
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 
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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. ❖
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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.


