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Slow And Steady Wins The Race

Talk of an industry/housing recovery is certainly welcome. While data is starting to show good progress, 
don’t expect an overnight resurgence. Veros has announced that analysis of its data shows that the housing 
recovery is moving ahead as we enter the second quarter of 2013. This is the conclusion of the company’s 

VeroFORECAST real estate market forecast for the 12-month period ending March 1, 2014, updated quarterly and 
covering 955 counties, 316 metro areas, and 13,460 zip codes.

Veros’ future home price index (HPI) forecast continues to show signifi cant strengthening and improvement. The 
HPI indicates that, on average for the top 100 metro areas, Veros expects 2.2 percent appreciation over the next 12 
months. This is the third consecutive quarter where the index has shown forecast appreciation. As of this forecast 
update, 75 percent of U.S. markets are expected to see appreciation, while 25 percent of the markets are expected to 
experience declining home prices. 

The Five Strongest Markets Are: 
1. Los Angeles-Long Beach-Santa Ana, CA +11.8%
2. San Francisco-Oakland-Fremont, CA +11.3%
3. Phoenix-Mesa-Scottsdale, AZ +10.8%
4. San Jose-Sunnyvale-Santa Clara, CA +10.5%
5. Midland, TX +9.9%
The Five Weakest Markets Are:
1. Atlantic City, NJ -4.2%
2. Poughkeepsie-Newburgh-Middletown, NY -3.0%
3. Gulfport-Biloxi, MS -2.3%
4. Pascagoula, MS -2.2%
5. Deltona-Daytona Beach-Ormond Beach, FL -2.1%
Each of Veros’ projected fi ve strongest markets for this quarter’s update now have double-digit forecast apprecia-

tion, joining Phoenix, which as of last quarter’s forecast was the fi rst metro area since the market crash to appear on 
the forecast in the double-digit range. Also notable is California’s emergence, taking over three of the top 5 spots 
including the top two positions. Moreover, although depreciating markets are still present, they are all essentially in 
the -2 to -4 percent range.

As of this quarter’s VeroFORECAST update, California markets comprise seven of the top 10 forecast strongest 
markets. “This is the fi rst time in a long time that California markets are forecast to do so well,” remarks Eric Fox, 
vice president of statistical and economic modeling for Veros. “In each of the markets registering among our top 10, 
it is the combination of low supply, great historic affordability and low interest rates that are pushing these markets 
to VeroFORECAST’s top performing positions,” Fox notes.

But what does all of this mean for overall industry recovery? “What we’re seeing from here is that the recovery in 
the housing market is forecast to continue to accelerate and do so quite signifi cantly in comparison to the previous 
quarter,” Fox says. “We have consistently said that the recovery would be lengthy and gradual over the past year, 
which it has been, while many others have been focused on the shadow inventory pulling the housing market back 
down and creating another recession. Now we are fi nally over the hump, with appreciation being the forecast norm 
and with fewer markets forecast to show signs of weakness. The number of ‘weak’ markets is now consistent with 
what we would consider to be a healthy and recovering market,” he says. ❖

EDITOR’S NOTES
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Recovery Tips

Years ago I wrote a column called “Tell-
ing” in a publication totally unrelated to 
the mortgage industry. Nothing could 

be more telling than the effect the Consumer 
Financial Protection Bureau will have on mort-
gage lending. What’s hard to see is whether the 
CFPB will prove to be a good cop or a bad one. 
At this writing that question is still all tangled 
up in the controversy surrounding Richard Cor-
dray’s appointment as director.

On the good cop side, theoretically at least, 
the CFPB will move in the direction of giving 
mortgage lending a ‘single point of contact’ for 
much of the regulatory scrutiny currently com-
ing at the industry from all sides. A case in point 
is the FFIEC requirement that banks and non-
bank entities such as mortgage brokers create 
and implement a Social-Media Quality Control 
Plan.

Like most people, I always have to Google 
the acronym FFIEC to fi nd out that it stands 
for Federal Financial Institutions Examinations 
Counsel. My friend Hans Bruhner has to do the 
same, though he’s a very bright guy. A veteran 
branch manager for First Priority Financial, 
Hans told me that when he took his NMLS test, 
he didn’t study fi rst. “I was pretty confi dent that 
I didn’t need to,” he said, “and sure enough I 
passed it. The answers I got wrong generally 
were alphabet-soup questions about names of 
regulatory agencies and so on. I know how to do 
business lawfully, but I don’t always know the 
names of the regulators behind enforcement. I 
don’t know Gramm Leach whatever, but I know 
what MDIA means because I deal with it every 
day.”

Hans said that when First Priority underwent 
a Consumer Financial Protection Bureau audit, 

the company also passed that with fl ying colors, 
only to be informed that they needed to imple-
ment oversight of every loan offi cer’s use of 
Facebook, Twitter and other social media–for 
personal as well as business use.

“They want the company to be monitoring 
that,” he said. “I can see how the company 
could sample loan offi cer’s social media, but 
there should be a limit. Is there a training man-

ual that says here is proper behavior and here 
is improper behavior? I posted pictures of my 
new patio on Facebook. So are they expecting 
my company to pay somebody to monitor that?”

Yes they are. To protect consumers and fi -
nancial institutions alike from fraud, phishing, 
misrepresentation and other dangers, everybody 
in the mortgage industry who has any connec-
tion to social media is going to learn more than 
they want to about Social-Media Quality Con-
trol Plans.

“The CFPB is reaching into our business in a 
big way,” says Hans. “We’re having to do a lot 
of work under the guise of protecting the con-
sumer. There’s no way to candy-coat this thing.”

That’s the bad news. The good news? Oh yes, 
here’s something: If you go to Amazon, you’ll 
see that a reader gave a fi ve-star rating to Hu-
man Resources Guide to Social Media Risks by 
Jesse Torres. Good timing, Jesse. ❖

Swimming Through The 
Alphabet Soup
To protect consumers and fi nancial institutions alike, everybody 
in the mortgage industry who has any connection to social 
media is going to learn more than they want to about Social-
Media Quality Control Plans.

By Scott Kersnar

Nothing could be more 
telling than the e� ect 
the Consumer Financial 
Protection Bureau will 
have on mortgage lending.

Since 1996, when he wrote “NetSuccess: How Real Estate Agents Use the Internet,” Scott Kersnar 
has been chronicling the development of technology in real estate fi nance. He is a past editor of 
Mortgage Technology magazine.
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Your Voice

I don’t mean to throw a wet blanket on the 
recent euphoria about the (somewhat) revi-
talized housing industry, but it seems to me 

few people in the mortgage business are talking 
much about the expected sharp drop in origina-
tions later this year and next.

Both the Mortgage Bankers Association and 
Freddie Mac are predicting a sharp dropoff in 
mortgage production, mainly due to refi nanc-
ings, later this year and an even bigger decline 
in 2014. The MBA, for example, is forecasting 
a 34% drop in refi s in 2013 followed by a 56% 
decline next year, with total production down 
to $1.4 trillion this year, down from $1.8 tril-
lion last year, and a further drop to $1.1 trillion 
in 2014. 

Freddie Mac’s numbers aren’t any better: 
down to $1.4 trillion in 2013 from $1.6 trillion 
last year and falling to an even $1 trillion next 
year. Mortgage refi s are expected to fall to just 
45% of volume next year, down from 65% this 
year and 75% in 2012, according to Freddie.

But according to a long-time research ana-
lyst who’s made some early calls about turns 
in the mortgage business over the past 25 years 
– and one I know well, since I worked for him 
for more than 15 years – that decline is just the 
tip of the iceberg.

Stu Feldstein is president of SMR Research 
Corp. in Hackettstown, NJ, which he co-found-
ed back in the mid 1980s. He’s been covering 
the mortgage business since then; in fact, SMR 
was the fi rst fi rm to rank the top players in the 
business.

Feldstein is predicting an “historic crash in 
mortgage production” when interest rates even-
tually rise, with the originations famine lasting 
well beyond 2013 and 2014. Indeed, Feldstein 
says, we may not see another refi  boom for 
eight or 10 more years. In the meantime, we 
can expect “a much smaller loan market that 
stays small for a long time.”

Lenders have been focused the past several 

years on cleaning up the mess left by the mort-
gage industry meltdown plus learning to deal 
with the new more stringent regulatory regime 
coming. Understandably, they’ve paid very 
little attention to this coming refi  cliff. But they 
should, SMR says.

What’s really worrisome about the coming 
crash in originations is how long it will last, 
which is unprecedented, Feldstein says.  

“We see as much as 10 years passing without 
much to write home about for production-ori-
ented lenders once the current refi  boom ends,” 
he writes in SMR’s Mortgage & Home Equity 

Loans Industry Outlook 2013 report. “It is very 
likely to be the longest sustained period of 
modest loan production in modern history, and 
it looks inevitable,” although he says it’s hard 
to predict when it will begin, since that pretty 
much depends on when the Federal Reserve 
starts to let interest rates rise.

What’s driving this expected originations 
dry spell? There are three main reasons, SMR 
says.

Feldstein notes that we’ve now been through 
more than three full years of historically low 
interest rates, four if you count this year, fi ve 
if you add 2014. “There has never before been 
a time when rates were so low for so long,” he 
notes. 

A Big (And Long) Crash
Some are predicting an “historic crash in mortgage production” 
when interest rates eventually rise, with the originations famine 
lasting well beyond 2013 and 2014.

By George Yacik

Both the Mortgage 
Bankers Association 
and Freddie Mac are 
predicting a sharp dropo�  
in mortgage production, 
mainly due to refi nancings.
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That has enabled a huge percentage of home-
owners to refi nance at rates so low they may never 
refi nance again. More than half of U.S. homeown-
ers currently have mortgages below 6%, SMR 
estimates. And the longer the Fed keeps rates low, 
the bigger that population will swell, to as many as 
three out of four homeowners by the end of 2014.

In the future, mortgage rates would need to come 
down to below 5% in order to get these people to 

refi nance again. “Based on history, this seems pretty 
unlikely,” he says.

The second reason is the change in the term of the 
average mortgage loan, which has been shortened 
dramatically.  Super-low rates have led to a “radi-

cal increase” in the number of borrowers who have 
loans less than the traditional 30 years. The 15-year 
mortgage has become “the loan of choice for more 
borrowers than at any other time in recent history,” 
SMR says.

