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Talking Bank Technology Spending

William Mills Agency released its 13th annual financial services in-
dustry research report, Bankers As Buyers 2016. This year’s report 
has an emphasis on the “invisible” customer, who has been created 

as financial institutions do more and more business with customers through 
digital and contact center channels rather than through face-to-face interactions.

Leading industry analysts, banking consultants and financial technology 
professionals share commentary as well as insights on trends for the year. The 
report also includes research and articles about what technology, solutions and 
services U.S. bankers will likely purchase in 2016. Some findings from Bankers 
as Buyers 2016 include:

>> Javelin Strategy & Research shared the U.S. had crossed over to having 
more weekly mobile bank users than weekly branch bank users.

>> Celent shared that 71 percent of bankers surveyed plan to eventually use 
self-service technology in legacy branches.

>> 21.5 percent of consumers surveyed recently by CCG Catalyst said they 
“forget” to use mobile payments when they go to the store. 

>> According to IDC Financial Services, the financial services industry spent 
$114 billion worldwide on mobility, cloud, and big data and analytics technolo-
gies, or about 25 percent of their IT budgets, and that figure will increase almost 
30 percent by 2019.

 “It’s clear that in 2016 the financial services industry will encounter a 
significant shift in how consumers do business with their banks,” said Scott 
Mills, APR, president of William Mills Agency. “The expectations of customers 
and how they interact with their banks is changing faster than at any other time 
in my career.”

The findings suggest financial institutions will need to continually prospect, 
retain and grow customers they rarely, or if ever, meet face to face. In spite of 
a continued move toward alternative channels, customers seemingly expect a 
more personalized experience, which can generally be addressed by increasing 
the use of analytic data; implementing technology that helps customers conduct 
banking by their preferences; and the financial institutions’ strategically shifting 
to accommodate innovation and new competitive pressures.

Additionally, the rise of the mobile wallet, use of big data and increasing 
efforts by banks to remain relevant in lending are other areas of interest and 
opportunity for financial institutions this year. Fraud prevention and person-to-
person (P2P) payments also draw attention. v
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Your Voice

In 2015 most lenders were obsessed with 
constantly changing rules and regulations, 
especially TRID.  That meant they spent a 

great deal of time, energy and resources trying 
to address those compliance demands. While 
all of the new rules and regulations are certain-
ly an important priority for all lenders, and one 
that must be properly addressed, many lenders 
spent little to no time attracting new borrowers. 
The lack of focus on attracting new borrowers 
is costing them dearly in 2016.  That is why I 
often say that compliance doesn’t matter if you 
don’t have any borrowers.

In the face of these challenges lenders cannot 
continue to have tunnel vision and loose sight 
of the importance of bringing in new business 
while constantly looking for ways to drive new 
business in the most efficient and cost effective 
manner possible.

How will your company attract new borrow-
ers in such a demanding and compliance focused 
environment? Identifying and acting on high-
quality business opportunities is a big part of the 
answer. You need to generate leads quickly and 
efficiently, and then drive them to the point-of-
sale. You need to convert them into customers 
with compliant in-process marketing. You also 
need to retain them and maximize their lifetime 
value through repeat business and referrals. 

That’s where marketing automation comes into 
play. Lenders focused on attracting new borrow-
ers are turning to advanced marketing technology 
to obtain more borrowers in today’s highly com-
petitive and regulated mortgage market.

So what is marketing automation and more 
importantly, why should lenders take notice? 
Marketing automation for lenders can be de-
scribed as software and strategies that allow 

companies to consistently attract new borrow-
ers–that is, to nurture prospective borrowers 
with highly personalized, relevant content that 
helps convert borrowers into customers and 
turns customers into raving fans. 

Marketing automation typically generates 
significant new revenue for lenders and pro-
vides an excellent return on the investment, in 
addition to attracting top loan officer (LO) talent 
to the organization.

These solutions automate engagement with 
prospective clients and provide relevant updates 

for in-process milestones while developing and 
enhancing partner relationships. Marketing 
Automation employs leading technology 
to maximize marketing relevance. With market-
ing automation LO’s will experience:

>> Increased pipelines and commission 
potential

>> A surge in response rates
>> Increased loyalty throughout client base
>> Improved communications with prospec-

tive borrowers, clients and referral partners.
Having tunnel vision solely on compliance 

is simply not a sustainable business model.  
Lenders must attract new borrowers and en-
hance their lifetime value.  At the end of the day, 
compliance only matters if you have borrowers 
to serve. v

Think Borrowers,  
Not Compliance
Lenders cannot continue to have tunnel vision.

By Brandon Perry

In 2015 most lenders  
were obsessed with 
constantly changing rules 
and regulations, especially 
TRID.  

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

As the mortgage industry continues to re-
spond to constantly changing rules and 
regulation, particularly the TILA-RESPA 

Integrated Disclosure rule requirements, one thing 
has become readily apparent — the only way to 
stay compliant is to improve collaboration between 
lenders and settlement agents.

Historically, the lender prepared early disclo-
sures, often without collaboration with the settle-
ment agent, and the settlement agent carried the 
burden of preparing the HUD-1 Settlement state-
ment. Now, due to the strict tolerances on fees and 
high potential fines to the lender, most lenders are 
preparing the new forms, the Loan Estimate and 
Closing Disclosure, themselves and require in-
formation from the settlement agent earlier in the 
process.

The real question is not whether you believe 
collaboration is necessary, but if as a lender that 
collaboration will be manual or automated. Good 
collaboration technology will solve and automate 
the issues of fee naming, data re-entry and pro-
vide a systemic, auditable real-time process that is 
defensible.

“Collaboration with closing agents is crucial to 
deliver accurate Closing Disclosures in a timely 
manner,” said Jim Connell, chief information of-
ficer at Sierra Pacific Mortgage.“Simplifile is a 
well-designed solution with a clean interface that 
follows the Closing Disclosure format and will be 
easy for our staff to use.”

“One of the biggest issues with TRID is how 
lenders and settlement agents communicate 
changes to various documents on a timely basis,” 
said Country Bank Loan Servicing Officer Robert 
Olivier. “Simplifile’s Collaboration and Post 

Closing portal provides the ideal solution for us to 
collaborate on these changes to meet the required 
timeframes. It’s extremely well-designed and easy 
to use, which is a huge benefit for both our staff as 
well as our settlement agents.”

Good collaboration technology needs to include: 
collaboration, e-recording, and post closing that 
will connect lenders to settlement agents and allow 
both parties to securely share, validate, audit, track, 
record and collaborate on loan documents, data, 
and fees to ensure compliance.

“We already partnered with Simplifile on their e-
recording solution for our servicing needs,” Oliver 
added. “We were very pleased with the increase in 
efficiencies we achieved using that product and the 
support that Simplifile provided to us. They have 
been very responsive to our needs and are commit-
ted to making sure that the Collaboration and Post 
Closing portal will help ensure that Country Bank 
is in compliance with the TRID regulations.”

Shane Erksine, president of OneTrust Home 
Loans, said, “One of the major reasons we chose 
Simplifile as our partner was their established net-
work of settlement agents who are already using 
their services every day. We’re confident in their 
proven ability to provide an easy-to-use service 
with an intuitive interface that can successfully 
bridge the gap between multiple parties in the mort-
gage and real estate transaction.”

With good collaboration technology, lenders 
don’t have to worry about tracking documents, 
data or communication through a separate system 
or service. Messaging between lenders and settle-
ment agents within a good collaboration solution 
is tracked as part of the complete audit trail and 
reporting provided to aid in TRID compliance.v

Collaboration is Key to TRID
The real question is not whether you believe collaboration 
is necessary, but if as a lender that collaboration will be 
manual or automated.

By  Paul Clifford

Paul Clifford is President of Simplifile. As President, Paul manages all aspects of Simplifile’s corporate 
strategy. Recognized as an e-recording industry founder, Paul frequently presents at state and 
national industry trade shows and conferences. Prior to founding Simplifile, Paul served as the Director 
of Corporate and Strategic Planning for iLumin Corp., where he was responsible for researching, 
modeling, and creating strategic business plans and projects, including an automated mortgage 
transaction initiative for Freddie Mac and Fannie Mae.





Today’s marketers must keep abreast of their marketing 
numbers—budgets, measurement, and metrics. The fol-
lowing infographic by Captora can help you see how your 

marketing strategy numbers add up.
One way is to test your content. Are your landing pages op-

timized? “Correct targeting and testing methods can increase 
conversion rates up to 300%,” states Captora.

Also, make sure your personalizing your content. Some 61% 
of consumers are more likely to buy from companies that deliver 
custom content, according to Captora.

“Compared to generic CTAs, personalization increases con-
version rates by 42%,” states Captora.

For a look at what numbers you need to know, check out this 
infographic.v

MarkeT Pulse

Do The Math
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Process Improvement

Every LOS has been busy tackling TRID for 
some time now. Well, that threat is behind 
us. So, I started to think: What are the vari-

ous LOS players up to now? Here’s what I found:
First, Ellie Mae recently launched three new 

solutions. The Ellie Mae Compliance Management 
System, Ellie Mae’s next generation Encompass 
CRM and the Encompass Mobile solutions were 
unveiled at the Ellie Mae Experience 2016 user 
conference.

The Ellie Mae Compliance Management System 
allows lenders to establish compliance policies, 
procedures and responsibilities, educate manage-
ment and staff, easily qualify vendor partners and 
quickly track and respond to customer complaints. 
Designed for mortgage lenders, banks and credit 
unions of all sizes who need to demonstrate com-
pliance with the Consumer Financial Protection 
Bureau (CFPB) and other regulatory requirements, 
the Ellie Mae Compliance Management System is 
a unified system-of-record for all mortgage com-
pliance data. It leverages Encompass and Mavent 
Compliance Service, which performs more than 
370 federal, state and local consumer protection 
compliance reviews during the loan lifecycle, and 
AllRegs Online, a library of federal and state com-
pliance resources to help lenders employ the correct 
policies and procedures and stay current with the 
latest regulatory changes. Additionally, it offers the 
following new components:

>> Policy & Education Manager: A compre-
hensive learning and content management system 
to help employees stay compliant with current 
regulations, agency guidelines and organizational 
best practices. Assign educational modules, track 
progress and create reporting to ensure your board, 
management and staff understand your organiza-
tion’s policies, procedures and responsibilities.

