your view, does doc prep need 
to fundamentally change in order to 
ensure compliance and transparency 
going forward? Are vendors and lend-
ers in agreement that traditional doc 
prep doesn’t work anymore? And if 
they are, what will doc prep services 
look like five years from now?

KATHLEEN MANTYCH: Document 
preparation need not fundamentally 
change unless there is an understand-
ing of what is meant by “funda-
mentally change.” The fundamental 
change that will drive compliance and 
transparency will be the clarification 
around all the regulations challeng-
ing lenders today. Again, the issue 
isn’t that “traditional doc prep doesn’t 

work anymore,” if it were, thousands 
of loans would not be closing monthly 
as they are now. Doc prep isn’t bro-
ken, it’s the hundreds of ways the 
documents must be programmed to be 
compliant that is broken. If the indus-
try is serious about change it will be 
an “e” environment where compliance 
and dynamic technology are truly in-
tegrated into the lender’s workflow 
and business processes. The capabil-
ity exists today. It is the adaptability 
of the industry that needs to catch up.

Q: Lastly, what does it mean to truly be 
dynamic and data centric? And how 
would you define the industry’s over-
all adoption of dynamic data-centric 
practices?

KATHLEEN MANTYCH: A truly “data 
centric” environment means all data 
necessary for a complete loan transac-
tion resides in a single system of re-
cord. An industrial strength document 
preparation system with compliance 
and dynamic content technology are 
essential to the data centric approach. 
This allows the data to be combined 
simultaneously with compliance rules 
and dynamic content through the doc 
prep provider as a conduit for the 
lender in a centralized approach ensur-
ing data and content is 100% accurate. 
The industry has a strong desire and 
goal for moving in this direction, but 
it is still fragmented because so many 
systems used in the lender’s business 
processes are not truly integrated. 

To sum it up: CFPB, state auditors, 
lenders, vendors, meet a true compli-
ance and dynamic document provider 
in MRG – bring it on! ❖

InsIder ProfIle
Kathleen Mantych is the senior marketing director for MRG 
Document Technologies, a provider of legal compliance and 
dynamic compliant document preparation software technology 
to lenders nationwide. With more than 25 years experience 
in the mortgage industry, Mantych has held executive sales, 
product and alliance management positions with key mortgage 
technology providers. Dallas-based MRG is a document 
practice group within a law firm putting the company in the 
unique position of its dynamic document content being created 
and tested by an in-house team of compliance attorneys. 
MRG owns its own legal content as well as its own calculation 
engines, ensuring accuracy for its lender customers. 
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The mortgage process is unique in that it requires the collaboration and part-
nership of parties that are frequently unknown to each other. These transient, 
short-lived relationships create opportunities for fraud. Lenders frequently 
find themselves working with agents whom they have no prior business rela-
tionship with. Most often, these parties don’t know each other, yet lenders are 
expected to transfer large sums of money with the expectation that agents will 
disburse the funds appropriately.

The risk in these relationships extends to title underwriters as well, who 
frequently find themselves issuing policies through unfamiliar agents. With 
limited federal- or state-mandated controls, lenders and insurers are left to 
their own devices to validate the integrity of closing professionals.

Real ConsequenCes
Financial institutions and their business partners are actively searching for 

ways to reduce risk and mitigate fraud opportunities within the mortgage life-
cycle. Though most mortgage fraud occurs during the application phase, the 
fraud that is perpetrated at the closing table has serious consequences. Closing 
fraud represents a fraction of the overall frequency of mortgage fraud, with 
estimates putting it at 15 percent of all occurrences. But what is telling is the 
average loss resulting from closing fraud is dramatically higher than any other 
type of claims loss. Recent studies have indicated that insurers have sustained 
over $7.3 billion in losses since 2003.

Despite the rate of incidence, when closing fraud occurs it has devastating 
consequences to everyone involved including consumers, lenders, and title 
underwriters.  

• According to a recent article in ALTA’s TitleNews, last year alone, 
three title underwriters stopped issuing new policies because of sol-
vency issues caused by closing fraud.  

• In New York, Washington Title Insurance Company became insolvent 
after reporting higher than normal claims.  

Closing Fraud 
Prevention 
demands a 
Collaborative
approach

Closing Fraud 
Prevention 
demands a 
Collaborative
approach

By Alec Cheung

Mortgage professionals subject themselves to significant risk 
by interacting with unknown business parties. To reduce these 
risks all parties must come together and leverage shared data.
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• New Jersey Title Insurance 
Company stopped issuing 
new policies after a dramatic 
increase in losses from agent 
defalcations.  

• TitleServ (agent company of 
New Jersey Title Insurance), 
abruptly closed in April, and 
lawsuits against the company 
indicate more than $18 million 
is involved in defalcation.  

• Southern Title Insurance Com-
pany, an insurer in business 
for over 90 years, discontin-
ued issuing new policies after 
discovering embezzlement by 
a single agent in Texas.  The 
company was placed in receiv-
ership.

Boiling oveR
Unfortunately, the air is full of 

skepticism and distrust among today’s 
borrowers who have been affected by 
the downturn in the mortgage industry 
and other relevant issues like robo-
signing. These borrowers are demand-
ing government intervention in what 
they see as a broken process, where 
opportunities for fraud and theft are 
many. 