A third factor is the drop in home prices, which 
has led to smaller mortgage debts. Combined with 
the second reason, people will owe less, and the less 
you owe, the less likely you are to need to refi nance.

Feldstein notes than in previous refi  bust cycles, 
lenders came up with various strategies to soften 
the blow and keep the origination mills humming, 
such as lending to subprime borrowers and rolling 
out interest-only and payment-option mortgages in 
order to shoe-horn more people into loans. 

But all of these “tricks,” as Feldstein calls them, 
ended in disaster, as we all know, with record 
numbers of foreclosures and a collapse in housing 
prices, not to mention a global fi nancial crisis. As a 
result, “when the next interest rate up cycle begins, 
there will be no offsetting production stimulation 
strategies left,” he says.

Purchase mortgages may pick up some of the 
slack, but not nearly enough to make up the differ-
ence from lost refi s.

The sum total: “We believe total annual mortgage 
volume will drop by 50% or more in the coming 
crash,” SMR estimates.

There are a couple of silver linings to this sce-
nario, but only if you’re a big servicer or a big home 
equity lender.

“The good news in this is that serviced loan pre-
payment speeds will become a non-issue,” SMR 
says, “and the change could usher in a huge rebound 
for home equity lending.” That’s particular good 
news for the home equity business, which has been 
living through more than fi ve years of hardship.

Of course, if President Obama and Congress 
would agree to create HARP 3.0, which would 
enable borrowers with mortgages from subprime 
lenders to refi nance through Fannie and Freddie, 
that would give the refi  business a boost for another 
couple of years. ❖

George Yacik has been a fi nancial writer for more than 30 years. After working 12 years at The Bond Buyer 
and American Banker as a reporter and editor, he joined SMR Research Corp. as a vice president, where 
he was the lead research analyst and project leader for SMR’s studies on residential mortgages and home 
equity lending. Since 2008 he has been writing for a variety of mortgage-related and fi nancial publications.
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ce We see as much as 10 years passing without much to write 
home about for production-oriented lenders once the 

current refi  boom ends.
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Market Pulse

Are You Just Blending In
Or Are You standing Out?

today’s market conditions aren’t easy, but 
I don’t have to tell you that. The challenge 
to differentiate among competing compa-

nies and products is becoming increasingly more 
difficult. Products and services are being com-
moditized. Acronyms and buzzwords are used 
by many companies and are creating noise and 
confusion in the marketplace. 

Inevitably, this means a company’s brand, its 
unique personality, has the opportunity to be-
come a significant factor when a prospect is mak-
ing the choice between one company’s products 
or services over another. Dynamic messaging 
plays a vital role in the development of a unique 
brand identity.

Brand/Product Positioning defines how com-
panies will differentiate themselves and their of-
ferings in the marketplace while building value 
for their specific target audiences. This impacts 
how others view that company’s products and 
services. It is critical to have a dynamic brand 
message that clearly differentiates your company 
and its products and services from the competi-
tion – and one that portrays your company and 
your products unique identity. 

When companies look to differentiate, they 
often focus on features and functions that they 
think are cool. That’s a mistake. Why? The dy-
namic messaging should focus on what’s in it for 
the prospect not how great the vendor thinks it 
is. What business value is this product or service 
bringing to the market and why is that the best 
solution for the prospect?

Innovation does not just apply to products 
and services but also to how those products and 
services are marketed to their potential clients. 
As companies diligently work to respond to the 
challenges with the current economy, it will 
be critical for them to stand out instead of just 
blending in.  ❖ Click 

for 
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Process Improvement

I’ve been doing this for many years now. But 
over the past three years a lot has changed and 
over the next five years a lot more will change. 

Through it all there have been some key debates. 
First, there was the Web-based vs. client server de-
bate. The argument was that lenders would never 
embrace the Web for security reasons. That seems 
to have been a false premise. Small and midtier 
lenders are flocking to the Web-enabled Software 

as a Service model 
in droves. They just 
can’t afford all of 
the hardware and IT 
costs associated with 
installed software. 
Also, they want on-
demand updates that 
aren’t possible with 

installed software. For the upper midtier and large 
lenders, they still want more control and custom-
ization. For them a client server or hybrid Web/
installed approach will always win out.

The second big debate has been over total au-
tomation that renders this person or that person 
redundant. With the introduction of LP and DU 
all the chatter was that there would be no need 
for underwriters anymore. We know that’s not 
true. Technology can and should automate the 
mortgage process fully. In moving down this 
path some jobs will be minimized, but I don’t 
see the day coming when technology does it all 
on its own. Automation should allow the lender 
to weed out the low-level, low-skill jobs and de-
pend more on the high-skilled jobs and workers. 
Wouldn’t it be great if every lender employed 
mortgage professionals that know the process 
inside and out instead of a bunch of form fillers? 
I think we’re headed in that direction by hook 
or by crook. New regulation will demand that 
lenders employ true professionals that work with 
technology to craft a better mortgage process.

The third bid debate is best-of-breed vs. end-
to-end. Is there one system that can do it all? I 

just don’t think so. However, things on this front 
are certainly changing. I remember the days 
when the biggest value proposition for a loan 
origination software (LOS) was that they were 
integrated to everyone. The more integrations, 
the better. Today that has changed. With inves-
tors and regulators demanding a more data-driv-
en approach, lenders want tighter integrations. 

For example, Optimal Blue has completed a 
new integration with Byte Software’s BytePro 
LOS. This integration also includes Optimal 
Blue’s best-in-class execution and pipeline man-
agement technology via Secondary Interactive, 
enabling users to take a loan seamlessly from 
origination through sale. Here’s the scoop:

The integration gives BytePro users access to 
Optimal Blue’s pricing and secondary marketing 
platform, enabling originators to respond quick-
ly to prospective borrowers with precise and re-
liable data. That information then automatically 
populates the loan file within BytePro, eliminat-
ing keying errors and saving originators’ time. 
The interface with Optimal Blue gives BytePro 
users a competitive advantage by enabling them 
to provide better service and more options to 
their borrowers.

The integration is the first to support Optimal 
Blue’s new historical pricing and Fair Lending-
related features and services. These enhance-
ments reflect the most significant advancements 
since Optimal Blue was founded ten years ago.

“Optimal Blue is the only company that cre-
ates integrations that are true marriages of two 
platforms,” said Larry Huff, co-CEO of Opti-
mal Blue. “It’s not a file drop or a simple data 
transfer – it is actually so technically advanced 
that users create their work in one place and it 
seamlessly moves from one system to another. 
This is a huge differentiator and one that our 
customers appreciate, particularly when it al-
lows them to be more efficient, profitable and 
compliant throughout their mortgage operation. 
Optimal Blue is often asked by its customers for 

Are You A Good Partner?
The best-of-breed vs. end-to-end debate is all but over in my 
opinion. And the winner is …

By Tony Garritano

Is there one 
system that can 
do it all? I just 
don’t think so.
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guidance when selecting a new LOS; this depth of 
integration is the new standard for us and is already 
gaining traction in the market.”

“Byte strives to give customers every advan-
tage, whether it’s a thriving or challenging envi-
ronment,” said Joe Herb, General Manager of Byte 
Software. “The integration with Optimal Blue 
exemplifies that mission, providing access to a 
powerful platform and leveraging automation to 
drive greater efficiencies. Every LOS is working 
to create integrations with industry-leading com-
panies. This integration is truly different, raising 
the bar and moving the standard of integrations 
forward by implementing best-of-breed practices 
and creating a true three-way exchange between 
Byte Software, Optimal Blue and Secondary Inter-
active.”

That integration works today because it’s tight. 
Another good example is that Cogent Road has 
completed the integration of its Roohmz Enter-
prise Loan Production System with the SmartGFE 
service from ClosingCorp. Here’s the scoop on this 
partnership:

SmartGFE provides loan officers with auto-
mated access to state, county and city-specific 
service providers, whose fees then populate the 
Good Faith Estimate (GFE) and Service Provider 
List, required as part of an applicant’s mortgage 
loan transaction. It incorporates closing cost 
data generated from more than 12,000 real estate 
service providers, including title and settlement 
rates, inspection fees, as well as state and county 
recording fees and transfer taxes. Loan officers can 
have their own preferred service providers added 
to the SmartGFE database as well. Using Smart-
GFE eliminates the need to maintain templates and 
tables and also helps ensure that the GFE meets 
the more stringent RESPA tolerance requirements 
issued in 2010.

The Roohmz workflow management system 
provides its users with a unique, dual-purpose 
integration of SmartGFE. Unlike a typical system-
to-system interaction, Roohmz created two Smart-
GFE workflow events that can be added to any loan 
production workflow. When the first SmartGFE 
event is reached during loan production, the user 
selects desired service providers, along with their 
fees, which are then imported into the loan file. 
Later in the workflow, a second SmartGFE event 
allows verification of existing fees and the addition 

of new service providers. By incorporating Smart-
GFE directly into the Roohmz workflow engine, 
loan fees are imported and verified at consistent 
times during each loan’s production.

“Integrating SmartGFE directly into the work-
flow engine is a major enhancement for lenders 

using Roohmz Enterprise,” said William DiPaolo, 
President and CEO of Cogent Road. “Roohmz is 
designed to make loan production fast, easy and 
consistent. Now users can drag our two SmartGFE 
workflow events into loan specific milestones to 
ensure difficult to source fees are added instantly 
and accurately in every loan. Since Roohmz also 
produces the loan documents, no additional data 
entry is required.”

SmartGFE automatically uploads a certificate 
of compliance directly into Roohmz, which docu-
ments that the GFE data is backed by the Clos-
ingCorp Compliance Guarantee. SmartGFE also 
provides a date/time stamped audit trail to detail 
the cost-related actions that have occurred during 
the loan transaction.

“Our goal with SmartGFE was to develop a 
system to deliver accurate and timely information 
for a more efficient loan transaction, which ben-
efits both the lender and the borrower,” said Cathy 
Blaszyk, vice president of national account sales 
at ClosingCorp. “This integration with Roohmz is 
an ideal example of two service providers working 
together to provide their users with an even greater 
range of benefits.”

Roohmz ensures loans are underwritten accu-
rately every time, significantly reducing the risk of 
loan buybacks. It keeps every loan in compliance 
with Reg B, Reg Z and RESPA, and automatically 
delivers adverse notices when necessary. Roohmz 
provides workflow automation, paperless origina-
tion, complete with e-signing and automatic as-
sembly of loan packages to investors.