>> Vendor Manager: A one-stop resource library 
of due diligence documentation and resources for 

Ellie Mae’s broad network of vendor partners.
>> Complaint Manager: A best-in-class service to 

manage consumer complaint resolutions, processes 
and best practices, including contacts, customers 
and tracking of communication history, as well as 
case management of customer complaints.

Ellie Mae’s next generation Encompass CRM 
provides automated one-to-one marketing, compli-
ance and business intelligence needed to capture 
and keep the attention of referral partners, prospects 
and customers. Lenders can dramatically increase 
marketing effectiveness through personal, individu-
ally tailored communications while increasing the 
effectiveness of campaigns utilizing robust business 
intelligence. Specifically, Encompass CRM offers:

>> Automated One-to-One Marketing: Unique, 
detailed and tailored marketing campaigns, auto-
matic prospect assignments based on individual 
situations, and access to a library of more than 200 
email template campaigns, newsletters, videos and 
direct mail specifically designed for mortgage tar-
gets, as well as the ability to customize your own 
content.

>> Business Intelligence: Enables lenders the 
ability to benchmark against competition, iden-
tify of areas for improvement and the ability to 
capitalize on opportunities through detailed report-
ing that shows productivity, ROI and LO/branch 
performance.

>> Compliance & Control: Offers sophisticated, 
legally reviewed compliance and the best data secu-
rity in the industry—SOC 2 Type II audit certifica-
tion, along with improved compliance through one 
system of record.

Encompass Mobile is a robust, scalable mo-
bile platform that is an extension of Encompass. 
Encompass Mobile lets users seamlessly interact 
with Encompass from iPhones, iPads and Android 
devices without having to download special apps or 
install client software. Encompass Mobile:

What Are LOS Firms Up To?
Now that TRID is behind us, I took a closer look at what some 
prominent LOS companies are up to now.

By Tony Garritano

There is an emphasis on mobile computing, lights-out 
processing and tighter integrations.



Contact Mortgage Builder today and learn more about 
our next generation LOS.  800.460.5040 • www.mortgagebuilder.com
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all-inclusive residential lend-
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>> Offers real-time access to pipelines, anywhere, 
from any device,

>> Enables the ability to take applications, order 
credit, and lock a rate using data from the Encompass 
Product & Pricing Service, and

>> Was designed with the highest levels of data ac-
cess and application security built-in.

“As we continue to drive to-
ward our mission of automating 
everything automatable in the 
residential mortgage industry, 
these best-in-class solutions ex-
tend and enhance our already 
powerful Encompass offering and 
add value for lenders of all sizes,” 
said Jonathan Corr, Ellie Mae 
president and CEO. “Through 
the launch of our next generation 
Encompass CRM, the Ellie Mae 
Compliance Management System 
and Encompass Mobile, we’re 
enabling our customers to ensure 
compliance while operating more 
efficiently and effectively.”

Second, Calyx Software has 
developed separate versions of its 
Pricer Product & Pricing Engine 
for portfolio lenders with their 
own rate sheets (Custom Pricer) 
and originators looking for in-
vestor pricing supplied by Calyx 
(Investor Pricer).

Both versions are used seamlessly with Calyx 
Point, eliminating multiple logins, loan program tem-
plates, and the need to rekey data. The bidirectional 
data flow simplifies processes and improves accuracy 
and efficiency. Users can locate the best deals for their 
clients, see the street price for borrowers, and lock or 
float rates and their loans all online within the software 
they use every day.

Bob Dougherty, vice president of mortgage op-
erations, Merchants Bank, N.A. who has used Pricer 
for years, particularly appreciates the product’s ease 
of use and the automated accuracy he can count on. 
“Having all loan products in one place, with the ability 
to check the loan levels for each and see any adjust-
ments, keeps our team on track at all times. Pricer has 
sped up production and reduced error, which helps our 
originators be more efficient and profitable.”

Loan originators can price scenarios instantly and 

correctly in both versions without using paper, and 
only eligible rate cards and programs are visible 
to users. Rate and fee information, including Loan 
Level Price Adjustments (LLPAs), are automatically 
imported into loan files. Pricer also sends, tracks and 
preserves every rate quote and lock request.

“The latest enhancements to our Pricer solution are 
designed to better match the specific 
needs of both buyers and sellers in 
today’s more complex, post-TRID, 
post-QM market,” said Dennis 
Boggs, executive vice president, 
Calyx Software. “Our product and 
pricing engine gives originators the 
broadest view of what is available.”

Lastly, Advantage Credit Inc., a 
leading provider of credit reporting 
services to the mortgage industry, 
is pleased to announce that all 
credit and settlement services are 
now available through LendingQB, 
a 100% web browser-based, end-
to-end mortgage loan origination 
system (LOS).

Users of LendingQB will now 
be able to seamlessly access all 
of Advantage Credit’s services 
without leaving the platform, 
giving users the ability to close 
loans much more quickly and 
efficiently. Integrated services 

include credit reports, tradeline supplements, undis-
closed debt verification, identity verification, AVM, 
tax return verifications, verification of employment, 
verification of deposits and flood certificates.

While navigating within a loan file, LendingQB 
users order multiple services through a unified inter-
face, consolidating what was previously an array of 
time consuming tasks. When orders are complete, any 
returned documents are stored electronically and data 
associated with the service is automatically populated 
onto the loan file. The interface also displays a total 
cost for all Advantage Credit services so that fee infor-
mation is completely transparent to the user.

What can we learn from what these LOS players 
are doing? There is an emphasis on mobile computing, 
lights-out processing and tighter integrations. What 
does this mean? The major LOS systems are moving 
on and automating more of the mortgage process each 
and every day. v
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Tony Garritano is chairman and founder at PROGRESS in Lending Association. As a speaker Tony has worked 
hard to inform executives about how technology should be a tool used to further business objectives. For over 
10 years he has worked as a journalist, researcher and speaker in the mortgage technology space. Starting 
this association was the next step for someone like Tony, who has dedicated his career to providing mortgage 
executives with the information needed to make informed technology decisions. He can be reached via e-mail 
at tony@progressinlending.com.

Life goes on. 
The surviving 
LOS systems are 
moving beyond 
TRID to help 
lenders continue 
to automate.



Flexibility That Drives Lending

Envision a technology partner that can deliver an advanced platform for all your unique lending 
needs.  A solution that is so flexible it drives consumer and mortgage lending that goes beyond 
traditional LOS technology by enabling growth while dramatically lowering your costs.  Envision 
training your staff on a single lending platform so that your team can focus on closing more loans.  
Envision a solution that is so flexible that it can conform to your precise lending processes today 
and well into the future.

The PowerLender platform delivers you with a single customer vantage point across consumer 
and mortgage lending channels which improves customer engagement, opens up cross-selling 
opportunities and streamlines your lending processes while mitigating risk enterprise wide.  

For more than 35 years, we have been providing exceptional solutions and outstanding service to 
the lending community. PowerLender, flexibility that drives lending.

800‐628‐4687      powerlender.com

Enterprise Lending Solutions

Enterprise LOS for Banks, Community Banks & Credit Unions



Future Trends

My last article dealt with the proposed 
URLA/ULAD and how data should be 
and is the major focus for the mortgage 

industry going forward. Data is among the most 
powerful, underutilized, and sometimes misun-
derstood forces in technology today. The power 
of data can be used to create powerful change. 
It’s time to discover its full potential for problem 
solving. So let’s begin by exploring a number of 
philosophies about data.

We will start by examining the model of the 
Data-Information-Knowledge-Wisdom (DIKW) 
Hierarchy. This hierarchy is part of the canon on 
information and science and is intended to rep-
resent the progression from knowing nothing to 
knowing why. While there are both pros and cons 
on the DIKW Hierarchy as a useful and intellec-
tually desirable construct, my purpose here is to 
offer a different thought process when it comes to 
collecting, analyzing, interpreting, and using the 
results to make business decisions.

Most images depict DIKWs as a pyramid or 
as an ascending slope where we increase our un-
derstanding by adding value at each step in the 
process. Since data is the focus of this article we 
will use that as the foundation (see diagram 1) and 
build up from there. 

Data, level one, is simply a collection of discon-
nected, objective facts about an event. It is raw data 
with no patterns or relations. It can exist in any 
form, usable or not. We start giving context and 
add value as we move to the next level.

Information, level two, is where the data is ana-
lyzed and organized to describe who, what, where, 
and when. Data is categorized, calculated, cor-
rected, condensed and given labels and definitions 
to provide structure. Through this organizational 
mapping of data, patterns emerge and meaningful 
relationships can be identified. This is the role of 
MISMO in the mortgage industry. We give mean-
ing as we move to the next level.

We are just gathering information in the first 

The Power of Data 
The Power of Data isn’t in the Information; it’s what you  
do with it.

By Roger Gudobba

Don’t believe the sky is the limit when there are  
footprints on the Moon. 





two levels. We know nothing in the data level and start to 
know what in the information level. We start to develop a 
theory or a framework for explaining behavior. We cre-
ate novel ideas. We rely on experience or knowledge 
gained through doing. Together theory and experience 
lead to moving to the next level.

Knowledge, level three, is where we are able to make 
informed decisions by asking how? The European 
Committee for Standardization, in its Guide to Good 
Practice in Knowledge Management, described knowl-
edge as “the combination of data and information, to 
which is added expert opinion, skills and experience, 
to result in a valuable asset which can be used to aid 
decision making.” Think of this as contextualized and 
organized information. We give insight as we move to 
the next level. 

The first three levels are based on observation and 
past experience, where hopefully we are doing things 
right. Now let’s look to the future with the next two 
levels where we hope we are doing the right things.

Wisdom, level four, is where we are able to explain 
why and demonstrate judgment. We start to have an 
evaluated understanding and are able to learn from 
our accumulated knowledge. We think about what is 
best. We give purpose as we move to the next level.