It’s going to be critically impor-
tant for mortgage professionals to 
demonstrate they have the ability 
to protect the interests of the public. 
Regulatory influence is on the rise, 
and the Consumer Financial Protec-
tion Bureau (CFPB) is continuing to 
flex its muscle to protect consumers 
from harm. The CFPB’s mandate that 
organizations are responsible for their 
third-party servicers reveals a deeper 
need for more transparency among all 
parties involved in the process. This 
new, shared responsibility to protect 
consumers demands that these parties 
be more open with each other. 

Come TogeTheR
The quickest and most practical 

way to arrive at an effective solution 
is to start from the premise that settle-
ment agents are trustworthy. What the 
industry then needs is a national regis-
try where any industry participant—a 
lender, a title underwriter, even an-
other closing professional—can look 

up the profile of any settlement agent 
or search for agents that meet certain 
criteria. This is similar in concept to 
the Nationwide Mortgage Licensing 
System & Registry (NMLS) used to 
register financial services participants. 
A database like this would collect, 
consolidate and share information, 
incorporating local and state-based 

financial services regulation with in-
dependent data sources into a national 
closing professional platform that can 
be used throughout the mortgage in-
dustry. If executed at a national level, 
all parties involved in transactions 
would have visibility into the regis-
try’s data and services.  

This is noT a hypoThesis
Companies are working on such so-

lutions today, but approaches to date 
have faced significant resistance from 
the industry. At eLynx, we have been 
listening to the outpouring of frustra-
tions from agents and are working 
closely with them, lenders, and title 
underwriters to gain an understanding 
of a more viable approach than what 
currently exists. 

Based off these shared insights, 
it’s important that all parties can be 
a part of the registry at no fee—any 
closing professional including inde-
pendent agents, captive agents, and 
attorneys. In addition to data reported 
by registrants, the system will need 
to reach out to third-party sources to 
independently extend and validate 
information that will be stored in an 
agent profile. The profile data should 
include business insurance coverage, 
state and local licensing, prior judg-
ments, watch list inclusions, and a 

host of other data that is used to verify 
the fidelity of an agent.

Data will not only be verified dur-
ing registration, but continuous checks 
will occur in real-time to ensure the 
accuracy of the information stored in 
an agent profile. 

For the service to work and fairly 
benefit all parties, it must not be an 

agent vetting service. The service 
must not be a gatekeeper, nor should 
it stand in the way of an agent doing 
business with a lender. None of those 
things meet industry needs, nor would 
they equally serve and benefit all 
parties in the process. What’s really 
needed is a data consolidation service 
that can provide information from 
multiple sources in an easy-to-use 
format to those that make decisions 
throughout the mortgage workflow. 

how would lendeRs 
BenefiT?

Lenders would have access to vital 
information that is important to man-
aging risk, yet difficult for them to 
collect and verify on their own. The 
variation in data from one title under-
writer to the next, between captives 
and independents, and across different 
states is complex and cumbersome to 
manage. Having a national registry 
simplifies this challenge for lenders. 
From a comprehensive repository, the 
licensing, experience, and status of a 
particular agent can be checked prior 
to the disbursement of funds, thereby 
reducing the risk that those funds will 
be stolen or misappropriated. In situ-
ations where an agent is not specified 
by a borrower, the database could be 
used to identify candidates that meet 

Financial institutions and their 
business partners are actively 
searching for ways to reduce risk 
and mitigate fraud opportunities 
within the mortgage lifecycle.
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specific credentialing and perfor-
mance criteria.

how would insuReRs 
BenefiT?

Many of the benefits to lenders 
are shared with insurers. While title 
underwriters may have more accurate 
information about captive agents, the 
independent agent community is di-
verse and varied. A national registry 
provides access to information about 
any agent that can be used by insurers 
to assess their level of risk.  

how would Closing 
pRofessionals BenefiT?

A national registry allows closing 
professionals to demonstrate their 
integrity in a single, independent in-
dustry resource, rather than trying to 
establish connections with each lender 
or title underwriter on an individual 
basis. Agents should have visibility to 
the information in their profile, and a 
means to request corrections. The data 
that settlement professionals are re-
quired to provide should also be kept 
to a minimum, with independent data 
sources used to validate and extend 

profile data.
Most importantly, being registered 

gives visibility to an agent’s profes-
sionalism and integrity that may 
provide a competitive advantage. As 
an industry resource used by numer-
ous parties in mortgage transactions, 
agents in the registry would be high-
lighted to business partners and cus-
tomers that they may not have access 
to today.

eveRyone should Be 
paRT of The soluTion

Closing fraud can never be com-
pletely stopped. Unscrupulous agents 
will find new, creative ways to carry 
out fraud. But a national registry of 

settlement agents would provide a 
level of transparency and illumination 
that makes it more difficult for fraud-
sters to operate. The more scrutiny 
and controls imposed, the harder it is 
to hide or fly under the radar, increas-
ing the likelihood that illegal opera-
tives will be caught. 

Creating an industry resource al-
lows more mortgage participants to 
not only use, but also to contribute to 
the data source driving risk determina-
tion. Combining shared or similar ex-
periences with closing professionals 
allows the good to stand out and the 
bad to be detected. Ultimately this is 
a resource that all parties in mortgage 
transactions can use to their benefit. ❖
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