So, surely the LOS has to be the system of 
record, but as the old saying goes, you can’t do it 
all alone. ❖

The LOS has to be the 
system of record, but as 
the old saying goes, you 
can’t do it all alone.
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Tony Garritano is Chairman and Founder of PROGRESS in Lending. As a speaker Tony has worked hard 
to inform executives about how technology should be a tool used to further business objectives. For over 
10 years he has worked as a journalist, researcher and speaker. He can be reached via e-mail at tony@
progressinlending.com.
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Visit docvelocity.com/info  
or call (877) 362-8356.

Add a new dimension  
to closing loans... 

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

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



Future Trends

Change is inevitable. Some changes are 
so dramatic that everybody notices 
them, but others may creep up on an in-

dustry over the years and be largely ignored for 
too long. Even though change has always been 
a part of life it seems that change is happening 
faster than ever before. Competition, changing 
demographics, technological advances, and the 
speed of information transfer are just some of 
the infl uences that have had a dramatic impact 
on how organizations operate. One test of an 
organization and also of an industry is how well 
it recognizes signifi cant changes and adapts to 
them. When we resist change, we knowingly 
or unknowingly behave in ways that attempt to 
keep things ‘the way they were.’

The mortgage industry is in a state of tran-
sition. The fi nancial crisis resulted in many 
people and organizations outside the mortgage 
industry starting to take a greater interest in the 
industry’s activities. The pending regulatory 
changes, some still unknown at this point, the 
emphasis on the Qualifi ed Mortgage and in tan-
dem qualifi ed data, the focus on the consumer 
and the uncertainty of the investor market will 
all play a major role in the way lenders oper-
ate. Technology will be a critical part of that 
solution. However, lenders will have little ap-
petite for new technology investments without 
measurable benefi ts.

We are quick to recognize new technology 
solutions, but slow to adopt. As an industry 
we tend to be more reactive than proactive. 

We tend to focus on a particular pain point but 
not on the overall process. Certainly the loan 
origination systems, automated underwriting, 
electronic documents and the ordering of ser-
vices, appraisals, credit, fl ood, title, have been 
important technological advances. But there 
has been very little of signifi cance lately. The 
preponderance of the latest technical work has 
been concentrated on the MISMO development 
of standards. Defi ning a data dictionary and 
structures for the exchange of information has 
been the motivation. So where does “Big Data” 
come into play? Is it just another buzz word? I 
believe it is much more than that and involves 
analytics. Let me explain. 

“The term ‘big data’ is pervasive, and yet 
still the notion engenders confusion. Big data 
has been used to convey all sorts of concepts, 
including: huge quantities of data, social media 
analytics, next generation data management 
capabilities, real-time data, and much more. 
Whatever the label, organizations are start-
ing to understand and explore how to process 
and analyze a vast array of information in new 
ways.” This is probably the best defi nition and 
it comes from the excellent IBM Executive 
Report: “Analytics: The real-world use of Big 
Data”. It was based on a survey of 1,144 pro-
fessionals from 95 countries and 26 industries.

The study found that 63 percent of respon-
dents report that the use of information (includ-
ing big data) and analytics is creating a com-
petitive advantage for their organizations. This 
compares to 37 percent of respondents from the 
2010 survey. 

As an increasingly important segment of the 
broader information and analytics market, big 
data is having an impact. Respondents whose 
organizations had implemented big data pilot 
projects or deployments were 15 percent more 
likely to report a signifi cant advantage from 
information (including big data) and analyt-
ics compared to those relying on traditional 

What’s the Big Deal about Big Data?
Big data is more than a matter of size; it is a way to uncover 
insights and opportunities from new and emerging internal and 
external sources of data and content.

By Roger Gudobba

Being able to adapt and 
respond e� ectively in a 
constantly changing world 
has become a necessary 
skill.
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analytics alone. One surprising study fi nding is the 
relatively small impact of social media data on the 
current big data marketplace.

Big data requires strong analytics capabilities. Big 
data does not create value, however, until it is put 
to use to solve important business challenges. This 
requires access to more and different kinds of data, as 
well as strong analytics capabilities that include both 
software tools and the requisite skills to use them.

Two important trends make this era of big data 
quite different:

1. The digitization of virtually “everything” now 
creates new types of large and real-time data 
across a broad range of industries. 

2. Today’s advanced analytics technologies and 
techniques enable organizations to extract in-
sights from data with previously unachievable 
levels of sophistication, speed and accuracy.

“Big data” – which admittedly means many things 
to many people, is no longer confi ned to the realm of 
technology. Today it is a business priority, given its 
ability to profoundly affect commerce in the globally 
integrated economy. In addition to providing solu-
tions to long-standing business challenges, big data 
inspires new ways to transform processes, organiza-
tions, entire industries and even society itself. Yet ex-
tensive media coverage makes it hard to distinguish 
hype from reality – what is really happening?

The areas that defi ne and distinguish big data are 
referred to as the four V’s. Volume refers to the mass 
quantities of data that organizations are trying to 
harness to improve decision-making across the en-
terprise. Variety is about managing the complexity 
of multiple data types, including structured, semi-
structured and unstructured data from different data 
sources. Velocity is the speed at which data is created, 
processed and analyzed and continues to accelerate. 
Veracity refers to the level of reliability associated 
with certain types of data. The promise of achieving 
signifi cant, measurable business value from big data 
can only be realized if organizations put into place 
an information foundation that supports the rapidly 

growing volume, variety, velocity and veracity of 
data.

Customer analytics are driving big data initia-
tives. Companies clearly see big data as providing 
the ability to better understand and predict customer 
behaviors, and by doing so, improve the customer 
experience. This certainly falls in line with the di-
rectives form the Consumer Financial Protection 
Bureau (CFPB).

Many organizations are basing their business 
cases on the following benefi ts that can be derived 
from big data:

• Smarter decisions – Leverage new sources of 
data to improve the quality of decision mak-
ing.

• Faster decisions – Enable more real-time 
data capture and analysis to support decision 
making at the “point of impact,” with the con-
sumer.

• Decisions that make a difference – Focus big 
data efforts toward areas that provide true dif-
ferentiation.

The IBM Study fi ndings led to fi ve key recom-
mendations for organizations to progress their big 
data efforts and seek the greatest business value from 
big data:

1. Commit initial efforts to customer-centric 
outcomes.

2. Develop an enterprise-wide big data blue-
print.

3. Start with existing data to achieve near-term 
results.

4. Build analytics capabilities based on business 
priorities.

5. Create a business case based on measurable 
outcomes.

So, now that I’ve talked about what big data is, 
I think it’s important to discuss what big data isn’t. 
It’s certainly true that as the mortgage industry and 
economy begin to recover, lenders are increasingly 
reevaluating their technology options. But what tech-
nology are these lenders looking at? According to a 
QuestSoft survey of 461 lenders nationwide, 18.7 
percent of mortgage lenders are considering chang-
ing their loan origination software (LOS) in the next 
12 months. This is the highest percentage looking to 
switch in the six years QuestSoft has been conduct-
ing its annual survey. Why is this important? Too 
often lenders think switching their LOS will solve all 
of their problems. It won’t. Unless the industry takes 
big data to heart and really embraces a data-driven 
process, positive change won’t happen. ❖

Roger Gudobba has over 25 years of mortgage experience. He is CEO at PROGRESS in Lending and Chief 
Strategy O�  cer at technology vendor Compliance Systems. Roger is an advocate of data standardization 
and a more data-driven approach to mortgage. Roger can be reached via e-mail at rgudobba@
compliancesystems.com.
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Even if you are on the right 
track, you will get run over 
if you just sit there, said Will 
Rogers.
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Do you want to close deals faster? Let’s 
face it, we all do. But before you can do 
that you need to ask: How long is your 

typical sales cycle? If you’re finding that your 
leads tend to be more marketing qualified than 
sales qualified, then you have to spend more time 
implementing lead nurturing strategies. It’s prob-
ably taking longer than you’d like.

Just like you wouldn’t just jump feet first into 
shark infested waters without the appropriate 
gear, a lead wouldn’t jump right to a sale before 
being fully prepared and educated. You cannot 

just jump right in, you have to develop and orga-
nize your lead nurturing strategies. If your sales 
cycle is longer than it should be, there is help. I 
read an article called “5 Advanced Lead Nurtur-
ing Strategies to Ensure a Shorter Sales Cycle” by 
Carolyn Edgecomb that provided some tips. Here 
are five advanced lead nurturing strategies that 
Edgecomb says will help you convert leads into 
customers sooner:

1. Know Your Personas. What type of people 
are buying your product(s) or service(s)? If you 
cannot answer this question, you need to put your 
lead nurturing campaign on hold and thoroughly 
outline who your buyer personas are first. You 
cannot start selling your product or service if you 
don’t have an understanding of who your ideal 
buyers are.

You don’t want to waste your time nurturing 

and selling to someone who will never buy from 
you. You might be thinking, this lead nurturing 
strategy is completely obvious, but do you have a 
clear picture? Do you understand what challenges 
they face, what makes up their demographics, and 
their background?

To develop your buyer personas ask yourself 
these questions:

• Who is your ideal buyer?
• What is your customer’s need?
• How do we solve that problem?
• What is your unique value proposition?
Now that you know what information you 

should be looking for, bring together members of 
your sales team as well as current customers to 
talk about the different buyer personas that make 
up your prospects, leads and customers.

2. Content Mapping. Now that you’ve nailed 
your buyer personas, you can start mapping out 
your content for TOFU, MOFU and BOFU of-
fers for each persona. Develop a chart or list that 
clearly identifies each stage and the content as-
sociated with each stage.

Don’t be afraid to give these personas names, 
photos and to even create a story that can help 
your sales and marketing teams relate and better 
understand each persona. Now this might take 
you a while to sort through all of your content and 
identify which stages of the sales funnel each of-
fer or content fits into. However, you might find 
gaps in the content. This presents you with the 
opportunity to create content for those areas, al-
lowing you to deliver relevant content or offers to 
each step of the sales funnel.

3. Segmented Lead Nurturing Campaigns. 
Segment, segment, segment. That is probably 
all you hear these days. It is essential for you to 
develop segmented lists for your lead nurturing 
campaigns because not all of your buyers are the 
same, your contacts are at different points of the 
sales cycle and you can achieve better results.

As we all know, you don’t have just one type 

Business Strategies
Shorten Your Sales Cycle
If you’re finding that your leads tend to be more marketing 
qualified than sales qualified, it’s probably taking longer than 
you’d like.