Decisions, level five, is not really one of the levels 
of DIKW, but where we have enlightenment and clar-
ity of perception. Hopefully, this got you thinking.

Now, let’s look at this from the opposite direc-
tion. In his book, The Design of Business, Roger 
Martin unveils a new way of thinking that balances 
the exploration of new knowledge (innovation) with 
the exploitation of current knowledge (efficiency) to 
regularly generate breakthroughs and create value for 
companies. In short, design thinking converts need 
into demand. Think about how this approach could 
impact your organization.

The Knowledge Funnel is the three-stage-model 
(see diagram 2) for altering knowledge from mystery 
to algorithms. 

1.) Creates value in form of better efficiency.
2.) Requires continuous exploration and exploita-

tion of knowledge.
3.) Functions especially in design thinking oriented 

communities.
This form of thinking is rooted in how knowledge 

advances from one stage to another—from mystery 
(something we can’t explain) to heuristic (a rule of 
thumb that guides us toward solutions) to algorithm (a 
predictable formula for producing an answer) to code 

(when the formula becomes so predictable it can be 
fully automated). As knowledge advances across the 
stages, productivity grows and costs drop, creating 
massive value for companies. 

The mystery stage comprises the exploration of the 
problem. We discover disparate ideas and concepts. 
At the heuristic stage a rule of thumb is generated to 
narrow work to a manageable size. We experiment and 
start to define and develop models. Your intellectual 
capital and advantage is here. In the algorithm stage 
the general heuristic is converted to a fixed formula, 
taking the problem from complexity to simplicity. We 
deploy systems and procedures. Once systemized it is 
possible that the algorithms can be commoditized.

There is no better time than now to take a step back 
and evaluate your IT infrastructure and process flow.

In today’s digital world, business users need easier 
ways to explore data, uncover new insights and 
make informed decisions instantly from any device. 
However, achieving this can be difficult for many 
organizations given the complexities of outdated IT 
infrastructures. (PwC)

I will leave you with this final thought, “No new 
ideas, concepts or innovations can be formed from past 
information, data or knowledge – all new ideas can be 
validated only through unfolding the future events.” v

Roger Gudobba is passionate about the importance of quality data and its role in improving the mortgage process. 
He is chief executive officer at PROGRESS in Lending Association and chief strategy officer at Compliance 
Systems. Roger has over 20 years of mortgage experience. Roger was instrumental in forming the Mortgage 
Industry Standards Maintenance Organization and now sits on MISMO’s Residential Governance Committee. In 
2004, he was the recipient of Mortgage Technology Magazine’s Steve Fraser Visionary Award and in 2008 he 
received the publication’s Lasting Impact Award. Roger can be reached at rgudobba@compliancesystems.com.
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Data in and of itself is not useful 
until we add some  
definition and structure.
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How would you rate your company’s 
brand? How can you make it even bet-
ter? In the article entitled, “10 Brands 

That Brilliantly Differentiated Themselves From 
the Competition” the author says that today’s 
winning brands aren’t playing it safe. They never 
say, “That’s how we’ve always done it,” and they 
know their brands are more than just a sleek logo 
or a cool website.

The brands that crush their competition are 
those who have an understanding that strategic 
branding goes much deeper than pretty visu-
als and responsive code. Branding is layered, 
sculpted, and tested.

To create a layered, brilliant, and competi-
tion-killing brand, three things must align.

1.) Understanding of your brand (internal be-
liefs and communications)

2.) Understanding of your best potential 
audience(s)

3.) Understanding and differentiating from 
your competition

Combined, these elements create brand magic. 
To see these three things in action, keep on read-
ing. Below are some brilliant companies that are 
great at differentiating themselves from their 
competition.

1.) Lush
Why They’re Brilliant
>> They’re unlike any other makeup brand on 

the marketplace.
>> They have international reach with a local 

“warm and fuzzy” approach.
>> They are advocates of ethical buying and 

the purity of handmade things. They value social 
and corporate responsibility over a luxurious and 
out-of-reach image.

>> Their branding is simple and genuine.
>> They have a massive cult brand following. 
How They’re Doing It
>> They understand their customers. They ap-

peal to the girl who’s “had enough” of standard 
beauty products and has strong beliefs. 

>> They’re selfless with their products, they 
offer free samples and in-store trials on nearly 
everything.

>> They aren’t selling a product -- they’re sell-
ing a viewpoint on how they define beauty.

>> They offer a one-of-a-kind retail experi-
ence that feels like you’re walking into an Etsy 
store in real life.

2.) Airstream
Why They’re Brilliant
>> Airstream has been a cult classic since 

1929.
>> They’re one of the most recognized RVs on 

the road. The image is iconic.
>> They have a massive audience following 

that embraces the “retro” side of life.
>> Their product has a great blend of the past 

meets the future, classic exterior, modern interior.
>> They offer a “silent” luxury, it doesn’t 

scream, “I’m rich” until you get inside.
How They’re Doing It
>> They focus on quality, image, and com-

munity, the product is expensive, but rarely loses 
value since it’s built to last.

>> They relaunched a new website and digital 
experience in 2014.

>> They offer endless community and dealer-
ship events where you can sit in an Airstream to 
experience it yourself.

3.) Oscar Health Insurance
Why They’re Brilliant
>> They make health insurance feel friendly, 

personable, and easy-to-understand.
>> They consider the UX behind buying and 

understanding health insurance.
How They’re Doing It
>> They use bright visuals, large concise copy, 

and a parallax scrolling site to make digesting 
information easy on desktop, mobile, and tablet.

>> They focus on a small, niche network just 
in New York.

>> They’re transparent, they partner with doctors 
and allow you to customize your quote immediately.

Business Strategies
Differentiate Your Brand
Today’s winning brands aren’t playing it safe. They never say, 
“That’s how we’ve always done it.”

By Michael Hammond
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>> They make customer-benefit promises like 
“Talk with our doctors for free, one will call you 
within the hour.”

4.) T-Mobile
Why They’re Brilliant
>> They’re a cellular company that is changing 

what it means to be a cellular company.
>> They’re catering to a smaller, niche audi-

ence that is young and urban -- those who don’t 
want to be tied down and “owned” by their cellular 
company.

>> They listen and follow the behaviors of their 
core customer.

How They’re Doing It
>> They create messaging that aims directly at 

customers’ biggest pain points (being tied down to 
a carrier) and away from their biggest flaw (the size 
of their network).

>> They have a strong and unique color palette, 
think pink!

>> They pay ETF’s, the biggest hurdle in switch-
ing carriers.

>> They allow customers to bring in unlocked 
phones to switch to T-Mobile.

5.) Whole Foods
Why They’re Brilliant
>> They go beyond being a grocery store, they’re 

also content generators and thought leaders.
>> They use their site to offer a whole new 

experience for customers offline and online.
>> They understand why people shop at Whole 

Foods in the first place, because it’s a wholesome 
food source.

How They’re Doing It
>> They’re sharing ideas and generating mean-

ingful content that isn’t boastful, they understand 
what their customer is looking for.

>> They’re promoting a “greener” lifestyle, they 
got rid of plastic bags in 2008.

>> They focus on local stores, taking away that 
feeling of the big chain.

>> They use bright, unique, and cheerful design 
that is easy to understand.

>> They partner with shows like Top Chef to 
promote their food.

>> They host events, run multiple blogs, and 
have an app, showing they’re way ahead of their 
competition.

6.) Zendesk
Why They’re Brilliant
>> No longer is customer service some person in 

the back of the building like Kelly from The Office, 
it’s immediate, digital, and genuine with Zendesk.

>> They’re a one-stop shop customer service 
platform that empowers the whole organization.

>> They help customer service agents prioritize. 
Companies no longer give off a “take a ticket” 
message.
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The brands that crush their competition are those who  
have an understanding that strategic branding goes much 
deeper than pretty visuals and responsive code.





>> They’re destroying the stereotype that cus-
tomer service is something that’ll take forever.

How They’re Doing It
>> Customer service is made beautifully simple.
>> Their software brings all customer feedback into 

one place.
>> They have a clean and intuitive site design 

that makes it easy to learn, and form and content are 
aligned.

>> They offer best practices for their customers, 
positioning Zendesk as an industry thought leader.

7.) Yoh
Why They’re Brilliant
>> They look absolutely nothing like any other re-

cruiting site and company.
>> They steer away from conservative, stuffy pic-

tures, and copy.
>> They make learning about their company fun 

and engaging, the brand has a pulse.
How They’re Doing It
>> They use bold messaging that speaks to “you” 

and not about “we.”
>> They use little-to-no industry jargon.
>> They use a consistent and striking brand look 

and feel.
>> They use original website design that is 

hyper-visual.
>> They feature downloadable content and clear 

CTAs.
8.) Four Quadrants Advisory
Why They’re Brilliant
>> They cater to a niche market and audience just 

for dental practices.
>> Their customers call them the “Dental Guys.”
>> They go beyond numbers and become advocates 

and consultants for the best interest of dentists.
>> They take away the “behind the practice” stress 

for dentists.
How They’re Doing It
>> They’re transparent about their process, and it’s 

laid out in a simple way using user-benefit statements.

>>  They offer more than just financial planning, but 
practice and capital planning.

>> They empower their team to create valuable con-
tent for their website.

9.) The Middle Finger Project
Why They’re Brilliant
>> They are reimagining copywriting and messag-

ing consulting.
>> They’re a confident and sometimes outlandish 

advocate for being fearless in writing -- especially 
business writing.

How They’re Doing It
>> They use frequent email blasts called “Just the 

Tip” that share a tactical nugget of information.
>> They value a bigger cause, going with your gut 

in writing.
>> They make writing great copy a lifestyle within 

an organization.
>> They offer kits, classes, tools, and smart ideas for 

any business to use.
10.) Go Inbound Marketing | Element Three
Why They’re Different
>> They have big speakers, big topics, but a fo-

cused, niche audience.
>> They quickly are becoming the go-to marketing 

conference within the Midwest.
>> They’re empowering local businesses to speak 

and sponsor rather than major national and interna-
tional speakers.