By Michael Hammond

You cannot start selling 
your product or service 
if you don’t have an 
understanding of who your 
ideal buyers are.
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of customer or leads, therefore you cannot market to 
them the same way. You should be slicing and dicing 
your email database into various segments and tai-
loring the content in your emails to those segmented 
lists.

List segmentation strategies include:
• Geographic setting
• Industry/Role
• Content interests
• Behavior based
• Brand advocates
4. Utilizing Workflows. Now that you’ve set up 

your segmented lists, you can now begin utilizing 
workflows. If you’re not already using workflows, 
you’re missing a big opportunity to engage and nur-
ture all of the contacts in your marketing database. 
Yes, workflows is an automated process allowing 
you to schedule when and which leads will see spe-
cific e-mails.

According to Epsilon, “The average click through 
rate for triggered emails is more than double the rate 
for mass emails.” Knowing this statistic, wouldn’t 
you want to set up workflows that would add or take 
a person off a list based on their actions and behav-
iors? No one is going to open an email if they aren’t 
interested in the email subject line.

E-mail workflows you should be utilizing include:
• Topic workflow; content offer download.
• Multiple top of the funnel offers.
• Sales ready leads workflow that provides 

content to push your leads into the sales 
ready stage.

• Get inactive leads to re-engage.
• Event workflow getting people to register or 

attend.
• Workflow based on lifecycle, could be wel-

coming a new customer.
• An up sell workflow that’s based on your 

customers past purchases.
5. Implement Lead Scoring. After determining 

your buyer personas, segmenting your contacts and 
setting up automated workflows, you now need to 
start separating the good leads from the bad. And the 
best way to do that is with lead scoring, don’t make 
your sales team spend countless hours calling leads 
that aren’t sales ready or even sales qualified.

Lead scoring allows you to attach point values to 
certain behaviors or information in regards to your 
leads. Once you’ve determined what the average 
score of a sales ready lead is, not only will your sales 
team be able to spend their time following up but 
connecting with those contacts and marketing can 
continue to nurture the other leads.

So, those are the five tips provided by Edgecomb 
in her article. What’s the point of all these tips? I can 
boil it down for you like this: It’s about planning and 
organizing. It’s about knowing your prospects and 
understanding the value you bring to market. Leads 
aren’t going to fall out of the sky. Leads aren’t going 
to convert magically into deals. You have to work 
at it.

When it comes to serving the needs of the mort-
gage industry there are certain advantages and 
disadvantages. On the positive side, all of the new 
rules and regulations hitting our market  provide 
technology vendors with a huge opportunity. If a 
technology vendor can offer up a new, more seam-
less, more cost-effective way for lenders to maintain 
compliance you will get a lot of attention from the 
lender community these days.

However, you can’t offer vaporware and some-
times a new approach to compliance requires you 
to reinvest in your offering. So, be smart. Spend that 
R&D money wisely. But also be visionary. Lenders 
are looking for a better way to do things, case in 
point the record number of LOS conversions going 
on,  but they have to be convinced that you truly 
offer a better way.

In the end there are plenty of deals to be had if you 
have the right strategy. ❖

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and 
president of NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, 
marketing, public relations and social media. He can be reached at mhammond@nexleveladvisors.com.
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On the positive side, all of these new rules hitting our market 

these days provide technology vendors 
with a huge opportunity.
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How Will You Manage Change?

Whether you are looking to update, optimize or replace a legacy loan 
origination system Automated Solutions Inc. can help you bridge the 

gap between where you are today and where you want to be. 

For the past 10 years ASI has been recognized by the Mortgage Banking community as a reliable source for 
technology change Management by virtue of experience, training, education, professionalism and strong “client 
focused” project management skills.  ASI can help you develop and deliver a business It plan that will streamline 
your business by identifying and removing technology defects in the loan process which expose compliance 
risks or lead to long turn times and manual work arounds. ASI’s mortgage industry knowledge combined with a 
deep understanding of mortgage technology ensures efficiency in achieving change within your organization.



By Claire Hernandez

  The Audacity of Change

Change is not always a bad thing if it is handled well. 
Making the transition from a system users are comfortable 

with to a new system is not an easy process. 

As the mortgage industry and economy begin to recover, lenders are increasingly reevaluating their technology op-
tions. According to a QuestSoft survey of 461 lenders nationwide, 18.7 percent of mortgage lenders are consider-
ing changing their LOS in the next 12 months. This is the highest percentage looking to switch in the six years 

QuestSoft has been conducting its annual survey. 
Change is not always a bad thing if it is handled well. Making the transition from a system users are comfortable with to a 

new system is not an easy process. The keyword here is “process.” The process involved in rolling out a new LOS involves 
many tasks, communication, decision-making and most important leadership. Whenever you engage in any activity where a 
certain outcome is expected, a degree of planning must take place and someone has to take the lead in determining what is 
needed to achieve the outcome. The first step to take when planning a new LOS rollout is to assign a Project Manager. The 
second step is to appoint a key representative from every department representing the loan process and form a team to assist 
the Project Manager in planning, organizing, tracking and steering the transition to the new LOS. 
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Many mortgage companies don’t 
fully realize the role of the project 
manager. The expectation is that they 
can outsource the entire project and 
the project manager will implement 
the new LOS system without disrupt-
ing or involving staff resources. I often 
hear: “We are really busy right now and 
need someone to get the new system up 
and running.” Rolling out a new LOS 

requires the company’s owners and its 
upper management spending time up 
front building a plan with the Project 
Manager, defining timeline, business 
requirements, key resources available 
and setting controls. From originations 
to shipping, assigning key resources 
within the organization will help build 
the plan to deliver a new system that 
best fits the business needs. The Project 

Manager is responsible for delivering 
the new LOS by tracking, monitoring 
tasks and ensuring communication of 
progress or setbacks.

The task of the leader is to get his 
people from where they are to where 
they have not been, said Henry Kiss-
inger.

The leader in a new LOS implemen-
tation project starts with the company’s 
owners. If all owners do not buy into 
implementing the new system 100% 
and proceed with rollout, conflict dur-
ing the project will arise. Think about 
it, what user is ready and willing to 
start using a new system that will 
entail re-training? I have not met one 
yet, except for new hires during the 
implementation phase. New hires are 
great since they are just happy to be on-
board at a new company and pose no 
resistance to change. When resistance 
arises among users, the Project Man-
ager needs the support of the company 
owners to re-emphasize that there is no 
going back, we must work together to 
move forward. 

In all my first meetings with a mort-
gage company’s upper management, 
the very first question I ask is: “Are you 
all on-board with implementing the 

Whenever you engage in any 
activity where a certain outcome 
is expected, a degree of planning 
must take place and someone has 
to take the lead in determining 
what is needed to achieve the 
outcome.
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new system and do you have key peo-
ple I can count on to help bring about 
the change?” I do not hide the amount 
of work or time involved and I stress 
the need for upper management to be 
involved. I have never had a response 

of “no we are not on board.” Most are 
eager to start and want the system de-
ployed yesterday. Sound familiar?  

One clear example of a project gone 
wrong was one where one of two part-
ners was not fully on-board. He was 
not comfortable replacing the system 
he knew despite knowing the system 
he was working with was not a good 
fit for growth. I knew this going in but 
he said he would support efforts to 
rollout the new LOS. My intuition told 
me to not to proceed with the project 
without 100 % buy-in from both part-
ners and I learned I was the company’s 
second Project Manager. Nonetheless, 

I pushed forward and worked with key 
staff members assigned to the project. 
We hit many walls on discussions con-
cerning business rules and compliance. 
However, we worked together and got 
to the point of testing. 

This is where the project fell apart. 
We were testing wholesale loans, the 
program had unforeseen limitations, I 
needed consensus on workarounds and 
the resources assigned to run test loans 
were backed up with work and wanted 
to go live with new system without my 
direction or testing. I was forced to 
fire out a memo to owners calling for 
controls and in the end the project had 
to be put on hold. Both partners opted 
to stay in the old system until produc-
tion slowed down. Their decision was 
a huge disappointment. However, it 
would have been a losing situation to 
rollout a system not ready to go live. 
More work was needed and time was 
not an available resource.

Users need to know from the leaders 
of their company that the new system 
will be implemented within an expect-
ed time frame and that their coopera-
tion and participation is expected and 
required. Any roadblock or setbacks 
must be worked out and not used as an 
excuse to halt the project. If users do 
not see a consensus among the compa-
ny’s leaders in rolling out the new LOS, 
they will resist the change and seek 
support from the company leader not 
on-board with implementation. When 
employees resist, owners must step in 
and enforce cooperation. This project’s 
outcome may have been different if 
the owners would have assigned more 
users for testing and pushed forward. 
Instead, roadblocks got in the way and 
the path of least resistance was chosen. 
If the project had had 100% buy-in, we 
would have worked through the bottle-
neck at the testing stage.  

Communication is key to rolling 
out a new LOS. The example above 
provides you an illustration of how a 
breakdown in leadership and the lack 
of communicating commitment to staff 
caused the project’s demise. No mat-
ter how good the Project Manager is, 
that role alone cannot make the change 
happen. I have had many successful 
rollouts of new LOS systems at mort-

gage companies, as well. One company 
stands out above all. All five partners 
bought into the project 100% and made 
sure their staff knew it.

Do you all recall January 2010? 
Anyone in the mortgage industry 
knows the date well. Initial Disclosures 
now had timelines and there were new 
regulations enforcing compliance. The 
definition of what was considered an 
application and when to disclose was 
the hot topic in management meetings, 
at this one company, four months prior 
to January. The company’s owners had 
long considered switching to a new 
LOS, which would help streamline 
their business, but never found the time 
to put their thoughts into action. All 
five owners agreed that if there busi-
ness was going to continue, they had to 
adopt a system which would help them 
monitor loans, generate accurate re-
ports, interface with investors and ma-
jor service providers, go paperless and 
maintain compliance. When the new 
system was selected clear timelines 
were set for planning requirements, 
setup, testing and training. The staff’s 
full cooperation was expected.

In this case, all the managers were 
made aware of the deadline set and 
made the time available for meetings. 
If they were not available, they would 
send a second in command. Every de-
partment from Opening to Shipping 
provided input pertaining to business 
requirements. Going paperless led to 
some revolt in the group, in particular 
processing and post closing were not 
too happy with the way trailing docs 
were tracked in the new system, but 
we all knew our timeline of January 
2, 2010 and no one pushed for delays. 
In four months’ time, the new system 
was configured, tested, users trained by 
managers and the company went live. 
The timeline set for this project was re-
alistic, the owners communicated goals 
and required all staff’s cooperation, 
resources were managed and best of all 
testing was a communicated priority 
for everyone involved from reception-
ist to shipper.

In order for a project manager to 
be effective, they need the support of 
upper management, full resources and 
access to critical employees/managers. 

In order for a 
project manager 
to be effective, 
they need 
the support 
of upper 
management, 
full resources 
and access 
to critical 
employees/
managers.
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Together the lender and a good project 
manager can configure a system to au-
tomate their business flow. A good pro-
cess should start with all of the critical 
stakeholders working with the project 
manager. The project team needs to 
set controls on changes during imple-
mentation. The Project Manager needs 
to make sure that someone follows up 
with something that may or may not 
be working right. Employees can’t 
say that they don’t have time to work 
with the project manager or to learn the 
system after implementation. Further, 
once the system is implemented, there 
needs to be an evaluation period where 
an assessment is made as to whether or 
not there is a need to change the cur-
rent course of action or whether or not 
to continue moving forward.  

You are always going to encounter 
some resistance. People will con-
stantly say, “I do it a different way.” 
Remember, the point of implementing 
a new system is to streamline how you 

do it normally. Every bit of resistance 
has to be addressed and overcome. 
How does that happen? When every-
one knows that they can’t stop the 
implementation and go back. 

The biggest opportunities for lenders 
to ensure success and growth moving 
forward are to make the time to plan 
for change. Don’t be tempted by out-
sourced service providers promising 
packaged solutions with quick turn 
times. Take the time to document, 
communicate, configure and formalize 

good practices so that your business 
stays in compliance and continues to 
grow.

Change sometimes takes audacity. 
What do I mean by that? Audacity is 
defined by Webster as “intrepid bold-
ness.” In order to change a process that 
has literally been in place for years and 
years, you have to be bold. With all the 
regulatory changes in particular, only 
the courageous lenders that have the 
boldness and audacity to change will 
survive and thrive. ❖

Nationwide Field Services  •  Specialized Support Services  •  Advanced Technology Solutions

www.fi vebrms.com 
586.772.7600

Fly Higher,
Achieve More

REO MANAGEMENTMANM

Five Brothers’ REO management services deliver stronger 

results at every stage of asset disposition – from securing, maintaining 

and marketing, to negotiating and closing. Cut losses, boost returns.  

Take your REO management to a higher level with Five Brothers.

Experience the Five Brothers difference… stronger results from the ground up.™

About the Author
A business veteran, entrepreneur, consultant, trainer, 
coach and IT manager, Claire has 18 years’ experience in 
providing Information Technology Business Consulting 
services to companies offering diverse products and 
services. As ASI’s President, Claire’s commitment lies in 
bridging the gap between IT and the business it serves 
through Project Management. Through teamwork and 
trust, ASI provides the highest professional standards in 
its commitment to technology automation.
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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-

ing solution that manages 

your loans from prequalifica-

tion through interim servicing 

and delivery.  Built with the  

latest technology, Architect  

offers browser based access in 

the cloud and expanded applica-

tion enhancement capabilities.  
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our clients and the industry forward.  
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Many lenders in the residential 
mortgage market underes-
timate the importance of 

maintaining long-term relationships 
with their customers. These relation-
ships can be a company’s most profit-
able source of new business, and lend-
ers who run successful organizations 
dedicate more company resources 
towards increasing their customer re-
tention rates. 

GENERATING HIGHER 
QUALITY LEADS

According to a Gartner research 
study done last year, by 2015, mar-
keting budgets allocated to retaining 
customers and increasing loyalty will 
double, indicating many organizations 
are already aware of this trend. These 
companies see consumers as brand 
advocates and understand the positive 
impact they can have on the bottom 
line. Nonetheless, many lenders still 
think short term, and this thinking of-
ten leads to a lack of competitiveness 
and eventually less profit. For example, 
a lender’s database may be filled with 
loan candidates who could be looking 

for a loan, but the lender may be com-
pletely unaware because the primary 
focus is on acquiring new customers. 

One short-term strategy lenders 
employ to increase revenues is buying 
leads from third parties. This produces 
revenue quickly but is also the least 
profitable strategy because it ignores 
existing customers. Marketers that fo-
cus only on acquiring new clients may 
be attracting a higher percentage of 
consumers who are only interested in 
seeking the lowest interest rates avail-
able in the marketplace. These custom-
ers will call multiple lenders just to get 
an eighth of a percent off their interest 
rates and have no loyalty to any par-
ticular lender. Existing customers, 
however, tend to be more willing to 
do business with a company they can 
trust rather than saving an extra $20 a 
month. 

Lenders who are not connected to 
their past clients may find themselves 
at a competitive disadvantage when 
selling against lenders who are more 
client centric and build mutually ben-
eficial relationships with their most 
loyal and profitable customers. 

By Jim Blatt
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OM
ER RETENTION Lenders who are not connected to their past clients may 

find themselves at a competitive disadvantage when 
selling against lenders who are more client centric.
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IMPROVE PROFITABILITY
Lenders with low customer reten-

tion are missing out on a large rev-
enue source. Customers buy a new 
house every five years or so, meaning 
20 percent of a lender’s customers 

are getting a new loan every year. If 
a lender is producing a billion dollars 
in loan volume every year, increas-
ing customer retention rates by just 
10 percent could equal an additional 
$100 million in loan revenue.

Lenders with low customer reten-
tion rates require a higher investment 
in sales and marketing programs to 
sustain revenues. Lenders with higher 
retention rates can outperform com-
petitors at a much lower cost. Acquir-
ing new customers while losing a sig-
nificant share of existing customers is 
like trying to fill a bathtub with water 
while the drain is open. Lenders have 
to pour more money into acquiring 
new customers in order to make up 
for revenue they miss by not staying 
connected to existing customers. With 
total originations projected to fall, 
consistently staying in contact with 
customers can make a major differ-
ence in the lender’s financial health, 
increasing customer retention rates 
and profitability. 

COMPETING WITH SERVICERS 
Many lenders are still selling most 

of their loans to the mega-servicers, 
many of whom are adept at marketing 
to homeowners. As a result, the rela-
tionship migrates from the originator 
to the servicer; who will benefit from 
the customer’s long-term value by 

receiving more loans and referrals. 
Many of these servicers are national 
players with deep pockets, strong 
brand names and very efficient ways 
of marketing to capture more busi-
ness. Originators had the relationship 

first, and with a little focus, can be 
very successful in maintaining it.  

DELIVERING BETTER 
CUSTOMER SERVICE

Providing good customer service 
is not just about closing loans. Loan 
officers are often too busy to keep 
their promises to stay in contact with 
homeowners after the loan is closed, 
which creates a problem. 

Forward thinking lenders who run 
profitable operations know the value 
of staying connected to customers. 
These lenders monitor customer re-

tention and build sales and marketing 
strategies to maximize those results. 
Whether they are helping homeown-
ers get refinances or saving them 
money, these lenders provide excel-
lent service to customers over the long 
term. 

The relationship between a lender 
and homeowner is at its peak when 
the loan closes. The level of trust is 
high and homeowners know that the 
lender is on their side – trying to help 
them find the best financial solution. 
The strength of this relationship will 
dissipate over time unless the lender 
clearly demonstrates a commitment to 
monitor the mortgage market for op-
portunities to save customers money. 
Traditional marketing, which includes 
holiday and birthday cards, are effec-
tive to a point but is not enough to 
sustain relationships.  Lenders need to 
do more.  

Lenders can employ the following 
six steps to build retention rates. 
1. SET EXPECTATIONS WITH 
CUSTOMERS FROM THE START 

Lenders need to communicate to 
their borrowers how they will man-
age their loan over the long term. The 
lender should be sure the systems and 
tools are in place to deliver on that 
promise.  This proactive approach 
builds trust and reinforces that the 
lender will be a partner in the con-
sumer’s finances. 
2. MEASURE RESULTS 

Peter Drucker was right when he 
said, “If you can’t measure it, than 
you can’t manage it.” The first step 
to increasing retention is determin-
ing your current customer retention 
rates. Lenders can measure retention 
by tracking how many new loans they 

are getting from their past customers, 
comparing those results against the 
industry average. 
3. DEVELOP MARKETING PLANS 

Lenders can than set retention goals 
and develop marketing plans specifi-
cally designed to achieve them. 

Forward thinking lenders who run 
profitable operations know the value 
of staying connected to customers.

According to a Gartner research 
study done last year, by 2015, 
marketing budgets allocated to 
retaining customers and increasing 
loyalty will double.
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The 
 intelligent   
enterprise 
is agile &
responsive.

process · analytics · technology

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

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



4. CUSTOMIZE MARKET-
ING TO FIT THE NEEDS 
OF HOMEOWNERS 

The first step to increasing custom-
er retention is clearly demonstrating 
to consumers that you are managing 
their account. Showing customers that 
you are committed to putting them in 
the best financial position will result 
in greater loyalty from customers. The 
best way to do this is to have regular 
meetings with homeowners in person 
or over the phone. Since most origina-
tors are too busy to do this, they need 
their marketing to replace this meet-
ing. Sending a “Happy Thanksgiving 
” card is a nice sentiment but not as 
effective as showing customers that 
you are actively managing their finan-
cial situation. A study conducted by 
the direct mail industry showed that 
when marketers customized messages 
to consumers’ buying habits response 
rates increased tenfold. Many lenders 

find that they can reduce the number 
of marketing pieces they send and 
improve their customer retention by 
focusing on the content of the mes-
sage, not just the quantity being sent.  
5. AUTOMATE MARKETING 

Another key component to building 
retention is consistency. You need to 
“touch” your homeowners regularly 
throughout the year. To build long-
term relationships with customers, 
lenders use a variety of different tools, 
including direct mail, e-mail and so-
cial media. Lenders can employ many 

tools but the key factor is consistency.  
6. REVIEW RESULTS AND 
ADAPT TO CHANGING 
MARKET CONDITIONS

Lenders need to track the progress 
of their marketing programs to know 
what is working and what they need 
to change to achieve the desired goal. 
As the market changes, the message 
should change, as well.  