How We’re Trying to Do It
>> They’re recapping the event with video, content, 

and statistics on the success of the event.
>> They’re interviewing each speaker and sharing 

the interviews with attendees.
>> They’re using speakers from various back-

grounds like content promotion, web design, sales 
training, video production, and search marketing 
(including Dharmesh Shah from HubSpot and Gilian 
Muessig from SEOMoz).

I hope this was helpful. Now go out there and dif-
ferentiate your brand. v

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and is the founder 
and president of NexLevel Advisors. They provide solutions in business development, strategic selling, 
marketing, public relations and social media. He has close to two decades of leadership, management, 
marketing, sales and technical product experience. Michael held prior executive positions such as CEO, CMO, 
VP of Business Strategy, Director of Sales and Marketing and Director of Marketing for a number of leading 
companies. He is also only one of about 60 individuals to earn the Certified Mortgage Technologist (CMT) 
designation. Michael can be contacted via e-mail at mhammond@nexleveladvisors.com.
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Companies with winning brands know their brands are  

more than just a sleek logo or a cool website.



(734) 432-0212 www.mycvf.org 

Experience the difference... 
Our dedicated people are here for you, 

every step of the way. 

    NMLS# 282701 

Federally Insured by NCUA  



We’re already about a quarter of the way through 2016. TRID is 
already in rearview. While hardly a distant memory – it may 
never be a distant memory for mortgage professionals – the 
biggest regulatory change in mortgage history is becoming de 

rigueur. And it is almost Spring; that magical time of year when hearts and 
minds of all ages turn their attention to home buying. Or at least those of us 
in the mortgage business hope they do.

But will they? Rates are seriously low, far lower than anyone expected. 
Demand for housing is pent-up. The population interested in housing 
continues to grow, showing that the American Dream of owning a home 
remains as strong as ever. So why does housing, and the mortgage busi-
ness, continue to disappoint?

There is no single answer to this question, though one answer, is that 
the mortgage process is daunting. Not for mortgage lenders, of course, 
but to borrowers. Even with all the press the housing market gets and the 
important TRID objective of borrower empowerment, many would-be 

borrowers, especially the first-timers that are expected to ignite the hous-
ing market, still do not know where to start.
This isn’t just conjecture. Admittedly a case study of just two, I recently 

journeyed through the mortgage process personally, both for our family home 
and for the home we sold. I found the mortgage process easy. Everything hap-
pened as expected, when expected. The lender and I worked comfortably to-
gether throughout the entire mortgage origination cycle. Closing date arrived, 
no surprises, and twenty minutes later my wife and I were homeowners.

Ten 
Thousand 

hours
Many would-be borrowers, especially the first-timers that 

are expected to ignite the housing market,  
still do not know where to start.

By Dan Green



We have an opportunity, though, 
during the 30 to 60 days they  
spend with us to educate them  
about mortgages.

In contrast, the couple who bought 
the home we sold had – and are having 
– an entirely different financing expe-
rience. “Experience” is the operative 
word. My trip through the mortgage 
process certainly wasn’t my first. My 
25 year career in the mortgage industry 
helps, too. The couple buying my home 
was entirely new to the process, hence 
the struggle getting to the closing table. 

Mortgage professionals, when fi-
nancing their residences, think noth-
ing of the mortgage process. That is 
because we do nothing but think about 
it all day, every day, and have for many 
years. This is important: we are ex-
perts. We have practiced, refining our 
knowledge of the business and the pro-
cess with every loan we manufacture. 

That is why ten thousand hours is 
significant. In his book Outliers, Mal-
com Gladwell examined what made 
uber-successful people successful. The 
answer is practice, though not just a 

are good at something have their DNA 
to thank. Not so. His hypothesis is any 
of us can be good at anything if we are 
willing to put the time in. Got 10,000 
spare hours? I have a proposal for you.

We’ve established we are mort-
gage experts. The proposal? Take the 
knowledge of housing finance we’ve 
accumulated over the hours we’ve 
spent in the business and share it with 
borrowers, especially first-time buyers. 
No buyer, or at least very few buyers, 
will ever become experts in the mort-
gage business. They’ll never take out 
enough mortgages. Nor will they have 
any interest in doing so. We have an 
opportunity, though, during the 30 to 
60 days they spend with us to educate 
them about mortgages generally and 
their mortgage specifically. We also 
have tools and techniques many of us 
did not have when we began our mort-
gage careers.

How do we share our expertise? The 

usual ways, though with some modern 
twists. 

First, you have to find your buyers. 
It may be a new age of lending, though 
some things don’t change. Buying a 
home is typically not an impulse pur-
chase. People think about it. A lot. And 
for a long time, often for more than a 
year. It’s important to find them dur-
ing this ‘getting ready’ phase because 
when they are ready, you want them 
to think of you first. Finding potential 
buyers may not be as hard as you think. 
We have the traditional methods of do-
ing so. First-time homebuyer seminars, 
perhaps offered as online webinars 
rather than the in-person, classroom 
style sessions we were subjected to is 
a good place to start. Then there’s the 
data-mining route. You likely have 
partners in the mortgage industry that 

can help you identify potential borrow-
ers many months before they are ready, 
perhaps even before they know they 
are ready. It’s no secret the mortgage 
market has established new volume 
levels that are lower than the highs ex-
perienced in the peak years of the early 
2000s. Still, over one trillion dollars 
per year is nothing at which to sneeze. 
The trick is figuring out which borrow-
ers are in the pool each year. Thanks 
to data and sophisticated analytics, the 
fishing is easier and more predictable 
than it used to be. 

The second step in transferring 
your 10,000 hours or more of exper-
tise to borrowers is to cater to their 
changing needs. While I am neither 
a millennial nor a Gen-Xer, I am a 
member of what is now being termed 
Gen-D, a cross-generational group for 
whom the digital experience is deeply 
ingrained. The digital generation lives 
largely online, conveniently research-

ing, shopping, and buying just about 
everything. When Gen-D is not online, 
which probably is not often, we prefer 
to be doing something that’s not chores. 
If we can take care of ‘it’ online, we 
have more time for other pursuits. Gen-
D includes many millennials who also 
just happen to be the next great genera-
tion of homeowners. They’ll buy their 
first home soon, then, like the gen-
erations before them, they’ll purchase 
one, two, three or more afterwards. Yet 
they’ll do it differently, very likely all 
online. This is the generation who will 
pioneer the digital mortgage. Lenders 
who ‘pioneer’ with them are playing 
the long game, winning today, tomor-
row and far into the future.

What’s the digital mortgage look 
like? We’ve said it before. At the mac-
ro-level, it’s completely paperless, all 

little bit of practice, lots of practice. 
Turns out it takes about 10,000 hours or 
practice to become an expert. If you’ve 
been in the mortgage business for five 
years or more, you’ve spent at least that 
amount of time in housing finance. You 
are an expert.

Experts, by definition, have compre-
hensive knowledge of their given skill. 
We all know them. We all see them. 
The soccer player who makes scoring 
seem effortless. The musician who 
plays flawlessly, the developer whose 
code is impeccable, and don’t forget 
the mortgage lender who gets their bor-
rower to the closing table happy and on 
time. How do they do it? Natural abil-
ity? Nope. Practice.

Practice - over natural ability - is 
an important finding from Gladwell’s 
book. Many of us assume those who 



electronic. It’s born and lives entirely 
online, closing electronically, too. Bor-
rowers and lenders interact exclusively 
in the virtual world through portals, 
email, though email is becoming ob-
solete with texting becoming the new 
favorite. Borrowers self-originate at 
their convenience. Lending estimates 
appear in the portal you provide. The 
portal is also the vehicle for transport 
of all information needed from the bor-
rower and all information you need to 
share with them. Snail mail? Forget it. 
Too slow, too cumbersome.

It’s important to acknowledge 
there’s pioneering to be done here. 
Very few lenders offer the total digi-
tal experience. Even fewer go digital 
all the way to the closing table and 
beyond. Many county recorders ei-
ther won’t - or can’t - handle eClos-
ing. External barriers are a reality, 
though will eventually dissolve in 
the wake of overwhelming demand. 
Internal barriers exist, too, though 
lenders have the power to overcome 
them. Today’s mortgage technologies 
eliminate the ‘tools’ excuse. What’s 
left? People and process. In other 
words, the desire to go digital. Lend-
ers who desire to digitally pioneer, as 
has already been mentioned, win the 
long game.

How did my case study of two come 
to an end? My wife and I have been 
living in our new house for almost six 
months. Happy ending there, though 
moving boxes still occupy too much 
space. The couple buying our previ-
ous home will close before the end 
of March after a few months under 
contract. While we are very happy 
for them as first-time homebuyers, 
we do lament their arduous financing 
experience.  Although they are a case 
study of one, their experience is far too 

common. What made it hard and take 
longer than they expected? Compli-
ance is likely the main culprit. Their 
lender’s years of experience as well 
as the remarkable technologies at their 
fingertips should have moved their ap-
plication from origination to closing 
quickly and with little stress. As far as 
we’ve come, and as experienced as we 
are, it’s clear more of our experience 
needs to be shared with each and every 
homebuyer. It’s the catalyst the hous-
ing market needs. v

About the Author
As Executive Vice President, Operations for 
Mortgage Cadence, Dan Green works with the 
team to create greater efficiencies in all areas and 
coordinating efforts that enhance service quality 
and teamwork. Formerly, Green served as Chief 
Operating Officer/Chief Marketing Officer of Prime 
Alliance Solutions followed by Marketing Lead for 
Mortgage Cadence. Prior to that, he had an eight 
year career with CUNA Mutual Mortgage where 
he was responsible for origination, servicing, 
lending technologies, process reengineering 
and education. With over 30 years of financial 
services and mortgage experience, he’s keenly 
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increase efficiencies while enhancing the financing 
experience for borrowers.
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If an effective third party risk management system is not in place, 

auditors will be waiting.

Before Auditors 

Come KnoCKing

r
esearch has shown that the financial 
industry outsources over 85% 
of their information technology. 
Outsourced technology can 
include your basic products such 

as the phone system, alarm system, network, 
servers, or computers. Your more critical 
outsourced technology might include lending 
technology, online banking system, secondary 
marketing system, payment solutions, core 
solution or ATM processing. From basic to 
critical technologies, all types of third parties 
play a key role in business operations proving 
that outsourcing technology directly effects

mAnAge
Your risK

By Marc riccio



Your risk management solution should 
incorporate vendor management, 
BCP, and incident response under  
one solution.

your institution every day.  Outsourcing 
technology has major benefits if 
managed correctly. If an effective third 
party risk management system is not 
in place, auditors will be waiting to 
knock down your door. Institutions 
rely heavily on outsourced technology 
to perform business functions resulting 
in an increased overall operational 
risk. If an outsourced vendor 
unsuccessfully delivers services then 
the institution relying on that vendor 
runs the possibility of failure. The 
risk associated with your outsourced 
technology providers directly effects 
the overall internal operational risk of 
your institution. If you are effectively 
managing your entire operational 
risk management program, you are 
ensuring you will always be able to 
perform everyday business functions, 
which are critical to survival.

One of the biggest struggles of 
managing third parties is the amount 

amounts of resources, people, and 
time invested in properly managing 
your third parties.

Typically, institutions require their 
Vendor Manager, Vendor Owner, Le-
gal department, Financial advisor, and 
CFO to be involved in the entire pro-
cess. There are many hands involved 
in vendor management, and this is 
not accounting for external vendor 
cooperation. The Vendor Manager 
has the role of overseeing the entire 
vendor management program and en-
sures that all tasks and procedures are 
completed correctly and timely. The 
Vendor Owner has the role of obtain-
ing all due diligence documentation 
and screening the vendor. The Vendor 
Manager begins this process by re-
questing for the vendor to be reviewed 
by the Vendor Owner. The Vendor 
Owner is then required to communi-
cate with their vendor to obtain the 
proper due diligence information. Of-

ten times this point in the process gets 
delayed by the vendor because the due 
diligence documentation is viewed as 
a low priority and burden. This con-
sequently makes an already lengthy 
process even longer. The difficulty of 
involving internal company-wide ef-
forts and external vendor participation 
likely leads to miscommunication and 
lack of collaboration. Your institution 
needs to have a uniform process, en-
suring interdependencies across your 
institution are effectively controlled.  

If this process is completed manu-
ally, the implementation becomes 
increasingly complicated. Financial 
institutions often rely on multiple 
documents and lists which are all 
managed by different people and 
could contain duplicate information. 
One of our current clients previously 

managed three different vendor lists; 
contact information, accounts receiv-
able and critical vendors. The depart-
mental contact list was utilized by 
department personnel and contained 
contact information needed to commu-
nicate with each vendor. The accounts 
receivable list was utilized by the 
accounting personnel and contained 
billing information related to products 
and services as well as contract re-
newals.  The critical vendors list was 
created by the IT department to track 
which vendors provide the most criti-
cal services and what due diligence 
needed to be performed based on the 
assigned criticality. The three lists 
each contained important informa-
tion needed by multiple personnel. It 
would be impractical to eliminate any 
of the lists and would also cause chaos 
to simply combine. The vast amount 
of documentation and acknowledge-
ments needed on an individual vendor 

basis essentially takes up more time 
and effort to maintain separately than 
it would with a centralized repository. 
This particular institution and many 
others have experienced the agony of 
maintaining a manual vendor man-
agement process and have therefore 
invested in an automated solution.

Simply automating might not be 
the answer to all prayers. The key 
is to invest in an automated solution 
that can easily maintain all vendor in-
formation as well as the management 
process from acquiring a new vendor 
and vetting an existing vendor to 
monitoring their relationship. Current 
systems are often difficult to use and 
lack the ability to delegate tasks to 
specific personnel. Since the vendor 
management process is so lengthy, it 
requires many hands to get involved 

of time and effort it takes to complete 
the tasks required by the FFIEC and 
FDIC. The regulations stress the im-
portance of maintaining a strong se-
lection and monitoring process. This 
process includes qualifying and as-
sessing the risk of each vendor, com-
municating with the vendor to obtain 
the necessary due diligence criteria, 
receiving the authorized review of 
the due diligence documentation, and 
continual monitoring of each vendor 
to update their documentation. Since 
each vendor provides something dif-
ferent to your institution, the process 
is extremely complicated. Each ven-
dor must be assessed based on the risk 
they could bring to your institution, 
and all due diligence must be prop-
erly performed based on the level of 
risk. As a result of this, there are large 



to perform due diligence activities. 
This leaves room for miscommunica-
tion, error, and missed deadlines. The 
ideal automated solution would in-
clude user access roles, built in alerts, 
and a complete document repository. 
User access roles would allow all 
involved internal personnel the abil-
ity to manage their specific functions 
and keep track of their individual 
vendors. Built in alerts would ensure 
that all review dates and contracts are 
being reviewed and managed on time 
and monitored correctly. A complete 
repository would centralize all ven-
dor due diligence documentation in 
one area to ensure that each vendor 
is being properly evaluated and con-
trolled. The overall goal is to mitigate 
all outsourced technology risk by 
centralizing all tasks into one system. 
To achieve this goal, you must antici-
pate the risks before the auditors.

Unfortunately, institutions tend to 
maintain a defensive “band aid” ap-
proach to auditors and regulations. They 
panic after a visit from the auditors and 
find a quick fix to the problem. Usually 
the quick fix is to purchase a system 
to cover the area that the auditor scru-
tinized. Sometimes that system is only 
covering just a small part of the bigger 
problem and the institution falls in to a 
vicious cycle to constantly require more 
band aids. They might devote the time 
and money into a vendor management 
system but then still manage the other 
areas of risk manually. Instead, the ap-
proach should be proactive to eliminate 
the “band aid” cycle because eventually 
those band aids will run out and your in-
stitution will suffer. The newest FFIEC 

IT Examination update guides the way 
to a proactive strategy. 

Appendix J in the FFIEC IT Ex-
amination handbook explains the 
importance of strengthening the re-
silience of outsourced technology by 
stressing the need to identify, mea-
sure, monitor, and mitigate all areas 
of risk associated with outsourcing. 
It is no longer practical to invest in 
several solutions to separately main-
tain all areas of risk management 
because of this regulation. In order 
to stay ahead of the game, it is better 
to have a solution that ties all areas 
of risk management under one um-
brella. A complete risk management 
system is the solution to the worries 
that Appendix J has brought upon 
the industry. An all-encompassing 
risk management solution will iden-
tify which vendors are correlated to 
your critical business functions. The 

vendor must allow you to complete 
your critical functions or you will be 
in jeopardy of financial loss or loss 
of business. You should maintain 
your institution’s business continuity 
plan and incident response policy and 
also monitor the BCP and incident 
response policies of your third par-
ties. This will ensure that if a disaster 
affects your vendor, they will be able 
to continue to provide their product 
or service to your institution. 

Your risk management solution 
should incorporate vendor manage-
ment, BCP, and incident response 
under one solution to ensure that all 
involved personnel can work together, 
eliminate further short term solu-
tions, and anticipate future regulatory 
requirements. An all-encompassing 
operational risk management solution 
will ultimately make your institution 
prosperous. v
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Multigenerational housing is becoming more 
popular and the trend is focused on separate and 
independent living arrangements, yet buying the 
home is still expensive.  

R
ecently my daughter, who lives in a 
very expensive area of the country, 
was bemoaning the fact that with two 
growing children, two dogs and one 
cat, they really needed a bigger house.  

Unfortunately, everyone they looked at was 
over their budget.  So she asked if there was a 
way for her father and I to come and live with 
them and help with the payments.  “No way” I 
said thinking of all the entanglements that situ-
ation carried with it.  But after thinking about it 
for a while, I started to investigate the idea and 
found that multigenerational living is happening 
more and more frequently these days.  While the 
primary reason may be economic, there are a 
number of drivers and benefits that are increas-
ing the probability that many households may 
become multigenerational before too long.  

MultigeneRational 

Housing

By ReBecca Walzak



So what is a multigenerational 
household?

According to the Pew Research Cen-
ter, a multigenerational household is a 
household that includes at least two (2) 
adult generations or two non-sequen-
tial generations.  For example, it can 
be parents and adult children or parents 
and grandparent(s). A non-sequential 
multigenerational household is adult 
children and their grandparents living 
in the same household.  Adult children 
are those age 25 to 34.

Living arrangements can range from 
simply having an aging parent occupy-
ing a bedroom in the home and sharing 
all other daily activities with the other 
household members, to the home hav-
ing an entirely separate living unit with 
living, kitchen, bedroom and bath along 
with a separate entrance.  Some even 
have their own separate garage space.  

The frequency of multigenerational 
housing

PEW Research Center also inves-
tigated this aspect of the trend and 
found that in 2012 there were 57 mil-
lion or18.1% of the population living 
in multigenerational housing.  While 
many may assume that this is primarily 
older adults caring for aging parents, 
the reality is that 23.6% of the 25 to 
34 age group are included; the largest 
percentage of multigenerational hous-
ing.  The second highest percentage 
were those age 85 and greater which 
comprised 22.7% of the population.  
However, over the past 30 years, the 
percentages increased across all age 
groups, with the exception of the 85+, 
which remained rather stable.

The distributions across gender found 
that of the 25-34 age group the largest 
percentage were males which repre-
sented 26% of the population.  Females 
on the other hand made up 21%.  There 
were also distinct groupings by race 
and ethnicity.  With the large immigra-
tion experienced in the country over the 
past 30 years, the number of immigrant 
households comprised of multiple gen-
erations has increased significantly.  At 
the time of the study 37% of the U.S. 
population were minorities.  Distribu-
tion of multigenerational minorities 
indicated that 25% of these households 
were Hispanic, 27% were Asian and 

14% were non-Hispanic whites.  
Looking at this from a slightly dif-

ferent viewpoint, AARP conducted a 
study of multigenerational households 
and found that 9.4% of Asian, 9.5% 
of African American households, and 
10.3% of Latino households were mul-
tigenerational.  This trend is expected 
to increase as continued immigration is 
expected in the coming years.  Projec-
tions by the U.S. government Census 
Bureau show that non-Hispanic whites 
will no longer be the majority by 2043 
and the 65+ population will more than 
double to 92 million by 2060.  All this 
portends an increasing number of mul-
tigenerational household formations. 