Lenders who thrive in 2013 and 
beyond will focus on increasing cus-
tomer retention rates, turning custom-
ers into brand advocates.  ❖

Nationwide Field Services  •  Specialized Support Services  •  Advanced Technology Solutions

www.fi vebrms.com 
586.772.7600

ASSET PRESERVATION
Make the Leap
to Stronger Results

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

property preservation and inspections to REO management and valuation 

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

Experience the Five Brothers difference… stronger results from the ground up.™

About the Author
Jim Blatt is the CEO and co-founder of St. Louis-
based Mortgage Returns, a provider of database-
driven, automated marketing solutions for the 
mortgage industry. For more information, please 
visit www.mortgagereturns.com.
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By Barbara Perino and Rebecca Walzak

A BALANCING ACT: 

PEOPLE AND 
TECHNOLOGY

“Technology is just a tool. In terms of  getting the kids working together and motivating 
them, the teacher is most important,” according to Bill Gates.

Wikipedia says: The word technology refers to the making, modification, usage, and knowledge of tools, machines, techniques, crafts, systems, 
and methods of organization, in order to solve a problem, improve a preexisting solution to a problem, achieve a goal, handle an applied input/output 
relation or perform a specific function.

Businesses small and large need technology to thrive, survive, and be efficient. Technology allows businesses to grow and expand across countries 
by giving them the strength to spread their wings. Growing businesses create employment opportunities for people through technology. Technology 
has changed the way people communicate. Communication systems have evolved from pigeons carrying messages, pony express, telegraphs, tele-
phones, e-mails and now instant messaging and social media. The role of computers and the Internet in education has made learning more interesting. 
Computers enable better storage (now through the Cloud) and presentation of information. Lectures and lessons can be uploaded on websites, as 
PDFs, and more and more common – through videos. Online degrees and training courses give flexibility to people’s schedules. Mobile communication 
is the fourth generation of technology through smart phones, tablets and cellular networks.
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At the heart of every piece of technol-
ogy is automation. Technology automates 
the most complex of processes – com-
munication, education, medicine, and in 
the mortgage industry through the ability 
to analyze risk, share data, approve loans, 
make collection calls and obtain external 
data in a matter of seconds. With the ap-
plication of technology, critical and time-
consuming processes can be executed 
with ease and less time. Laborious and 
repetitive tasks are completed by ma-
chines including robotic equipment. With 
automation comes efficiencies and speed. 

Remember back in the 90s when the 
mortgage industry relied on a bank of fax 
machines to process documents? How 

about the Motorola mobile phone that was 
as big as a small appliance. People out in 
the field would have to lug them into their 
cars and find a place for the machine to sit 
on while in use. Remember the boxes and 
boxes of files that would accumulate and 
then have to be stored in a storage room 
or sent offsite to a remote storage facility? 
Now files are scanned into a computer 
and stored remotely in the cloud and can 
be accessed anywhere by the simple click 
of a mouse. The mortgage industry hasn’t 
quite embraced the “paperless” environ-
ment quite yet but it’s heading in that 
direction. But … what about the “people” 
in the industry? Are they now just data 
pushers, intermediaries between parts of 
the technological elements of what we do? 
Who are we talking about when we say 
mortgage “people”?

PEOPLE ARE MORE 
IMPORTANT THAN 
TECHNOLOGY

One description of what “People” 

means is: “The body of persons who 
compose a community, tribe, nation, or 
race; an aggregate of individuals forming 
a whole; a community.”

We can never forget the importance of 
the people in the organization regardless 
of how automated and technology savvy 
a company is. Someone has to oversee 
the processes, systems, communicate 
with each other, with customers, with 
clients and vendors. The people behind 
the scenes, operating and running the 
organization are by far, the most valuable 
resource the company has to utilize. The 
leaders, sales people, operations, manag-
ers, IT staff, customer service staff, sup-
port staff, etc., no matter what their jobs 

or responsibilities are they each play a 
very important role. Because of them the 
organization could not run efficiently or 
successfully. Their roles are essential to 
the effective and successful operation of 
the organization. The leaders set policy 
and create the culture and direction of 
the company. The sales people create 
new opportunities and strengthen the 
relationships with the customers/clients; 
the operations folks make sure the work 
gets processed in a timely and efficient 
manner. Management is responsible for 
creating an atmosphere of cohesiveness, 
making sure everyone is doing their jobs 
effectively and gives guidance when 
needed. The IT person/staff make sure 
the computer systems and platforms are 
updated and are constantly working prop-
erly. Customer service makes sure the 
client/customers products and services 
are being completed and are happy with 
the organization’s services. HR is respon-
sible for hiring, firing, counseling and 
supporting the staff through policy and 

guidelines and protecting people where 
it’s needed. Support staff, the receptionist 
and the assistants support the workflow 
and communication within the organiza-
tion. 

People are an invaluable resource or 
the “brains behind the technology.” There 
are some who come up with new ideas, 
develop new products, and devise new 
ways to handle different situations and 
problems, based on their own experience, 
through brainstorming, knowledge and 
various perspectives. These people (and 
a company should be open to listening to 
any one employee no matter what their 
position) are the ones who are responsible 
for helping the organization progress and 
come up with newer more innovative 
ideas. Without people, an organization 
has little to no chance surviving. Organi-
zational leadership needs to take special 
care to ensure their employees, no matter 
what their role is, are satisfied with their 
work environment. People are the back-
bone of every organization and play a 
major role in the success or failure of an 
organization. Many, both in our industry 
and in others as well, caution those that 
are over-enthusiastic about the seeing and 
using technology as the all-encompassing 
means to corporate and personal success. 
Based on the emergence of recent organi-
zations, some seem to be listening to their 
concerns.  

For example, the new company, Direct 
Valuation Solutions (DVS) heard the 
reports of numerous people regarding 
how automation in managing appraisals 
was creating a frustrating environment 
for obtaining appraisals and resolving is-
sues and concerns. In response, they have 
launched their program that supports 
stronger relationships between appraisers 
and lenders. Utilizing the DVS platform, 
lenders can compliantly communicate 
with appraisers through the system. The 
system allows them to engage in con-
versations, communicating on various 
status milestones and to share questions 
and answers directly. All interaction is 
also tracked for auditing purposes. Mike 
Ousley, CEO of DVS shared, “We put 
people together, building strong relation-
ships. We want to create a good experi-
ence for the borrower dealing with the 
appraiser and to allow better dialog with 
the appraiser and the underwriters. More 

Technology allows businesses 
to grow and expand across 
countries by giving them the 
strength to spread their wings.
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Providing successful solutions takes more than just delivering a system in a new architecture. It takes experience,
knowledge, creativity, and commitment to be a long-term technology partner. 
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800.326.3539
www.mortgageflex.com
jacksonville, florida

Origination and Servicing Systems

Transforming Mortgage Lending

We ’ re  l i s t en ing

Mort

MFX New Mort 5_2013 Ad_Layout 1  3/14/13  1:17 PM  Page 1



times than not, the appraiser is treated like 
a number, paid poorly and discounted for 
the value they bring to the transaction. 
We want to change this perception and 
provide a higher quality experience for 
the lender and borrower as well.”

REMEMBER MILLENNIALS 
(GENERATION Y FOLKS) 
AND TECHNOLOGY?

It is going to be very important go-
ing forward for companies to instill the 
value of establishing and maintaining 
relationships in the workforce through 
connections and human communication 
to the younger generations who are very 
comfortable communicating in the world 
of social media, text message and email. 
Yes, these modes of communication are 
efficient and convenient but they don’t 
take the place of relating to a human be-
ing. There is a perfect opportunity for the 
Baby Boomer generation in companies 
to build that bridge between the two as 
boomers are really good at relationship 
building. It will be up to leadership and 
management of companies to create the 
balance.

Jeff Wuorio shared seven strategies 
in a blog on Microsoft’s Small Business 
website. He said “Recognize that balance 
works for your business – understand the 
differing dependencies on people and 
technology.”

• Find your balance and inform 
your employees – hiring the right 
kind of people for your culture. If 
your company is people centered, 
hire people who value interac-
tion. If you are heavy on a tech-
nology focus, hire people to love 
to come to work and do nothing 
more than write code or interface 
with data all day.

• Technology shouldn’t exist just 
for the technology’s sake. Tech-

nology should be a means, not an 
end. Be sure of the outcome you 
expect from the new technology 
– monitor it at specific milestones 
to make sure you are on the right 
track.

• Follow up with training – com-
mit resources so people can get 
the most out of new technical 
systems or products. Comprehen-
sive, detailed training to make 
certain everyone is as comfort-
able as possible.

• Technology and people aren’t 
necessarily mutually exclusive. 
Leveraging technology such 
as personal online contact for 
employees working remotely is 
efficient and it brings parties to-
gether to share.

• Recognize the value of technol-
ogy – approach technology as 
an attractive workplace element, 

which is particularly important 
for younger people who may 
place great emphasis on the latest 
technologies.

• Want to know if the balance is 
work?  Ask. Never assume that 
your perception of what’s hap-
pening naturally translates to an 
ideal tech/people balance. Ask 
your employees how they feel. 
Is the new technology a boon or 
a hindrance to their productivity 
and satisfaction?

While we must continue to make prog-
ress in technology, the people part of the 
equation cannot be ignored.  It would be 
wise for anyone integrating technology 
and people to “Remember the 80/20 rule: 
if 80% of your clients and employees are 
happy about the system, you’re on the 
right track. If only 20% are happy, you 
may have some tweaking or re-thinking 
to do,” concluded Duperval.  ❖

We can never forget the importance of the people 
in the organization regardless of how automated 

and technology savvy a company is.

About the Author
Barbara Perino is Director of Business Development for Direct 
Valuation Solutions a new cloud based technology platform 
that is designed to streamline and enhance the appraisal 
fulfillment experience. Barbara has 23 years of extensive sales 
and sales management experience along with operational 
knowledge from all facets within the residential property 
valuation industry. She is also a professional certified coach.

About the Author
rjbWalzak Consulting, Inc. was founded and is led by Rebecca 
Walzak, a leader in operational risk management programs 
in all areas of the consumer lending industry. In addition to 
consulting experience in mortgage banking, student lending 
and other types of consumer lending, she has hands on 
practical experience in these organizations as well having 
held numerous positions from top to bottom of the consumer 
lending industry over the past 25 years.
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Sharon Matthews of eLynx shares her thoughts about how 
the view of technology is changing and what is needed to 
move toward and maintain a healthy mortgage market.

ExEcutivE intErviEw

A New MiNdset
Gone are the days when lenders can use a 

point solution to get a quick fix here and 
another quick fix there. Why? Two rea-

sons, really. First, consumers want a seamless, on-
demand experience that is totally transparent and 
consistent. Second, new rules and regulations are 
forcing lenders to look at their entire process, and 
not just pieces of their process, to ensure compli-
ance. For lenders this does require a new mindset 
in some cases, and change can be hard. The good 
news, however, is that there are technology vendors 
that have been pioneering true electronic collabora-
tion from end to end for literally years and years. 
One of those vendors is eLynx. To this end, Sharon 
Matthews, eLynx’s Pesident and CEO, recently sat 
down with us to share her thoughts on the future of 
mortgage lending. Here’s what she said:

Q: Do you buy into the headlines that 
say the market is recovering?

SHARON MATTHEWS: I think the market has abso-
lutely turned. I think people are getting confident 
and, as a result, they’re prepared to start buying 
existing homes. Also, we’re starting from a more 
solid place this time. You’re seeing prices rise pretty 
broadly across the country, and particularly in the 
places that have been most devastated. Look at De-
troit and Phoenix; and parts of Florida, the prices 
have popped back up 12%, 14%, 15%; which is 
giving consumers some confidence. Of course, the 
rates are still really low for refinancing, as well. 
Data also came out that shows that consumer credit 
has risen a little bit while housing credit is still flat. 
So, people are really keeping their mortgages better 
under control. I suspect a few cars have been bought 
and a few other things, as well, because consumers 
are feeling better about conditions. 

Q: What does this mean for the lender’s 
appetite to buy new technology?

SHARON MATTHEWS:  A lot of lenders are certainly 

looking at a new LOS for sure, and some of that is 
driven by the new regulation that has already been 
applied to our industry by the CFPB. But, I have 
to say, it’s not just an LOS that they’re looking at. 
When I joined this industry, lenders were look-
ing at point solutions. Lenders were saying things 
like: “Fix my closing docs,” or “I want to use an 
electronic signature to address this problem.” By 
contrast, today I see lenders looking at more of an 
end-to-end workflow. Lenders are saying, “I want 
the technology to fit into that end-to-end cycle, so 
I get compliance for sure, but also so I get a solu-
tion that could be broadened to go across my entire 
bank.” Lenders want to know that if this technology 
solves this problem for retail lending, for example, 
it will also work for wholesale. That thinking de-
mands that we technology providers think more 
broadly. It’s about integrating the technology fully 
into the business. I love that idea. It’s gratifying to 
see lenders come around to this way of thinking. 
The mortgage business should be fully integrated.

Q: We’ll get back to talking about the indus-
try, but I want to talk about you for a minute. 
Tell me a little bit about why you got into 
the mortgage industry to begin with. 

SHARON MATTHEWS: American Capital, who is the 
parent of eLynx, asked me to come in and help them 
integrate the acquisition that eLynx had made in 
2006, when eLynx acquired SwiftView, which was 
at the time, our largest competitor. It was a great ac-
quisition because eLynx worked largely at the high-
end of the lender market and SwiftView worked at 
a lower level in the market. The acquisition was a 
market and customer segmentation play. I’ve got a 
lot of experience in doing business integration and 
turn-around work. Originally, it was expected that I 
would be in the company only for a short period of 
time, but, let’s just say, I’ve just started my seventh 
year with eLynx and I wouldn’t change it for the 
world. It’s been an extraordinary experience. It’s 
been a great opportunity.
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Q: How has the industry changed 
since you first entered the mort-
gage space? What’s different?

SHARON MATTHEWS: Oh, boy. When I 
came in the subprime market started to 
collapse and the customers that were 
in that segment started to collapse, 
literally weeks after I joined in early 
2007. Today industry volumes are at 
about 60% of what they were when I 
joined. So, we’re looking at a much 
smaller industry. By the way, the good 
news there is that there is opportunity 
to grow. What’s that famous quote? 
“There’s nothing like the prospect 
of death to focus the mind.” Lenders 
have faced phenomenal pressure and 
many of the most famous names in 
the industry are no longer there. Wash-
ington Mutual was acquired by JP 
Morgan Chase, Countrywide by B of 
A, MetLife by PNC and many, many, 
many others are simply no longer in 
business at all. Think of New Century, 
for example. The prospect of death has 
put new demands on lenders and on the 
technology companies, as well. 

What I’ve seen happen in the last 
seven years, and what I think will 
keep happening for some period into 
the future, is that continued regulatory 
demand is putting pressure on lenders 
and technology companies need to help 
them remain compliant. Instead of just 
picking technology to solve a particular 
point problem, lenders are looking for 
solutions that could be used bank-wide 
to solve much broader sets of problems. 
I am seeing better integrated technol-
ogy that addresses specific workloads. 
One of those examples is the 4506-T. 
It was the last document that required 
a wet signature in the disclosure set. 
We at eLynx now offer a workflow 
that is fully integrated, fully electronic, 
end-to-end, all the disclosures can be 
handled electronically without having 
to paper out. So, you’re getting a much 
broader, fully integrated technology 
that makes for a complete workflow, 
not point products.

Q: Personally, Sharon, what do you 
think you have brought to the table 
both at eLynx and to the broader 
mortgage industry over the past seven 

years? What do you hope to do person-
ally as the head of a major company in 
the mortgage industry going forward?

SHARON MATTHEWS: I always find it 
very hard to separate my personal ob-
jectives from the company objectives. 
My responsibility is to provide lead-
ership for a great company providing 
vision and business integration that 
helps our lender customers and helps 
our partners deliver solutions that re-
ally work. We like to participate in the 
industry standards bodies. We like to 
bring new solutions to market that are 
fresh and provide really high quality 
solutions that are business oriented. 
I’ve never been a person who thought 
technology, for technology’s sake, was 
valuable. But, technology that applies 
to the business problems that our cus-
tomers deal with is hugely valuable. 
In addition to that, my personal goal 
is to provide a great workplace for my 
people to work, to grow, to develop in 
their jobs. That’s something that has 
always meant a great deal to me.

Q: Now let’s switch gears again and 
talk a bit about what eLynx is up to. 

On your website there is an announce-
ment that says that eLynx is advancing 
data standardization efforts through 
MISMO in response to regulatory 
change. What does that mean exactly?

SHARON MATTHEWS: Six years ago, 
seven years ago, we were moving 
documents around to get a loan from 
origination through to selling it to an 
investor. What’s happening now is an 
evolution very quickly to a data-based 
workflow solution. The documents 
certainly represent the process, but it’s 
about what’s underneath those docu-
ments, it’s the data in the documents, 
about the loan, about the loan officer, 
about the borrower, about the settle-
ment agent, about the property, that 
really matters. All that data is what 
makes that loan a very desirable one 
for the borrower, for the lender and for 
the investor. So, working with MISMO 
and with our partners in the industry 
to ensure that documents and data are 
passed in a standard format that works 
efficiently, that brings cost benefits as-
sociated with being data oriented, that 
brings the speed to process loans that is 
certainly possible, and that eliminates 
every possible kind of fraud, is why 
we’re involved with MISMO. 

Q: eLynx also recently announced 
that you are 4506-T e-sign ready. 
You also announced that you have 
a full-service 4506-T processing 
capability. Can you talk to me a little 
bit about what you’re offering exactly?

SHARON MATTHEWS: As I said earlier, 
the 4506-T was the last document in 
the disclosure set that required a wet 
signature. We’ve had customers elec-
tronically signing their disclosures 
for 10 years now, 11 years now. So, 
having the e-signed 4506-T form now 
accepted by the IRS means that we 
can give customers a fully integrated, 
end-to-end disclosure set electroni-
cally signed and, by the way, paper out 
where those customers can’t accept an 
electronic delivery. The offering for the 
4506-T is not only a set it and forget it 
environment where the lender can send 
off the disclosure set and the customer 
just signs it and returns it and gets 

Industry 
Predictions
Sharon Matthews thinks:

1. The rise of the consumer 
will demand and provide 

the opportunity for a great and 
consistent borrower experience 
across the entire bank.

2. Document workflows 
continue to be replaced 

with data-based workflows, 
which will speed up the lending 
process end to end, lower cost, 
and reduce fraud for borrowers, 
lenders, and investors.

3. The continued spread of 
mobile technologies and 

social interactions will make 
it easier to reach consumers 
anywhere, anytime, prompting 
lenders to more tightly integrate 
these channels into their loan 
workflows, which will all lead to 
greater process efficiency and 
higher applicant pull-through.
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processed from there, but we can also 
process the interaction with the IRS, 
which gives the lender a complete, 
turnkey solution. 

Our proof of capacity or capability 
for doing that is that if you look at our 
total fulfillment solution today, you can 
direct a document to eLynx to send to a 
borrower or you can accept it electroni-
cally. If they don’t accept it for some 
reason, maybe they’re on vacation, or 
their network is down, or they gave the 
wrong e-mail address or something, 
we can then deliver it to them through 
paper, through a fully integrated total 
fulfillment solution. Total fulfillment is 
a big thing for us. The ability to handle 
both the electronic and the print in one 
seamless flow is the future of the mort-
gage space.

It’s all just one process for the 
lender, which allows that lender to 
deliver a better experience to that bor-
rower, too. As the borrower, you get the 
huge mortgage package and you don’t 
want multiple directions, you don’t 
want to read a set of instructions that 
says, “Okay, flip to the tenth page, and 
you’ll see an IRS form there. Sign that 
and you can send that one back to this 
number here. For the rest of the docu-
ments, here’s what you do.” You don’t 
want to split that up. With us, you have 
one, consistent way of doing it, one set 
of instructions. It makes it a lot easier 
for the borrower.

Q: What should a next-generation  
e-signature solution do?

SHARON MATTHEWS: We were one of 
the early providers of e-signatures and 
it’s been over 10 years now that we’ve 
offered this technology. Originally, e-
signatures were used to solve a problem 

for a particular set of documents, par-
ticularly signing disclosures. We have 
customers who have used e-signatures 
for many, many years as a means to get 
disclosures signed, rate locks signed, 
get a good quality borrower signed up 
and into their loan process quickly, and 
in a way that was attractive to the bor-
rower and valuable to the lender. Now, 
because of 4506-T announcement and 
because of the evolution of the sig-
nature products, the IRS accepting e-
signed 4506-Ts legitimizes electronic 
signatures in many, many ways, not 
just for the 4506-T, but for the whole 
process. I think it’s going to accelerate 
the use of e-signatures significantly. 
Further, those vendors that can offer a 
completely integrated e-signature pro-
cess coupled with paper fulfillment if 
necessary will be very successful.