Why Multigenerational Living
A study by the National Association 

of Realtors looked at the reasons families 
were living together in multigenerational 
households.  They found that although 
the reasons were similar among all 
groups, the percentage did vary based on 
age.  The chart provided below gives an 
overview of the various reasons for this 
type of household formation by age.

A survey of multigenerational house-
hold dwellers conducted by Generations 
United in 2011, found that 82% said the 
set-up brought them closer as a family 
and that they enjoyed the living arrange-
ment. In addition, 72% indicated that 
they found that their finances improved 
while 75% saw an improvement in 
overall care benefits.  An AARP report 
in April of that same year found that of 
the 24-35 years olds that had moved in 
with parents more than half were satis-
fied with the arrangement.  In fact, John 
Graham, emeritus professor of market-
ing and international business at the 
University of California, Irvine summed 
the move toward multigenerational liv-
ing this way, “…what’s really happen-
ing is the realization that the best way to 
get along in life is interdependence with 

the extended family.  We’ve had a 50-
year experiment with the notion of the 
nuclear family and it is sort of a stupid 
way to live.”

What does this mean to the housing 
market?

Because this trend toward multi-gen-
erations living together as one house-
hold is growing, builders are beginning 
to respond.  While some are building 
larger homes with more bedrooms and 
baths or two separate master suites, 
builders like Lennar have designed 
and built homes specifically for multi-
generational living.  These are homes 
with separate living sections for the ad-
ditional generation of family members 
and are becoming more popular since 
they offer separate entrances and liv-
ing areas where each family unit can 
have their own space.  Standard Pacific 
Homes in California is also building 
homes to accommodate three genera-
tions.  These homes typically include 
a two-story design that have a lock-out 
rental unit which can accommodate a 
separate generation of the family or can 
eventually become a small rental unit.  
There is a two-car garage for the family 
and a separate one for the smaller unit 
which also has a private yard.  Need-
less to say with the growing immigrant 
and aging baby-boom population this 
type of housing will have more appeal 
to home buyers.  

What about financing? 
Multigenerational housing is be-

coming more popular and the trend is 
focused on separate and independent 
living arrangements, yet buying the 
home is still expensive.  These homes 
are typically larger than a standard 
single family home and in most cases, 
the price reflects that additional square 
footage. This means that financing is 
more important than ever.  

To address this emerging trend, Fannie 



Mae has included in their HomeReady 
program the extended-household income 
flexibility option.  While not a separate 
program, it does allow a potential bor-
rower to include the income from the 
various multigenerational family mem-
bers as a compensating factor if the DTI 
including just the primary family exceeds 
45%. Since these extended households 
are more common among underserved 
populations such as low to moderate, 
minority and immigrant populations, this 
offers a way for these families to pur-
chase a home in a way that is affordable 
and allows them to retain the consistent 
with their lifestyle.

Of course, this financing approach 
may not be acceptable to all potential 
buyers.  For one thing this type of financ-
ing would not lend itself to allowing both 
generations to be listed as owners of the 
property.  For older individuals who are 
accustomed to being homeowners and 
want to continue to enjoy the associated 
tax benefits, this may be a problem.  

There are of course other options.  
Combining incomes from all borrowers 
would allow larger loans to be approved 
as this additional income would support 
a lower DTI.  There are complications to 
this approach as well.  For one thing all 
members of the household contributing 
income would have to be on the note and 
mortgage.  This could prove complicated 
in the case where one of these generations 
wants to or has to move.  Since the bor-
rowers were approved with a combined 
application, it is unlikely that the remain-
ing family would have sufficient income 
to bear the monthly payment.  In such 
cases, the extra living unit could easily be-
come a rental, generating income needed 
for making the payments.  But will this be 
acceptable to investors or regulators?  

Other issues that may arise and need to 
be addressed is what happens if the gen-
eration that is buying the property decide 
to divorce or if one should pass away.  
What will happen to the older generation 
living in the separate unit?  To address 
these issues both generations may wish 
to place the property in a trust or hold title 
some other way.  Once again this chang-
ing title structure may cause problems 
and concerns for investors.

What about servicing these loans? 
Will servicing these loans become 

another issue for servicers to address?  
How will servicers address the receipt 
of a payment when it comes from an-
other member of the household?  Will 
it be treated as if the borrower sent it in 
or will it be rejected because it is not 
received from the primary borrower?  
In addition, there is always the pos-
sibility of increased defaults since it is 
likely that when one of the individuals 
passes away a resulting reduction in 
income will impact the ability to meet 
the debt. Will servicers need to develop 
new loss mitigation strategies to address 
these issues?  Furthermore, in this era of 
protecting the consumer will servicers 
be pressured to change their default 
management for these situations?  And 
what about REO issues.  If the servicer 
is forced to foreclose on one of these 
properties will there be sufficient buyers 
interested in this type of housing?  

Living in a multigenerational house-
hold

While all of these issues are of inter-
est and concern to both lenders and bor-
rowers, the reality is that most people 
moving into these households are used 
to living independently and with this 
change of residence comes other issues 
that can derail the best of intentions.  
Having a multigenerational household 
that has problems living with each oth-
er or failing to set realistic expectations 
can dissolve the benefits of this living 
arrangement.  Ultimately a separation 
of family members can have an impact 
on the viability of these loans.  So what 
should potential borrowers consider 
before agreeing to become a multigen-
erational family. Both the AARP and an 
article by Marcie Geffner for Bankrate.
com have some suggestions.

1.) Discuss expectations and responsi-
bilities before making the move.  Decide 
who is going to pay what bills, which 
areas of the home are communal and 
which are private.  If there are areas, such 
as laundry that are used jointly, decide on 
when each generation will have use of it.  
If you are buying a home with a separate 
apartment, discuss whether or not the 
utilities will be joint or separate.  This 
may also be impacted by zoning restric-
tions so check them out as well.  

2.) Older parents with multiple chil-
dren should discuss the situation with 
them and with all families together.  This 
will avoid hard feelings of some kids 
getting “stuck” with all the responsibility 
and others feeling that one of the siblings 
is getting an advantage in a potential 
inheritance situation.  In other words, be 
careful when mixing assets and families.

3.) When determining where you will 
live make sure that the home accommo-
dates physical issues such as grab bars, 
brighter lightening and other items that 
are or may become necessitates as indi-
viduals age.  

4.) Bring patience and acceptance 
from all parties.  People’s personalities 
and habits are unlikely to change.  Every 
member of the family must be willing to 
accept them.

Time magazine for the week of Febru-
ary 22nd has an extended article focused 
entirely on the frontiers of longevity and 
the creation of an American culture that 
supports it.  There is no doubt that the 
upward trend we are seeing in multigen-
erational housing is just the tip of the ice-
berg and this  move to multigenerational 
housing is one solution that home build-
ers, buyers and mortgage lenders should 
welcome with open arms. v
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With over 20 years of industry experience to his 
credit, Michael Hammond of NexLevel Advisors 

shares his vision for mortgage lending.

ExEcutivE intErviEw

The Man 
Behind 

Growing 
Companies

Michael Hammond is an entrepreneur, 
business leader, and thought leader, 
he has extensive experience in 

Financial Services and more specifically 
financial services technology, and held prior 
executive positions such as CEO, CMO, VP 
of Business Strategy, Director of Sales and 
Marketing and Director of Marketing for a 
number of leading technology companies in 
the financial services industry.

Hammond is one of only 60 individuals to 
earn the prestigious Certified Mortgage Tech-
nologist (CMT) designation, which is presented 
to information technology professionals in rec-
ognition of their industry experience, profes-
sional education and knowledge of the unique 
technological needs of the real estate finance 
industry. In a long-ranging interview, here’s 
how he sees the state of mortgage lending:



Q: How did you get started in the 
mortgage industry?

MICHAEL HAMMOND: Just over 20 
years ago I saw an ad for a Director of 
Sales & Marketing with a mortgage tech-
nology company in Livonia, Michigan.  
At the time I knew very little about the 
mortgage industry, let alone mortgage 
technology, but I was extremely inter-
ested in a position that combined using 
my law degree with my marketing and 
sales experience.  This opportunity al-
lowed me to utilize multiple skill sets by 
heading up the sales and marketing de-
partments of a Loan Origination System 
while being responsible for all contract 
negotiations.

As many people in the mortgage in-
dustry have stated to me along the way, 
“ Once you are in the mortgage industry 
you never leave.”  That statement has 
proved to be true.  After 20 plus years of 
being in the mortgage industry I could 
not be more pleased with my decision to 
join the ranks.

Q: Michael, for more than 20 years 
you have dedicated your career to 
driving growth and helping companies 
differentiate themselves in the market-
place. What factored into your deci-
sion to start NexLevel Advisors over 8 
years ago?

MICHAEL HAMMOND: My decision 
to form NexLevel Advisors was right in 
the middle of the mortgage meltdown.  
While many thought I was crazy to start 
a company at that time, I saw a great 
need in the industry.  Companies needed 
expert advice on how to navigate the ex-
tremely challenging market conditions, 
how to grow their company and gain 
market share in a down market, but they 
didn’t have the resources. 

They could not afford to hire full time 
employees-especially at the executive 
level, to handle their sales, marketing 
and public relations initiatives; yet, they 
knew if they did nothing they would go 
out of business.  Being able to provide 
executive level insight, combined with 
the ability to actually create, design and 
deliver on the plans, was critical to their 
success and mine.  

That’s what NexLevel Advisors was 

able to deliver.  NexLevel Advisors is the 
premier strategic business advisory firm 
that assists companies in growing their 
businesses more quickly and strategi-
cally than they could by themselves. 

Q: Over the time that you’ve been 
in the industry, how has your role 
changed?  What is it like going from 
the person out in front to the man be-
hind the scenes?