Q: Talk to my readers about the 
evolution of the eLynx expedite 
platform. What can we expect 
from that product offering?

SHARON MATTHEWS: Expedite is our 
industry platform to help lenders, 
borrowers and partners collaborate to 
produce the highest quality loans. It’s 
as simple as that. So, you’re going to 
see us continue to enhance the plat-
form. Underneath that is the current 
generation of our delivery product. Un-
der that fits our inbox product, which 
is the consumer experience product, 
allowing lenders to offer their consum-
ers a single experience for processing 
loans whether they are mortgage loans, 
whether they are consumer loans, 
whatever. 

You’ll see those products continue to 
evolve. We’ve had just an outstanding 
response to the release of that inbox 

product. You’re also going to see con-
tinued development of our fraud prod-
uct. We’re going to use the platform to 
combat fraud. There are so many good 
settlement agents in the industry who 
are doing a great job for borrowers and 
for title underwriters, but there are a 
few bad apples who give the industry 
a poor reputation. In the end, by know-
ing who they are through our service, 
businesses can be directed to the good 
guys in the industry. So, there’s a lot 
going on with our expedite offering, 
and much more to come.

Q: My last question is: What innovation 
really needs to happen over the next 
12 months for the industry to thrive?

SHARON MATTHEWS: I think that there 
are a couple of trends going on that re-
ally matter. One is, and I said this ear-
lier, the rise of the consumer. Technolo-
gy has to work around how consumers 
want to work. Giving consumers a way 
to work the way they want to work is 
so critical. Mobile comes into that, too. 
Consumers want to be able to receive 
all their communications from a lender 
and all the borrower documents and 
process what they need to give the 
lender in one fully integrated way. I 
think meeting consumers where they 
are, meeting them on a mobile basis 
too, giving them a user interface that’s 
consistent and easy to use – that’s one 
of the things that gets me up out of my 
chair and walking around. I think that 
will bring real value to our industry. It 
will make lenders more attractive. 

We’ve been through a very tough 
time; lenders, technology providers, 
the country has. But, at this point, I am 
optimistic. Confidence will return and 
I think with it comes confidence and 
trust in a couple of things. First of all, 
in technology, because lenders are im-
plementing new technology. Second, 
regulations are going to start to level 
out a little bit and we’re going to finish 
up with a really robust housing market 
over the next two to five years. So, I am 
really optimistic about where we are as 
an industry and what it’s going to mean 
for what services we provide. It’s a 
good thing. It’s a really good thing. ❖

Industry InsIder
As President and CEO, Sharon Matthews oversees the 
overall operations of the company and is responsible 
for the growth of eLynx’s market leadership position 
providing data-driven document distribution, col-
laboration, and connectivity services for the financial 
services, mortgage banking, and real estate industries. 
Matthews came to eLynx with more than 25 years of 
senior executive experience.
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Let’s Go shoppinG

Just as buying homes is 
stylish for borrowers, 
looking at and acquiring 
new mortgage origination 
and processing 
systems is once again 
fashionable for lenders.

By Dan Green

Mortgage rates and rates in general remain 
low. Housing prices remain low and af-
fordable. That won’t last, however, as 

housing prices are once again on the rise at rates 
not seen since 2006. Soon, very soon, refinancing 
will fall out of fashion; purchase-money lending 
will once again be en vogue. Lenders live for this 
type of lending: it is, after all, the heart and soul of 
the mortgage business.

Low rates and rising home prices will give way 
to a purchase market. Other factors contribute, too. 
Pent up demand, people who have been waiting 
out the housing crisis, the recession and the weak 
employment picture are shrugging off economic 
worries to take advantage of the opportunity to 
own a home more affordably than has been pos-
sible for decades. 
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Lenders have to be ready. Just as 
buying homes is stylish for borrow-
ers, looking at and acquiring new 
mortgage origination and processing 
systems is once again fashionable for 
lenders. There are at least three rea-
sons for this new trend, yet before ex-
plaining what they are, it is important 
to understand why they are.

During a recent presentation to 

a group of lenders a colleague and I 
began joking about the 100 years refi-
nance wave. While this is an obvious 
exaggeration, it is true this refinance 
boom has lasted a great deal longer 
than any other in history. It is easy to 
see why when reviewing the 140-year 
history of 10-year Treasury rates; the 
precipitous downward slope of the 
rate curve that actually began in 1985 
has no rival in recorded US financial 
history. The benefit has been a con-
tinuous supply of profitable mortgage 
loans, most of which have been refi-
nances, at least since 2009.

But have they been profitable? 
During conversations about lending 
profitability with many lenders over 
the past nine months it is apparent two 
things are true. First, mortgage lend-
ing has been an important, profitable 
business for their organizations. Bor-
rowers have clearly benefitted, too, 
as everyone who has refinanced has 
improved their personal cash flow by 
hundreds of dollars per month. Yet the 
other truth, the quieter truth, is that a 
lot of money has been left on the table 
in the form of inefficiency and low 
productivity. Lenders have accepted 
this situation because operations are 
profitable. It is also very difficult to 

swap systems in the midst of high 
volumes while attempting to keep up 
with production.

That’s the why of the trend. High 
volume masks inefficiency. Noth-
ing new there. Yet everyone realizes 
today’s production levels are not sus-
tainable. The market will settle into 
respectable purchase volumes some-
time late this year or early next. Still 

plenty of business, yet nothing like 
we have been experiencing, and lower 
volumes will not mask inefficiency. 
Lower volumes will cast a big, bright 
light on them. 

Inefficiency and low productivity 
are the first reason lenders are look-
ing at new systems. In the go-go days 
of the housing rush of the early 2000s 
lenders were obsessed with efficiency 
and productivity. The Internet, its 
tools, its promises, its potential, un-
locked the byzantine strictures of tra-
ditional mortgage lending. Borrowers 
could (and can and should) apply on 
their own, online, without the help of a 
loan officer. Borrowers could (and can 
and should) get a loan approval at the 
point of sale rather than waiting more 
than 40 days as had been the custom. 
Lenders benefitted, too: complete, 
decisioned applications courtesy of 
the Internet arrived hourly, seven days 
a week, 24 hours a day just waiting 
to be processed in a paperless, fully 
electronic environment if you were 
willing to go that far. Those that did 
go that far reaped the benefits earning 
the low-cost/high productivity lender 
merit badge.

Then 2007 happened and all that 
was forgotten. More immediate con-

cerns, like mounting delinquencies 
and looming foreclosures, took prece-
dent. And they had to. Yet most of that 
is behind us now; it is time to get back 
to efficiency and productivity because 
they always were, and are, the keys 
to profitable, competitive mortgage 
lending. Whether we can return to 
the merit badge days of low-cost/high 
productivity lending is the question. 
While the remarkable measures of the 
early 2000s may not be immediately 
repeatable, they are certainly worth 
striving for.

Borrower experience is the second 
reason to search out new systems. To-
day’s borrower is different than those 
of pre-housing crisis days. They’re 
more sophisticated, more wary and 
much more online. They want to 
know everything, and they want to 
know it right now. That includes what 
is happening with their mortgage, and 
they don’t want to make a phone call. 
Borrowers want to apply online. They 
want an answer, a decision, immedi-
ately, and they want to check progress 
when it is convenient for them, wher-
ever they happen to be with whatever 
device is in their pocket, briefcase or 
purse. This is the new mortgage lend-
ing. If you want to compete, if you 
want to de-commoditize your mort-
gage offering, you have to pay keen, 
close attention to designing and deliv-
ering an experience that exceeds bor-
rower expectations. The truth is many 
legacy lending systems fall short in 
this area.

Compliance is the third reason to 
shop, and it is very much linked to 
borrower experience. It occurred to 
me the other day that borrower experi-
ence is one of the reasons we dwell in 
this compliance-heavy world. Many 
of the new rules to which lending is 
now or is becoming subject are osten-
sibly designed to help borrowers gain 
a better of understanding of what it 
means to finance. Know Before You 
Owe, the new disclosure regulations, 
are thus intended. The Qualified Mort-
gage Rules are the same. Even though 
they seem targeted at lenders, the real 
aim is to keep borrowers from sup-
posed harm.

Embracing compliance is the 

High volume masks inefficiency. 
Nothing new there. Yet everyone 
realizes today’s production levels are 
not sustainable.
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only path. Make it part of your value 
proposition, which brings us right 
back to borrower experience. Today’s 
borrowers are looking for lenders they 
can trust. Educating them and helping 

them understand all of the new rules 
surrounding the loan that finances their 
largest asset is a competitive advan-
tage.

Yet being compliant is not easy. In 
the old days of lending, back before 
the Internet, we relied on highly skilled 
mortgage teams with years of experi-
ence to keep us within the rules. It was 
possible thanks to their knowledge and 
because the rules were nowhere as nu-
merous or as complex. It is a different 
story today. Mortgage teams cannot be 
expected, without some help, to one 
hundred percent adhere to all the regu-
lations that govern lending.

That’s why technology, technology 
that has been designed and maintained 
with today’s compliance environment 
in mind, is essential. Nothing follows 

rules better since, at their core, that is 
all systems really are: rules. Once es-
tablished, technology will do the same 
thing every time, time after time, in the 
same way. This is not to say, however, 
that all systems and solutions are cre-
ated equal. Compliance is just as dif-
ficult for solutions companies as it is 
for lenders. Solutions companies have 
to embrace compliance as well—make 
it part of their value proposition—and 
work every day to keep their customers 
within the rules. 

Can lenders return to pre-housing 
crisis efficiency levels? Heck yeah. Can 
lenders provide an experience about 
which borrowers will rave? Heck yeah. 
Can lenders embrace compliance, mak-

ing it a competitive advantage? Heck 
yeah. How are lenders going to ac-
complish these super-human mortgage 
feats? They are going to look for and 
implement systems that enable them. 
This is why lenders are shopping and 
this is what they are looking for their 
new solutions to help them accomplish. 

Accomplishing these objectives is 
the necessary positioning for the near-
in, long-term purchase market, which 
will be unlike every other one for the 
past four decades. It will likely last a 
long-time. With it will come many 
benefits, not the least of which will 
be the opportunity to build long-term, 
sustainable borrower relationships. Be 
ready. ❖
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