MICHAEL HAMMOND: Since the 
beginning of my career, I have always 
been responsible for driving growth, 
hitting and exceeding sales numbers, 
delivering brand differentiation, imple-
menting marketing programs that gen-
erate leads and constantly working to 
provide thought leadership and brand 
awareness to the financial services in-
dustry.  The biggest change has come 
in the form of the number of companies 
I/we are able to help. 

Before forming NexLevel Advisors, 
my sole focus was applying my knowl-
edge and expertise to the one company 
for whom I was working. Now, I can 
apply all of those lessons learned to 
the benefit of many companies that are 
looking to grow.  So while I might not 
be the person in the headlines getting 
the credit for driving growth for that 
one company, I receive much greater 
satisfaction knowing that I/we have 
added significant value to a host of 
companies.  I truly believe that has a 
much greater impact on the mortgage 
industry as a whole.

Q: Tells us about NexLevel Advisors 
as a company. 

MICHAEL HAMMOND: At NexLevel 
Advisors we say, “It’s where businesses 
come to grow.”  We assist companies 
with executive level insight, proven 
strategies, unique differentiation, action 
plans, and the ability to execute these 
plans that are specific to growing their 
business. We are passionate about taking 
their business and people to the next level 
by differentiating their company and its 
unique offerings.

Q: You talk about helping companies 
grow.  What specific types of products 
and services does NexLevel Advisors 
provide to help companies grow? 

MICHAEL HAMMOND: We provide 
solutions and services in business devel-
opment, branding, marketing, digital me-
dia, executive coaching, public relations, 
lead generation and social media.

Today’s ever changing marketplace 
and economic uncertainty challenges 
each and every business. These challeng-
ing times also present opportunity. Op-
portunity to capture market share, gain a 
competitive advantage, and increase rev-
enue through new customer acquisition.

NexLevel Advisors provides an array 
of customized solutions and services to 
address these market conditions and a 
company’s desire to take their business to 
the next level. The specific products and 
services include the following:

Business Consulting
Executives, when making decisions 

value the type of knowledge and exper-
tise that NexLevel Advisors delivers. 
Executive leaders look to make informed 
decisions based on more than just “inter-
nal knowledge”; they seek information 
from trusted external resources. Fact 
based research, viability assessment, 
target market segmentation, and com-
petitive analysis all provide a detailed 
view of potential opportunities, risks and 
rewards specifically developed for their 
organization.

As a trusted business advisor, Nex-
Level leverages years of experience 
in business strategy, corporate perfor-
mance, strategic selling, and marketing 
to deliver customized solutions that help 

Industry Predictions
Michael Hammond thinks:

Companies that want to 
thrive in the midst of con-
stantly changing regulations 
must also focus efforts on 
attracting new business. 
With all of the noise in 
the industry, companies 
must work to differenti-
ate their brands if they 
want to remain relevant.

Content is king.   
Companies must deliver 
relevant content that 
adds value throughout 
the buying journey.

1.

2.

3.



our clients take advantage of their unique 
business opportunities. These custom 
developed solutions allow them to obtain 
new insight and perspective, optimize 
sales and marketing effectiveness, and 
increase customer loyalty quicker and 
more strategically as they take their 
company to the next level.

Our consulting services apply the 
right executive strategy at the right 
time to elevate and deliver measurable 
results. Our clients employ the help of 
NexLevel Advisors to:

>> Provide strategic business and
marketing assessments and recom-
mendations

>> Provide competitive analysis
>> Launch new products or services
>> Enter new market segments
>> Sales effectiveness and integration
>> Brand and message positioning
>> Create dynamic value proposi-

tions
>> Plan, validate, and strategize new

offerings
Strategic Selling
NexLevel Advisors helps its clients 

bring strategic focus to the art of selling. 
We understand the need for their sales 
organization to deliver results today in 
a competitive and ever-changing mar-
ketplace. Our dynamic and specifically 
tailored approach, repeatable process 
and insight into complicated selling 
propositions elevate their team. Our cli-
ents engage NexLevel Advisors to:

>> Provide strategic sales planning
>> Identify ideal prospects
>> Target market segmentation
>> Provide insight into selling to the

c-suite
>> Develop strategies when there

are multiple decision makers
>> Create predictability in sales

forecast
>> Develop dynamic and high im-

pact sales presentations
Lead Generation
NexLevel Advisors’ groundbreaking 

approach and real world experience in 
lead generation ensures that your pipe-
line is full of qualified prospects. This 
includes prospects that are strategically 
identified and specifically targeted to 
drive growth. Our clients seek the help 
of NexLevel Advisors to:

>> Strategically develop and imple-

ment lead generation programs
>> Develop business intelligence

and database building activities
>> Create razor sharp lead genera-

tion messaging
>> Identify market opportunities

and client segmentation
Brand Differentiation
In today’s marketplace, it is becom-

ing more difficult to differentiate be-
tween competing companies. Products 
and services are becoming increas-
ingly similar and buzzwords used by 
many companies are creating noise 
that can blur the lines of differentia-
tion. Inevitably, this means a compa-
ny’s unique personality – its identity 
– will become a significant factor in
making the choice between one com-
pany and another. NexLevel Advisors
helps its clients break through the
noise and create true market differen-
tiation. NexLevel Advisors delivers
on that promise through:

>> Brand Positioning
>> Brand Personality
>> Corporate Name Creation
>> Product & Services Naming
>> Tagline Creation
>> Logo Design & Development
>> Strategic Messaging
>> Unique Value Propositions
>> Marketing Collateral
Marketing
NexLevel Advisors’ marketing ser-

vices helps its clients strategically market 
products and services whose complicated 
selling propositions or complex technical 
offerings require the communication of 
highly specialized information to elevate 
results. We offer world-class expertise 
and marketing insight to deliver dynamic 
marketing strategies and campaigns that 
will truly take their organization to the 
next level. Our clients engage NexLevel 
Advisors to:

>> Deliver executive level market-
ing strategy and insight

Deliver brand development and 
messaging

>> Deliver promotional and cam-
paign development

>> Deliver prospect identification
and messaging

>> Deliver website design and de-
velopment

>> Deliver marketing collateral ma-

terials
>> Deliver sales value propositions
Public Relations
NexLevel Advisors’ media and pub-

lic relations services assist its clients 
in influencing the influencer to gain 
maximum exposure and name recog-
nition for their products and services. 
Our customized solutions allow clients 
to gain valuable insight and access to 
industry publications, editors, and ana-
lysts while presenting their extraordi-
nary value propositions to the markets 
they serve. Our media and public rela-
tions expertise has secured a number 
of industry awards and recognition for 
our clients nationwide. Our clients en-
gage NexLevel Advisors to:

>> Provide strategic media planning
and insight

>> Provide compelling messaging to
industry publications

>> Provide media opportunities
>> Strategically position intellectual

capital
>> Develop thought leadership
>> Monitor industry trends, events,

and innovations
>> Executive media counseling
>> Coordinate interviews, round-

tables, and opinion pieces
Digital & Social Media
Social media is revolutionizing the 

manner in which companies are con-
necting with their prospective clients, 
including the nature of business-to-
business interactions. Millions of in-
dividuals and business professionals 
each day are searching online for an-
swers they need most. 

People are looking for information-
yes- but they are also looking to con-
nect with other people and companies. 
From searching for products and ser-
vices to sharing success stories, deci-
sion makers are leveraging the Internet 
to make informed decision. They are 
seeking companies that come recom-
mended and ones they can trust. All of 
this activity has social underpinnings 
but are they seizing the social media 
opportunities that are present and con-
tinue to grow?

NexLevel Advisors’ digital and social 
media marketing helps its clients strate-
gically plan, develop, and execute a dy-
namic program to allow organizations 
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to tap the power of social media, taking 
your organization to the next level. Our 
clients engage NexLevel Advisors to:

>> Deliver executive level social
media strategy and insight

>> Deliver social media “Quick
Start” programs for Twitter and Linke-
dIn

>> Drive traffic, awareness, brand
development, and generate leads

>> Develop thought leadership
>> Deliver prospect identification

and messaging
>> Execute successful social media

program

Q: How is NexLevel Advisors Truly 
Unique?

MICHAEL HAMMOND: Unlike many 
traditional agencies, we have been on 
the client’s side of the fence.  We have 
run mortgage technology companies 
and have successfully executed growth 
strategies for those organizations.  This 
provides key insights that our clients 
quite frankly can’t get anywhere else.

We have the ability to both strategize 
and rapidly execute growth programs 
for our clients. We are entrepreneurs 
at heart and highly driven to help our 
clients both accelerate growth and 
outperform their competition. We help 
companies establish aggressive busi-
ness objectives and achieve them with 
a high level of intensity.

Whether we provide fully integrated 
programs or assist with specific initia-
tives and projects, NexLevel Advisors’ 
focus is always on driving growth. We 
understand the complex factors at play 
in the business environment and how to 
navigate them, which provides our cli-
ents with both a fresh perspective and 
a partner who understands their unique 
business challenges.

Q: How Does NexLevel Advisors 
Add Value?

MICHAEL HAMMOND: We call it the 
“NexLevel Difference”. Focused on 
companies that are looking to take their 
business to the next level, NexLevel 
Advisors assists them in elevating their 
results. 

We add value through strategic 

advice specific to each company. Our 
team has years of experience and has 
been in their situation and position. 
These individuals possess in-depth 
knowledge of their complex product 
and service offerings, the nuances of 
their market segment, and the chal-
lenges of their product roadmap and 
lifecycle. 

What this means for their business 
is that they get customized programs 
from accomplished executives who 
offer proven results-oriented solutions. 

Specialized Financial Services Ex-
pertise

NexLevel Advisors offers excep-
tional, specialized expertise in the 
financial services and mortgage indus-
tries. We work with a broad range of 
clients ranging from start-ups to mid-
size companies to the Fortune 500.

As an active member of the Mort-
gage Bankers Association (MBA), 
NexLevel Advisors attends key indus-
try events and participates in the indus-
try. They will see NexLevel Advisors 
at events such as the MBA Annual 
Convention, the MBA Technology in 
Mortgage Banking Show and others. 
We attend the tradeshows to stay in 
tune with our clients’ target audiences 
and industry trends, as well as to sup-
port our clients’ public relations and 
marketing activities.

NexLevel Advisors’ public relations 
group has established relationships 
with the editors of the leading financial 

services and mortgage industry media 
and we regularly propose and provide 
thought leadership content to these 
publications. Our public relations orga-
nization is in contact with the industry 
press every day on behalf of our clients.

Our depth of understanding of the 
financial services and mortgage indus-
tries is unsurpassed. 

Q: What’s Next for NexLevel Advi-
sors that companies looking to grow 
should know?

MICHAEL HAMMOND: NexLevel 
Advisors is committed to taking com-
panies of all sizes to the next level by 
harnessing the power within people, 
prospects, and clients. We will enthu-
siastically bring strategic expertise to 
each and every engagement. We are 
committed to lifelong learning. We will 
provide our clients with exceptional 
customer experience. 

We accomplish this by employing 
and investing in talented people, fos-
tering an environment of continuous 
growth and creativity, and dedicating 
ourselves to a commitment of excel-
lence while elevating and supporting 
the business objectives of our clients.

It is this commitment that will al-
lows us to continually bring new and 
innovative solutions and services to 
our clients while helping them proac-
tively address market conditions and 
grow their businesses. v
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I want to continue the con-
versation that I started last 
month. Let’s talk about the 
most common mistakes that 
occur when evaluating, im-

plementing, or using mortgage busi-
ness intelligence (MBI). Today’s 
article discusses system evaluation 
and allocating administrative re-
sources.

By Jon Maynell

Don’t Make 
the Same 

Experienced industry professionals understand the pervasive reluctance 
to dedicate resources toward managing  

mortgage technology initiatives.Mistakes 
Again



While extending the reach of an  
MBI system to cover every corner 
of an enterprise takes time, it  
is time well spent.

Hot Button Purchasing 
This tends to happen when people are 

moving too quickly. Those that are in too 
much of a hurry to implement MBI often 
zero in on a single feature without taking 
the time to thoroughly evaluate a platform 
before purchasing.

I was talking to a lender at a conference 
recently who had just undergone an audit. 
Some of the more pointed feedback had 
to do with the fact that the lender had no 
scorecards in place. Guidelines around 
best practices for quality assurance outline 
the use of scorecards for each origination 
channel and branch, as well as scorecards 
for each and every individual participat-
ing in the origination process including 
loan officers, processors, underwriters, 
appraisers, closers, and funders. He was 
doing laps around the exhibit hall asking 
anyone and everyone occupying a booth 
if they could do scorecards.

As I’ve mentioned in previous col-

understand the pervasive reluctance to 
dedicate resources toward managing 
mortgage technology initiatives. Whether 
it’s a loan origination system or any other 
system that requires some level of on-site 
administration, resource constraints are 
ever-present as employees are constantly 
multitasking, focusing their efforts where 
they’re most needed on any given day. 
Spending time on non-revenue-generat-
ing activities seems impossible when an 
organization is set up to consistently per-
form at, or just above maximum capacity.

It’s therefore useful to remember that 
implementing mortgage business intelli-
gence is all about saving time, not spend-
ing it. Without exception, every experi-
enced MBI user with whom I’ve had the 
opportunity to speak has gone through the 
same transformation in terms of their phi-
losophy on resource allocation. They’re 
all trying to find ways to spend more time 
fine tuning their platform, because they 

tionary as it gets, and no one would dream 
of picking up a calculator, pen, or dry 
erase marker ever again once they have 
access to the new system.

So it’s baffling when we see users 
hang onto their spreadsheets long after 
they have equivalent functions in an MBI 
system at their disposal. Sometimes us-
ers fixated on data integrity keep running 
their spreadsheets and traditional reports 
to compare them to the output of their 
MBI platform. Other times there is a re-
luctance to change when time constraints 
produce skepticism around the feasibility 
of tackling any learning curve associated 
with a new system.

Whatever the cause, this practice may 
be one of the most damaging when it 
comes to implementing MBI. Mortgage 
business intelligence isn’t intended to be 
an adjunct to traditional analytics. It’s in-
tended to replace them. The central idea is 
taking an antiquated approach to an activ-

umns, mortgage business intelligence has 
become a prominent movement in our 
industry. In my view, the present market 
is comprised of two types of mortgage 
companies: those who have implemented 
MBI, and those who will. If the industry’s 
adoption of this technology continues 
at its current pace, the vast majority of 
spreadsheets and traditional reports could 
disappear within the next ten years.

With this long-term outlook, it makes 
sense to avoid jumping the gun and to 
take a more thoughtful approach to evalu-
ating MBI platforms. While virtually 
any platform might succeed in a setting 
where a single feature or function is the 
sole focus, it’s a sure bet that this focus 
will eventually shift, or expand to other 
areas of the enterprise. A thorough evalu-
ation up front will provide the foresight 
necessary to take full advantage of this 
expanded focus when it happens.

Limiting Administrative Resources
Experienced industry professionals 

have come to understand that the broader 
the MBI footprint within their organiza-
tion, the more efficient and profitable they 
become.

While extending the reach of an MBI 
system to cover every corner of an en-
terprise takes time, it is time well spent. 
For every non-recurring man hour spent 
rolling out MBI to more users, an orga-
nization will realize several hours of re-
curring time savings with each and every 
business transaction.

Supplement vs. Replacement
The most successful MBI projects are 

those which produce the most compelling 
results for their user communities. When 
people ask me about the implementations 
where I’ve seen MBI make the biggest 
impact, I often think of the smaller bou-
tique firms. Many have yet to fully lever-
age spreadsheets and traditional reports, 
instead using a combination of legal pads, 
calculators, and white boards. Bringing 
MBI into this type of setting is as revolu-

ity and updating it, thereby saving time, 
and enhancing the derived results.

If MBI is simply added to a firm’s 
traditional analytics efforts, not only will 
things not get better, things can get worse. 
Instead of paring down the time spent 
on analytics, it’s expanding, which 
runs counter to the whole idea of MBI 
in the first place, which is to dramati-
cally reduce the time that firms spend 
on analytics, while increasing the value 
and timeliness of information delivery.

Making it an IT Project: Ignoring 
Business Users

While business intelligence endeav-
ors are generally thought of as technol-
ogy projects, I’ve always contended that 
mortgage business intelligence is more 
of a business project than a technology 
undertaking, particularly since the tech-
nology behind automatically pulling data 
from production systems and transform-
ing it into effective visualizers is well es-
tablished. IT-centric projects are focused 



on using the newest, cutting-edge tools, 
and the value of these tools lies in enhanc-
ing not only the data processing environ-
ment, but also the resumes of the IT staff 
deploying them.

Technology is clearly important, 
and while it makes sense to ensure that 
your MBI provider is using up-to-date 
technology, it is much more important 
that they have a deep understanding of 
the mortgage industry and exactly what 
it takes to effect process improvements 
across the board. This expertise can 
best be leveraged by working directly 
with business users to understand the 
current state of their analytics and to 
help them convert these into MBI func-
tions within the new platform.

Projects that focus solely on IT divi-
sions run the risk of ignoring the business 
case for MBI and providing little or no 
benefit to business users. This approach 
eliminates the possibility of optimizing 
operational dynamics and setting stage 
for increased profitability.

Making Decisions Based Solely on 
Cost

While it’s a familiar and rarely disputed 
principle that purchasing decisions should 
never be based solely on price, cost of 
ownership still appears at the top of most 
buyers’ criteria lists. A thorough compari-
son of your options should quickly un-
cover whether or not significant price dif-
ferences are warranted and your potential 
vendors should be able to make this very 
easy for you. If nothing else, extensive ref-
erence checks will give you a good idea 
of how much implementation support you 
can expect, and this is where good ven-
dors tend to differentiate themselves.

Another detrimental practice is view-
ing mortgage business intelligence as a 

cost center. Think about the well-known 
attributes and effects of MBI: operational 
efficiency, expanded volume, improved 
customer service, and the overall effect of 
boosting profits and reducing costs. It can 
certainly be said that unlike the rest of IT, 
MBI can genuinely be a profit center.

Even a cursory survey of the market 
reveals the fact that business intelli-
gence is new enough to the mortgage in-
dustry to be priced unusually low: well 
below what users in other industries pay 
for comparable platforms. Closing an 
extra couple of loans per month should 
be enough to offset the cost of a system, 
and when properly implemented, MBI 
surely has a much bigger impact than 
that.

Replicating Current Analytics in 
MBI

It must be said that it’s not necessarily 
a mistake, but this approach does tend to 
keep users from realizing the full value of 
an MBI platform. The true value of MBI 
doesn’t lie in merely automating your 
current analytics; it lies in changing the 
way you think about your business.

In my present line of work, I have the 
opportunity to see a great many MBI 
installations, and I know that replicat-
ing and automating current analytics is 
almost always the first step that lenders 
take during an implementation. It’s an 

obvious, reflexive move, and one that can 
represent enormous time savings. I’ve 
seen quite a few MBI projects in which 
lenders take their current spreadsheets 
and simply make replicas of them in the 
new system.

This can seem to be a huge advantage: 
some spreadsheets take days to produce, 
and when automated within an MBI sys-
tem, the same information is consistently 
available without the legwork. But even 
though a lender might be saving time, 
they’re ultimately automating an anti-
quated process. The true goal of mortgage 
business intelligence is to do away with 
the vast majority of traditional spread-
sheets and reports and focus instead on a 
small collection of key performance indi-
cators that provide a real time picture of 
overall business health and performance. 
Detail should be readily available but 
drilled into only when these KPIs reveal 
issues that necessitate intervention.

I see this tendency to replicate tradi-
tional analytics as the first wave of indus-
try adoption of MBI. It’s not a bad start, 
but as mortgage companies build fluency 
with this technology, and begin to truly 
understand how it enables them to drive 
effective and successful behaviors in staff 
at all levels, they’ll eventually discover 
that in the wake of MBI, traditional ana-
lytics are of little or no value. v
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